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17% Boost in Catalog Postal Rate Okayed: [)el] Quits MPA 


10% Jump for Controlled Circulation Papers 


WASHINGTON, Nov. 20—The In-, 
terstate Commerce Commission to- | 
day approved a 17% increase in 
the postal rate for catalogs and a 
10% increase in the rate on erg 
trolled circulation business publi-! 
cations. 

Postmaster General Arthu 4 
Summerfield had originally pro- | 
posed a 35% increase for both | 
types of mail but subsequently | 
agreed to modification of the de-| 
partment’s proposals. 


The new rates will become ef-| raise about $150,000,000, was ap- crime” by Dr. Fredric Wertham == es 
fective on a date that will be de-| proved by the ICC this summer jn the current Ladies’ Home Jour- | =e. 


termined by Mr. Summerfield. 
The new catalog rate represents | 
an increase of 2¢ for the first) 
pound, and a new scale for each | 


additional half-pound, and _ will 
bring the department about $3,- 
000,000. The new rate for con- 
trolled circulation business publi- 
cations is 11¢ per pound, compared 
with the present 10¢ rate, and will 


raise about $500,000. ICC said the 
new catalog rate still does not 


cover the cost of handling. 


The increases were part of a 


“package” of fourth-class_ rate 
hikes proposed early this year. A 
36% increase for parcel post, to 


and became effective Oct. 1. 

(This increase may lead to an 
appeal by publishers. See NBP 
story below.) 


Hildreth Predicts Good Year Ahead for 
Advertising at NBP’s Annual Meeting 


CuIcaGco, Nov. 19—The business 
press enjoys great stability, Joseph 
S. Hildreth, president of the Chil- 
ton Co. and chairman of National) 
Business Publications, said in his 
report at the annual fall business 
meeting of NBP held here yester- | 
day and today. | 

He pointed out that a number | 
of leading business publications | 
are 100 or more years old, and 
contrasted their longevity with the | 
experience of newspapers and 
magazines, many of which have 
merged or gone out of business in 
recent years. 

Mr. Hildreth predicted that 1954 
will be a good year for advertis- 
ing, with appropriations being 
maintained or increased. He em- 
phasized the maintenance of re- 
tail advertising in newspapers as 
a good indicator of continued high- 
level business activity. 


s Robert E. Harper, president of 
the association, reported that 
membership has moved up to 162 
publications with a combined cir- 
culation of nearly 4,000,000. 

He discussed the success of the 
association’s agency recognition 


After Wertham’s 


Blast at Comics 


Comics Publisher Angry 
at ‘LHJ’ Over Article; 
May Drop Ads in ‘SEP’ 


New York, Nov. 18—A blast 
at comics books as “primers for | 


nal has aroused Dell Publishing, en ee Raleer ce | 
the giant of the comics industry, | 

to: PAPER TOUR—Kaiser Enterprises proposes 
| 1. Quit the Magazine Publishers to take the reader of this ad on a 10,000 | 
| Assn. mile tour of the Kaiser industrial family, | 
_ 2. Put the Journal article “into | 
the hands of its attorneys.” 

, $3. Intimate it will no longer use 


The page, in two-colors and b&w, runs 
between now and January in 13 magazines 


& Co., New York, is the agency. 


e4 Out 1] Hours 


al 


along with Lowell Thomas and his Kaiser. | 


Samish Found 


Guilty; Jury 


Californian Faces Total 
of 40 Years in Prison 
for Income Tax Evasion 


SAN FrRANcIsco, Nov. 18—The 40- 
year political career of Arthur H. 
Samish, San Francisco public re- 
lations counsel, crashed to an 
ignominious end in federal court 


here last evening. An eight-man 


and four-woman jury found the 
heavily financed liquor lobbyist 
guilty on eight counts of evasion of 
income taxes. 


Specifically, he was found guilty 


and two newspapers. William H. Weintraub | of neglecting to pay taxes on some 


‘tion display it and are enthusiastic | ® The 


the Journal’s sister publication, | 
program. It was reported during The Saturday Evening Post, for) 
the meeting that by the end of the Color page ads promoting the, 
year there will be 811 agencies on| Wholesomeness of its comics 
this list. Agencies which receive books. 
the NBP certificate of recogni- 
Wertham piece also 
about it, Mr. Harper said. brought this comment from the 
He urged the adoption of poli- Assn. of Comics Magazine Pub- 
cies looking to “a campaign of (Continued on Page 86) 
greater endeavor to bring about | 


final and lasting unification of | 


the business press”; a crusade for Senate Committee 


audited circulation, to be joined by 


organizations of advertisers ana, Will Take Comics 


General Foods Sets 
National Debut for 
Instant Puddings 


New York, Nov. 19—General 
Foods Corp. will introduce Jell-O 
instant puddings nationally about 
Dec. 1. 


Backing the introduction will be 


| $110,000 he received from the 
|Biow Co., New York advertising 
| agency, in the years 1946 through 
1951 for himself and in 1946 
and 1947 for his wife. The total 
amount of alleged evasion came 
to $71,878 (AA, Nov. 16). 

The jury took 11 hours and 12 
minutes to mull over three weeks 
and one day of court room testi- 
mony and argument before arriv- 
ing at its decision at 5:50 p.m. 
Tuesday afternoon. Mr. Samish 
/now faces a maximum imprison- 


a concentrated national advertis- | ment of five years on each count, 
ing campaign on six network tele- | or a total of 40 years, and a maxi- 


agencies; a program of research to [Jnder Consideration 


increase the readability of busi- 
ness publications, and more high- 
level representation with top gov- 
ernment officials to increase the 
acceptance and respect of the busi- 
ness press. 


@ Harvey Conover, president of 
the Conover-Mast Corp. and chair- 
man of the promotion committee, 
outlined a new promotion program 
in which business leaders will be 
featured in advertisements empha- 
sizing the value they place on busi- 
ness publications as readers. Be- 
sides publishing the ads in the 
(Continued on Page 93) 


Reynolds-Fitzgerald Sues ‘Oregon Journal’ 
for $208,000 tor Terminating Its Contract 


New York, Nov. 19—A $208,000 
settlement suit has been filed in 
* the courts here by Reynolds-Fitz- 
gerald, newspaper representative, 
against the Portland Oregon Jour- 
nal. 

The newspaper representative is 
seeking settlement from the news- 
paper for termination of a contract 
Sept. 1 between the two. Until that 
time, Reynolds-Fitzgerald repre- 
sented the Oregon Journal nation- 
ally. Since that time, O’Mara & 
Ormsbee has been handling the 
paper’s representation. 

The complaint was filed on Nov. 
16, and at present, the Oregon 
Journal lawyers have moved to 
transfer this litigation from the 
New York courts to the federal 
courts. 


e William W. Knight, Oregon 
Journal publisher, issued a state- 
ment condemning the newspaper 
representative’s move. 

It says, in part, “We terminated 
our relationship with [Reynolds- 


Fitzgerald] as of Sept. 1, 1953, for. 


what we deemed to be justifiable 
and compelling business reasons. 
Our business manager flew to Chi- 
cago in August and discussed the 
termination with Mr. Fitzgerald, 
the president of the company, of- 
fering to sit down with him, or his 
representatives, and attempt to 
work out a fair settlement of any 
equities which they might claim 
under the contract. ..They refused 
to discuss the matter and we next 
heard from their New York law 
firm demanding the payment of 
$208,000, which sum we contend to 
be most inequitable.” 

According to Mr. Knight, Oregon 
Journal lawyers attempted once 
again to negotiate with Reynolds- 
Fitzgerald, but the representative 
refused and instituted action with 
the serving of attachments. 


= “It is to be noted,’ Mr. Knight’s 

statement continues, “that the at- 

tachments were served Nov. 5, 
(Continued on Page 8) 


vision shows for a six-day period | 
starting Dec. 11 and full-color ads 
in December issues of Ladies’ 
Home Journal and Woman’s Home | 
Companion. 

Ads and display materials will 
promote the new puddings as con-_ 
venient “busy day desserts,” and 
will stress the theme that “it’s 
never too late for a real home- 
made dessert.” 

The two themes will be featured 


WASHINGTON, Nov. 18—The role 
_of comics books, tv programs and 
movies in the fight against juve- 
nile delinquency will almost cer- 
tainly become a matter of major 
| consideration before the Senate 
judiciary committee completes its 
current investigation of crime 
among young people. 

The committee’s hearings got 
| under way this week with a gen- ‘ 
‘eral report on the volume of teen-|0n six network tv shows—“Ma- 
‘age crime from federal officials|™a,” “Our Miss Brooks,” “Red 
| who are concerned with the prob- | Buttons,” “Rocket Rangers,” “Roy 
lem. Early next month the commit-| Rogers” and the “Bob Hope 
tee will begin a series of hearings) Show.” All are CBS shows except 
‘dealing largely with the delin- the last two, which are on NBC. 
"quency problems of major cities| The puddings are made by) 
| throughout the country. merely adding cold milk and beat- 
ing for one minute. They set in 
|= Committee staff members have | five minutes, it is claimed, and 
revealed that the special group,|one package makes four or five 
under Sen. Robert C. Hendrickson | servings. Special point of sale ma- 
(R., N. J.), has received a flood of | terials have been developed for 
unsolicited mail from private citi-| the promotion including a shelf 
zens who believe young people are| frame display kit, posters and lit- 
‘injured by the heavy dose of! erature. 

(Continued on Page 4) Young & Rubicam is the agency. 


Last Minute News Flashes 


mum fine of $80,000. 


® Harold Faulkner will present 
arguments to set aside the verdict 
on Friday at 9:30 a.m. when Judge 
Hamlin will consider three motions 
expected to be presented by him: 
a motion for a new trial, motion 
of arrest of judgment, and a mo- 
tion for a judgment of acquittal 


‘notwithstanding. He may also ap- 


peal to a higher court following 


the disposition of these three mo- 


tions. 

Mr. Samish is for the present 
free on bail of $2,500, and pro- 
nouncement of actual sentence has 
not yet been made. 

Commenting on their verdict, 
the jurors maintained they were 
not influenced by their knowledge 
of Mr. Samish’s career, nor his 
appearance before television cam- 
eras during the 1951 hearings of 
the Kefauver committee. “We had 
no prejudice whatsoever on Sam- 
ish’s political background,” one 

(Continued on Page 93) 


| 


George S. May Co. 


| Adopts $1,000,000 


Glamorene Moves Over to Hicks & Greist 


New York, Nov. 20—Glamorene Inc., rug cleaner manufacturer, has 
'appointed Hicks & Greist to handle its advertising, effective immedi- 
/ately. The product was introduced about 1950 and has been with Grant 
| Advertising, Aitkin-Kynett, J. Walter Thompson Co. and, most re- 
‘cently, Ruthrauff & Ryan. 


‘Manhattan Soap Names Round S. M. for Sweetheart 


New York, Nov. 20—Howard S. Round, formerly general sales 
manager of 5-Day Laboratories, a division of Associated Products, has 
|been named general sales manager of Manhattan Soap Co.’s Sweet- 
heart cosmetics division. 
| 
Lenox China Moves to Lennen & Newell 
| TRENTON, N. J., Nov. 20—Lenox Inc., maker of china, is switching its 
_account from Benton & Bowles to Lennen & Newell, New York. 
| (Additional News Flashes on Page 97) 


Ad Budget for ‘54 


Cuicaco, Nov. 19—George S. 
May Co. will spend $1,000,000 on 
advertising next year, double the 
1953 budget. 

About $250,000 will be spent on 
the business engineering firm’s 
annual All-American and World 
Championship of Golf tourna- 
ments at Tam O’Shanter Country 
Club, Chicago. 

Exact breakdown of the budget 
has not been prepared, said C. A. 
Posson, advertising manager, but 
Magazines, newspapers and direct 
mail will be used. 
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Five Life Insurance Companies Report 
Successes with Advertising Programs 


Cuicaco, Nov. 17—An experi- 
mental advertising campaign in 
10 cities resulted in $1,683,700 in 
business for John Hancock Mutual 
Life Insurance Co. of Boston. 

This advertising success story 
and four others were reported 
here last week at the eighth an- 
nual meeting of the Life Insurance 
Agency Management Assn. 

Margaret Divver, advertising 
manager for John Hancock, de- 
scribed the campaign as her com- 
pany’s “first experience in using 
newspapers in a big way.” 

The objective of the drive was 
“not to obtain direct leads for our 
agents, but to startle people into 
a realization of the inadequacy of 
their life insurance holdings.” 


The appeal stemmed from a re-_ 


cent Institute of Life Insurance 
study revealing that two-thirds of 
U. S. families with life insurance 
own less than the equivalent of 
one and one-half year’s family 
income. 


es Ads ran at monthly intervals 
for eight months. In “large space, 
enough to dominate a newspaper 
page,” the ads carried “shocking 
headlines and highly realistic 
photographic illustrations.” 
Agents: were supplied with post- 
cards for advance mailings to 
clients drawing attention to the 


ads, and these were followed up by 
the agents. Results for agents 
were in direct proportion to the 
effort put behind the advertising 
and through sales meetings and in- 


‘dividual efforts, Miss Divver re-| 


ported. 

On over-all results, the total di- 
rectly traceable business in eight 
of ten agencies at the campaign’s 
close, exclusive of weekly and 
monthly premiums, amounted to 
$1,683,700. Space costs were $39,- 
518. 

She said much not directly 
traceable business also resulted and 
that “future business is in the mill 
as a consequence of the original 
calls made in connection with the 
campaign.” 

McCann-Erickson, New York, 
is the John Hancock agency. 


# A report on a “Mr. 4%” adver- 
tising drive put on by Jefferson 
Standard Life Insurance Co., 
Greensboro, in its home state of 
North Carolina for 10 weeks in 
1952 was given by Karl Ljung, 
v.p. in charge of agency opera- 
tions. 

The campaign aimed to tell the 
public that Jefferson passes along 
‘the benefits of its high interest 
‘rate on investments to  policy- 
holders, and is currently paying 

(Continued on Page 94) 


FCC's Doerter Compares UHF to Bees— 
It’s Possible to Make Honey Besides’ 


Boston, Nov. 16—A Republican 
appointee to the Federal Com- 
munications Commission expressed 
confidence today that advertisers 
will support the new ultra high 
frequency tv stations that have 
begun to operate in increasing 
numbers. 

Commissioner John Doerfer, the 
first of two Republicans named to 
FCC by President Eisenhower, 
told the Radio & Television Execu- 
tives Assn. of New England that 
advertisers are recognizing that 
u.h.f. is definitely a part of the 
picture of the future and “in order 
to secure favorable franchises are 
buying time.” 

“An examination of the sponsor 
lists reveals a good cross section 
of leading industries,” he said. 
“Local advertisers believe that 
u.h.f. stations, because they pro- 
vide station choice in many com- 
munities otherwise limited to 
single station viewing, will become 
increasingly popular and thus pro- 
vide a new and profitable audience 
for their tv salesmanship.” 


® He observed that radio and the 
original tv stations had a long 
struggle to develop large audiences 
which would attract advertising 
and expressed a belief that u.h.f. 
will actually have an easier time 
than either of the two earlier 
broadcast services. 

He pointed out that a study by 
American Research Bureau, cov- 


| small a wingspread. Not only does 
‘a bee fly but it makes a little honey 
besides. 

| “The future success of the broad- 
‘casting industry, whether it be 
radio, u.h.f. or v.h.f. television, 
cannot be resolved in Washington. 
|Our job is merely to carry out the 
intent of Congress. We are essen- 
tially traffic officers. 

“The picture as I see it is heart- 
ening. The economic soil is good; 
the American system of free enter- 
prise is at your disposal. Your 
record shows you have resource- 
fulness, initiative, imagination and 
devotion to the public interest— 
all factors which promise a bril- 
liant return. Self reliance on your 
part rather than paternalism in 
Washington is the key to your 
problems.” 


# On the future of radio, he said: 
“I conclude that radio broadcasters 
should not spend too much time 
worrying about the future but 
expend some of that energy in 
attempting to make their own 
future. 

“It may well be that some broad- 
casters will not read the signs 
properly, improve their local pro- 
gramming, catch the significant 
trends in the change in listening 
habits, or increase the efficiency of 
their station operations. Obviously, 
there is little that can be done for 
them. 

“If, however, there are some 
broadcasters who feel that the FCC 


| 


WOOD STEPS DOWN—Robert E. Wood 
step down April 26 as chairman of the board and chief executive officer of Sears, 


Roebuck & Co. in favor of Theodore V. 


(center) announced last week that he will 


Houser (left), now vice-chairman. At right 


is Fowler McConnell, president of the huge merchandising company. Mr. Wood, who 
will be 75 next June, will continue as a director of Sears. 


Foreign Trade Policy, 


New York, Nov. 17—Paul G. 
Hofiman, board chairman of the 
Studebaker Corp., shared three of 
his worries with business paper 
advertising salesmen here today. 

“‘We’re in a buyers’ market now, 


told the New York Dotted Line 
Club, an affiliate of Associated 


market won’t come back unless we 
have another world war. This fact 
is underestimated by too many 
business men.” 

Mr. Hoffman’s second worry, he 
said, is the outcome of the great 
debate of 1954 between protection- 
ists and free traders. How it is re- 
solved, he predicted, is likely to 
determine the future of America’s 
economy. 


s Thirdly, Mr. Hoffman said, he 
is concerned about “the failure of 
business men generally to recog- 
nize that a free enterprise system 
can survive only in a free society. 
We are losing sight of the basic 
right of men in a free society to 


quiry and freedom of speech. 
There must be room for dissenters 


and it’s here to stay,’”’ Mr. Hoffman | 


Business Publications. “A sellers’ | 


freedom of thought, freedom of in- | 


Paul Hoffman’‘s Worries: Buyer's Market, 


Limits on Freedoms 


in a free society,” he declared, “if 
we are to remain free.” 

Stressing that a buyers’ market 
is here to stay, Mr. Hoffman said 
‘that too many business men fail 


| Lonpbon, 


2K Cag 


Advertising Age, November 23, 1953 


Time's Graebner 


of Erwin, Wasey 


Nov. 17—Ohio-born 
Walter A. Graebner, Time Inc.’s 
top man in Europe, has been ap- 
pointed managing director of Er- 
win, Wasey & Co. Ltd., London. 
Mr. Graebner switches from the 
publishing to the agency business 
on Dec. 1. He succeeds George 
Burnside, who left Erwin, Wasey 


'last June, made a quick trip to 


New York and came back as a 
v.p. of Biow Co. Mr. Burnside is 
still exploring the possibility of 


/setting up a European operation 


for Biow. 

Erwin, Wasey’s acquisition of 
Mr. Graebner was announced by 
Howard D. Williams, president of 
the agency, who rushed out from 
New York immediately after Mr. 
Burnside’s surprise resignation. 
He was followed here by his son, 


_to appreciate this. “The tendency | 
is to look for a panacea, and to re- | 
|sort to razzle-dazzle merchandis- | 
ing.” 

He attributed this to the fact 
that a majority of sales people to- | 
day have entered business since | 
World War II and have never had 
experience in dealing with a buy- 
ers’ market. 


s Mr. Hoffman recommended 
greater attention to short-term 
market information; to _ better 


sales training and sales planning, 
and to more creative selling, which 
he described as ‘“‘a pleasant phrase 
for planned and persistent can- 
vassing.” 

Emphasizing the importance of 
business papers in developing bet- 
ter salesmen and executives, Mr. 
Hoffman said that when he was 
out of the automotive business in 
government service as head of the 
‘Economic Cooperation Adminis- 


(Continued on Page 6) 


Business Papers Get 
Action in Canada, 
Research Discloses 


Toronto, Nov. 18—Canadian 
business publications produce ac- 
tion in readers, according to a 
survey completed for the Business 
Newspapers Assn. by Gruneau Re- 
search Ltd. 

Of 762 respondents chosen at 
random 
and professional classifications, 
83.1% read one or more of the 106 
member-publications of the asso- 
ciation; 71.2% of these find some- 
thing in them they can apply 
directly to their business; 25.6% 
take some specific action as a re- 
sult of something they see or read; 


are retained in company files, 
and 71.4% pass the publications 
along to their colleagues, for an 


ering 32 cities with 34 u.h.f. sta- 
tions and 55 v.h.f. stations, showed | 
a 46.4% u.h.f. penetration with | 
the typical u.h.f. station operating 
less than three months. 

“This penetration was achieved | 
not because v.h.f. was not avail-| 
able,” he observed, “but in the 
face of heavy competition.” | 

He pointed out that in New Eng- | 
land, u.h.f. will not be “small 
town” television because most 
cities of 100,000 and a number | 
with 500,000 will have only u.h.f. 


should use some of its regulatory 
powers to preserve radio as a prof- | 
itable medium they are in for| 
some disappointments.” | 
® Noting that there has been some | 
drop in the net revenue of New| 
England radio stations, he said: 
“Any loss of revenue because of an | 
increase in competition is pri-| 
marily the concern of the com-| 
peting interests. 

“The responsibility of the FCC 
is not to curtail competition in 


order to assure the financial suc- | 


# “All the talk about power con- cess of any person in the radio or 


version, competition, etc., does not 
convince me that u.h.f. faces fail- 
ure,” he contended. “According to 
aerodynamics a bee is incapable 
of flying—too large a body and too 


|television field. Its prime duty is 
to insure the public a fair oppor- 
|tunity to receive the benefits of 
these important mediums of com- 
| munications.” 


| 
| 


GUESS WHO?—Here’s a yachtsman and 

one of the most widely known admen in 

the nation, but can you recognize this 

latest picture of him? For his name, see 
Page 22. 


in seven main business | 


37.5% know that the publications | 


-average of 3.8 readers per com- 
| pany. 


-@ More than 95% of the respon- 
‘dents who receive one or more 
business papers regularly read one 
,;or more papers “regularly” or 
“occasionally.” 

| The average respondent reads 
into 58.7% of all the major edi- 
torial units in the publication he 
/reads, and he reads all of 33.9% 
\of the major editorial units. 

The seven business and pro- 
fessional classifications in which 
the respondents fall are retailers 
/and dealers; manufacturing and 
processing companies; institutions; 


financial, sales and advertising 
companies; professionals; service 
companies, and _ transportation, 


storage and distribution companies. 
The respondents were chosen 
from independent sources and “in 
randomly selected areas and not 
‘from the circulation files of the 
|various papers,” Gruneau reports. 


David B. Williams, formerly ad- 


ministrative head of the New 
York agency. 


w At the time, Mr. Williams as- 
sured suspicious Britons that there 
is “no question” of an American 
advertising man being brought in 
to succeed Mr. Burnside, who had 
been with the agency since 1935 
and managing director since 1946. 

Although born in America, Mr. 
Graebner has been in London for 
the past 16 years, with Time Inc. 
all the time. He began as a Time 
reporter in Chicago in 1931. He 
became Time’s first London cor- 
respondent in 1937 and remained 
here throughout the war. 

For the past eight years Mr. 
Graebner has been in charge of 
Time Inc.’s expanding program in 
Britain and the rest of Europe. He 
has developed an advertising sales 
force to sell pages in the interna- 
tional editions of Time and Life 
and he has built up the circulation 
of both magazines. 

He also helped negotiate the 
contract for publishing the Chur- 
chill memoirs in Life and he su- 
pervised the construction and 
opening of the new Time-Life 
building in New Bond Street here. 


@ Mr. Graebner leaves the Luce 
empire shortly after his announce- 
ment last September that Time 
Inc. had abandoned plans to launch 
a British edition of Time (AA, 
Sept. 5). This had been under con- 
sideration for eight months. 

He is joining one of the biggest 
overseas operations of any Amer- 
ican advertising agency. Erwin, 
Wasey has been established in 
London since 1919. It is now one 
of the largest agencies here. 
Among its clients are: Thomas 
Hedley & Co., Procter & Gamble’s 
British subsidiary; Goodyear Tire 
& Rubber Co.; Hoover Ltd.; Phil- 
ips Ltd.; Quaker Oats; Mullard; 
Regent Oil; Kayser-Bondor; Sy- 
mington’s; Littlewood’s; and Tay- 
lor Walker Brewery. 

Only last week the agency an- 


United Parcel Boosts Lyons 


Robert Lyons, in the San Fran- | 
cisco sales division of United Par- | 
cel Service, has been named serv- | 
ice representative of a new United | 
Parcel air service, providing air! 
shipment for advertising materials 
throughout the U. S. Mr. Lyons’ 
will represent agencies, media, | 
photoengravers and printers in 
northern California. 


GE Tube Unit Boosts Nataly 


Fred J. Nataly, copywriter for 
replacement sales promotion in the 
tube department of General Elec-| 
tric Co., Schenectady, has been) 
promoted to supervisor of replace- 
ment sales promotion of the de-| 


‘partment. Mr. Nataly succeeds A. L. 


Champigny, who has become man- 
ager of advertising and sales pro- 
motion of the tube department. — 


nounced that it had gained three 
new clients—Sunbeam Talbot cars 
(Rootes Group), Vono Ltd., di- 
van bed maker, and Vaux & As- 
sociated Breweries. 


Wallace Switches Agencies 


Wallace Mfg. Co., North Kansas 
City, Mo., manufacturer of decora- 
tive wall board, has appointed 
Phillips-Reick-Fardon Advertising, 
Kansas City, to handle its adver- 
tising. The Kansas City office of 
Rogers & Smith handled the ac- 
count previously. 


Smith Heads WTRF-TV Sales 


H. Needham Smith, formerly an 
account executive of WBNS-TV, 
Columbus, O., has been appointed 
sales manager of WTRF-TV, 
Wheeling, Channel 7. 
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New Haven Station 
Solves a Problem 
by Using Donkeys 


New HAvEN, Nov. 18—Televi- 
sion, bless it, is going to do things 
right. 

Take WNHC-TV here, Connec-. 
ticut’s only v.h.f. outlet at present. 

Vincent Callanan, sales mana- 
ger, has disclosed the arrival of 
two Sicilian donkeys, flown in di- 
rectly from Italy, with accommo- 
dations set up for the beasts at the 
Callanan 27-acre Guilford, Conn., 
home. 

The fine specimens’ were 
shipped to Connecticut by Aldo De | 
Dominicis, general manager of 
WNHC-TV, who took cognizance 


of their worth while touring | 
southern Europe. 
we It seems that Mr. Callanan| 


some time ago expressed his de-| 
sire for safe, sure transportation | 
of commercial film to the trans-| 
mitting equipment up rugged Gay-| 
lord Mountain, outside New Ha-| 
ven, during heavy Connecticut | 
snowstorms. His request was veal~ | 
ized once De Dominicis spotted 
these fine Alpine mountain climb- 
ers who go down in the books as | 
former bit players in Italian mo-| 
tion pictures. Eager to learn the} 
English language, the donkeys, 
seem to show they understand di- 
rections—naturally in true uni- 
versal donkey fashion, Mr. Calla- 
nan reports. 

With the command, “Giddy- 
Up,” both slowly but determinedly 
wag their ears, shake their heads 
and resolutely place front legs 
apart and hind quarters on the 
ground. 

Mr. Callanan says he is deter- 
mined to gain their affection, even 
if he has to take a basic course in 
Italian (certain swear words to 
be included). 


| 
| 


Commerce Chamber 
Approves Code for 
Erie Advertisers 


ERIE, Pa., Nov. 17—A new code 
of advertising ethics for the pro- 
tection of consumers and mer- 
chants alike has been approved by 
directors of the Erie Chamber of 
Commerce. 

Robert Weschler, chairman of 
the city’s better business commit- 
tee, said that the code was written 
in its final form by George 
Mitchell, Mitchell Advertising Co., 
for the guidance of Erie news- 
papers, radio and television sta- 
tions, and these media have all in- 
dicated a willingness to cooperate 
with the chamber in making the 
code effective. 

One section of the code requires 
clearance from the better business | 
division on advertising of “going | 
out of business” removals, and 
other emergency sales reasons so 
that these reasons can be verified. 


ated or misleading 
unlimited comparisons, 
of important information such as 
possible defects 
changing of advertised prices, and 
deceptive comparisons or claims. 

Advertising copy that features 
puzzles or games of skill for val- 
uable cash or merchandise prices 
should also be submitted to the 
chamber under the code. 

A definite trade-in value cannot 
be offered on terms not known or 
appraised in advertising, according 
to the code. 


Names Liggett Advertising 


North American Mogul Products 
Co., Cleveland manufacturer of a 
line of water treating products, 
has appointed Carr Liggett Ad- 
vertising, Cleveland, to direct its 
advertising. Media will be trade 
publications. 


Advertising Age, November 23, 1953 
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NEW BUSINESS SMILE—V. F. Dinsmore, b ger of the Los Angeles Herald 

& Express, has a broad grin for E. M. Braden and L. M. Tuttle, Chrysler Corp. 

regional execs. One reason might be the ‘54 Chrysler announcement ad, scheduled 
for Mr. Dinsmore’s paper, which was shown at @ press preview of the new line. 


Auto Instalment Financers Are Optimistic 
About Economy, See ‘Sales Plateau’ in ‘54 


Cuicaco, Nov. 18—A glow of/|financing in the coming year will 
optimism about the American|aid industry to move the tremen- 
economy in 1954 suffused the pro- | dous volume of goods which its 
ceedings here this week of the expanded production facilities 
American Finance Conference, an|now make possible. 
association of 370 independent “Everyone who needs to buy 
automobile sales credit companies. a new car or other durable goods 

The group closed its 20th annual | will be able to finance it,” he said. 
meeting today and the confidence |“There will be no shortage of 
expressed on all sides by an in-|money and no hesitancy about 
dustry dependent on the fortunes | extending credit to the average 
of another industry, automobile American family which is the best 
manufacturing, which is _ often/|credit risk in the world.” 


British White Paper on TV Sets Up 


Great Difficulties for Advertising 


: Ow . made available to the commercial 
Privately ned Firms operation. London would get the 


Would Produce Programs; first station. “Two other large 

+ \centers of populations”—probably 
Shuns American Type TV |Birmingham and Manchester— 
_The British @7¢ also mentioned in the White 


LONDON, Nov. 17 : 
nt? wie Paper as likely candidates for the 
government's long-awaited White | Prantl Royer: dg 


Paper on commercial television 


| was issued last Friday and its pro- ® Th ‘ 

. : e government will need an 

| posals pr Phere bye pyrene ‘estimated $1,400,000 to launch the 

Pht eg beg 4: a an | commercial television operation. 
Stone . 4 | Every line of this White Paper 

policy ee look cage has apparently been written with 

gs ite ate Patera B ,an eye on the opponents of com- 

“The aavenubane wees atse ‘a wnt 'mercial tv. For example, the White 

: , | Paper says: 
up a public corporation which | “The government has decided as 


ae Mis Mage ah ge: se a basic principle that there should 


; P ‘be no ‘sponsoring’ and that the 
spects. Like the BBC, it would be) .cnonsibility for what goes out 
responsible to the Postmaster Gen- on the air shall rest upon the op- 
eral. Like the BBC, it would OWN | orator of the station, and not on 
transmitting stations and other the advertiser. There is a vast 
fixed assets connected with broad- difference between accepting ad- 
casting. vertisements and sponsoring. The 
press accept advertisements but 
they remain responsible for their 
own news and editorial columns.” 


s Where it differs from the BBC— 
and becomes commercial—is that 
the new corporation would lease 
its facilities to private companies 
that will produce programs and 


s The proposed corporation, which 
would really be responsible to 
sell a specified amount of time} Parliament through the Postmaster 
to advertisers. General, would have a large meas- 

Legislation is needed to create|ure of control over commercial tv. 
the new corporation and, assuming | The White Paper points out that 
early action by Parliament, com-_| it “would of course have the right” 
mercial programs could be on as base 


. “Call for program schedules 


in merchandise, | 


called the bellwether of American 


prosperity, was tempered by sober | 


recognition that a period of in- 
flated prosperity is now coming to 
an end. 

Leaders of the group told report- 
ers at a press conference that it 
was expected that in 1954 instal- 
ment financing, which has in- 
creased steadily in the past few 
years, will level off at its present 
high plateau. 


's The fact that the economy is) 


expected to return to “normal” 
soon was not regarded as meaning 
a slackening in dollar spending, 
but simply to mean the return to 
a competitive market. 

It was pointed out that despite 
the fact that the auto industry has 
finally managed to meet the ab- 
normal postwar demand for cars, 
being one of the last major indus- 
tries to be freed of government 
production _ restrictions, 
consumer demand for automobiles 
will continue high. The main 
reasons for this are that the pop- 
ulation has increased and continues 
to increase at a high rate and that 
spendable consumer income also 
is higher than it has ever been. 

The instalment financers said 
that their industry is expecting to 
play a major role in aiding con- 


James J. Nance, president of 
Packard Motor Car Co., told the 
representatives of finance compa- 
nies that he regarded their indus- 
try as an integral part of the auto- 
mobile industry. 


@® “Your dollars are as much a 
part of the merchandising of auto- 
mobiles as the dealers’ showrooms 
or the factory advertising,” he 
said, and urged the group not to 
try to sit out the current period 
of readjustment but to pitch in 
and encourage the dealers to sell 
and merchandise their cars. 

Mr. Nance said he expected the 
automobile industry to have gone 
through its adjustment period by 
1955. 

“This year the automobile in- 
dustry will make and sell 6,000,000 
cars. I think it will do at least 
5,000,000 next year,” he said. 


| “Right now the great area where 
norma] | enterprise is needed is distribution 


\in all aspects—from designing sales 
|features into our products through 
advertising, promotion, salesman- 
ship and consumer financing,” he 
/continued. “That is the challenge 


|to American business today. Our | 


|opportunity has never been more 
favorable; the stakes have never 
| been higher.” 


sumers to continue buying the Joins Fremaco International 


goods they want. 


= R. Earl O’Keefe, chairman of 
s The code also forbids exagger- | the executive committee of the 
statements, | 


American Finance 


Conference, 
omission | told the conference that instalment 


Henry W. Fredericks, for the past 
seven years head of the foreign 
advertising department of Buchen 
Co., Chicago agency, has been 
named to head operations of Fre- 


‘September was Maxwell 


air by the end of 1954. 


The government reported that and scripts in advance.” 


two channels can be immediately 


| 


(Continued on Page 99) 


Cecil & Presbrey Elects Maloney President 


as James Cecil Becomes Chairman of Board 


New York, Nov. 18—Thomas J. 
Maloney, executive v.p. of Cecil 
& Presbrey since 1949, has been 
named president of the agency. He 
succeeds James M. Cecil, who 
moves up to board chairman. 


(Charles Presbrey, who has been} 


inactive for about ten years, had 
been listed as board chairman.) 
Other changes at the agency in- 


Maxwell House Led 
ROP Advertisers 
for Latest Month 


New York, Nov. 17—Biggest na- 
tional r.o.p. color advertiser in 
House, 
with 118,835 lines, according to a 
monthly news letter published by 
Reilly Electrotype. 

Trailing Maxwell House were 
the following: Duncan Hines 
mixes, 88,424 lines; Coca-Cola, 49,- 
730; Continental Oil, 46,064; Nes- 
cafe, 45,960; Hills Bros. coffee, 43,- 
613; Weidemann’s beer, 42,281; 
Wonder bread, 35,595; Swift’s 
products, 34,630; and Pabst’s Blue 
Ribbon, 33,700. 

The largest classifications in na- 


| maco International Inc., new Chi-| tional r.o.p. color linage were: cof- 


cago import and export firm. 


you must 


, CT 


See the new jaw 


a 


SOMETHING TO SEE—Dallas’ famed Neiman-Marcus is using outdoor posters for the 

first time in its history to mark the completion of a $5,500,000 expansion program. 

Forty-four boards have been put up and reaction to date has sold the department 
store on extending the program through the Christmas season. 


fee and tea, 252,491 lines; beer, 
247,493; baking products, 190,047; 
‘gas and oil, 175,603; liquor, 162,- 
'733; meat, fish, poultry, 90,171; 
‘dairy products, 88,040; laundry 
soap etc., 63,531; soft drinks, 62,- 
880; and housing equipment, 51,- 
247. 


s In September, retail outlets 
ranked as follows in r.o.p. color 
lineage: department stores, 328,- 
034; chain grocers, 131,086; furni- 
ture and household, 102,606; cloth- 


ing, 54,736; independent grocers, 
35,475; electrical appliances, 18,- 
707; hotels and resorts, 13,838; 


jewelers, 12,715; building supplies, 
12,272; and general stores, 11,166. 

R.o.p. color linage for Septem- 
ber was said to be 56% above the 
same month a year ago. 


Samuel Dalsimer 


James M. Cecil 
volved the following: Samuel Dal- 
simer, formerly senior v.p. and sec- 
retary, to be executive v.p.; Ed- 
ward B. Noakes, formerly v.p. and 
chairman of the 
executive commit- 
tee, continues as 
2 chairman of an en- 
larged executive 
committee; David 
C. Thomas, for- 
merly v.p. and 
treasurer, con- 
tinues as treasurer; 
and J. D. Tarcher, 
formerly senior 
Thomas J. Maloney y.p., to be senior 

v.p. and treasurer. 

The executive committee, con- 
sisting of all the above men and 
David Lyon, senior v.p., is being 
enlarged to include James Clark, 
v.p. and art director; Guild Cope- 
land, v.p. and copy director; Archi- 
bald M. Foster, v.p.; Frank Gilday, 
v.p. and director of radio and tv; 
Frank McCord, v.p. and director 
of research and merchandising, and 
Harry Parnas, v.p. and media di- 
rector. 

Mr. Cecil, who became president 
of the agency 15 years ago, con- 
tinues as senior member of the 
management group which has been 
operating the agency for several 
years. 


Sanders to Fulton-Morrissey 


James R. Sanders, formerly cir- 
culation promotion manager of the 
Chicago American, has been ap- 
pointed group creative supervisor 
of Fulton-Morrissey, Chicago agen- 


cy. 
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Senate Committee 


Will Take Comics 
Under Consideration 


(Continued from Page 1) 
crime fare served in comies books, 
and on the air. A staff member 


told ADVERTISING AGE about 7,500 | 


letters have poured in and that 
fully 75% are directed at mass 
media. He said professional social 


Murray of Washington said in a 
radio talk here this week that 
crime programs on tv are a major 
cause of crime among young peo- 
'ple. He said the programs spend 
95% of their time explaining how 
crimes are committed and about. 
1% explaining that crime doesn’t | 
pay. 

Chief Murray said, however, that | 
the decay of home life and the. 
lack of good religious training are 
more fundamental causes of juve- | 
nile delinquency. | 


ual television programs carried in 
Washington during the week only 
69 had as plot motification some 


element of crime, police work, spy 


hunts or even the cowboy profes- 
sion.” 

It said “the family had a choice 
of watching one or more non- 


‘crime programs at every half hour 


during the broadcast day all seven 
days of the week, morning, after- 
noon and evening.” 


Kozee Komfort to Waters 


Advertising Age, November 23, 1953 


Samish is convicted. The California lobbyist whose income tax evasion 
trial unrolled a fascinating story of client-agency relations faces a 
possible 40-year sentence 
Dell walks out of MPA. The giant of comics book publishers quits the 
Magazine Publishers Assn. as Ladies’ Home Journal blasts the books 
in the middle cf a Dell ad drive 
Walter Graebner goes to Erwin, Wasey. Time Inc.’s European head 

will be managing director of the agency’s British operation, filling 

the gap left when George Burnside switched to Biow 
UHF can, too, make money, FCC’s Doerfer thinks. He compares the 


workers who have been polled by | 
the committee appear to be about) 
equally divided on the role the # As if in reply to Chief Murray, 
mass media are playing. ‘the National Assn. of Radio & Tele- 
At the present time the commit- | vision Broadcasters today released 
tee has not contacted any of the a letter from Judge W. C. Regan 
media groups and has not had any of Houston telling how a “Drag- 
request from the industries for an net’ transcription had been used 
opportunity to participate in the|to impress the parents of a group 
investigations. Media people will of disorderly teen-agers with the 
not appear—if at all—until after dangers that result from letting 
the committee completes its out- children run uncontrolled. 
of-town hearings, some time in| NARTB issued a recapitulation 
January. of Washington television program- 
‘ming for the week of Sept. 27 
s Meanwhile, police chief Robert which showed that “of 531 individ- 


Jack Turk & Co., manufacturer 
of Kozee Komfort blankets and in- 
‘fants’ accessories, has appointed 
|'Norman D. Waters & Associates, 
New York, to handle advertising 
‘and sales promotion. Magazines, 
/Sunday supplements, business pa- 
pers and a dealer aid program 
| will be used. 


Kraft Foods Names Green 


Chester R. Green has _ been 
‘named product sales manager for 
branded cheese products of Kraft 
Foods Co., Chicago. Mr. Green suc- 
ceeds the late H. L. Bergren. 
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1,310,000 
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DES MOINES SUNDAY 
REGISTER 


and you can reach any and all age groups . . . Teens to 
Twenties, Young Marrieds, Family People, Community 


34 to 44 — 71% are readers 
| 45 to 54 — 67% are readers 


... as reported by the Advertising Research Foundation 
in its first statewide audience study of 14 Sunday newspapers circu- 


copies) 


readers 
readers 


For complete facts on where these people live, what they earn, and 
what they own, see “A Study of the Des Moines Sunday Register 
Audience in Iowa.” For details on how to get your copy, write 
Advertising Research Foundation, Inc., 11 West 42nd St., New 


York 36, New York. 


THE DES MOINES SUNDAY REGISTER 


...an "A" Schedule Newspaper in 


an "A-I" Market 
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new stations to the busy bee, which, he contends, flies despite aero- 
dynamic laws and makes a little honey besides 
British tv won’t follow U.S. model. The long-awaited government 
White Paper proposes a public corporation like BBC and commercials 
completely separated from programs 
Auto credit men are happy. American Finance Conference members 

see a good year coming, decide that everyone who needs a new car 

will be able to borrow the money ............. sp a kp ahaton! ks da Page 3 
Why the trouble with the tv code, AA wonders in an editorial. The 

broadcast industry says compliance is better (Page 24), but, why 


shouldn’t only the highest standards be maintained by telecast- 


gE PEAS Fy ne te ea eee 
Air conditioning push starts. Fedders runs a talking ad in business 
papers, the Cleveland show is a success, Fresh’ndaire quadruples 


its budget 


ee 


PRAMAS AERA Coe Eubb ae ew Page 12 


tee eeeenouese ees Pages 16, 76, 92 


Costs squeeze Lever ads. The soap maker’s print media director tells 
AMA members that rate increases caused Lever to backtrack in its 


principle of multiple media bombardment 


Shop talk goes psychological. Weiss & Geller sets up employe talk ses- 
sions where experts direct unconscious motivation and copywriters 
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Random House Runs 
‘Fiction’ Label on 
Ads for ‘Spy’ Book 


New York, Nov. 17—Funniest 
“spy” story of the week hereabouts 
was the one Reader’s Digest and 
Random House published as true, 
but which turned out to be pure 
fantasy. 

The story—“The Man Who 
Wouldn’t Talk”—was written by 
Quentin Reynolds from an account 
given him by a Canadian named 


George DuPre. The Digest ran a 
condensation of the “true” story, 
but is expected to take it all back 
in an explanation in the January 
issue. 

Random House, headed by Ben- 
nett Cerf, who offered to buy back 
all copies sold as true accounts, 
is currently advertising the true- 
fiction thing as “The spy story 
that proved too good to be true.” 
The headline on current ads in 
newspapers shows the word “Fact” 
crossed out and the word “Fic- 
tion!” substituted. 
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MATS + PLASTIC PLATES + ELECTROTYPES 


WABASH 2-1204 + 517 SOUTH JEFFERSON ST, CHICAGO 7, KL. 
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- 4 The Herald Tribune Quality Market is made yp entirely of New 7 ie 
A York’s best customers...the families who have higher incomes, 

r exceptional savings and security holdings and who can well afford 

k to buy. They’re the people who want to buy because they have more 

- wants and needs...they buy more often...and buy goods af all 

y 

- ; els! 

: price levels: 

e Right now, the Herald Tribune Quality Market is at a new peak 

" in potential—has a tremendous purchasing power...Five and A 


Half Billion Dollars BIG! 


Your best opportunity to sell the most, lies in reaching these best cus- 


tomers in the Herald Tribune Quality Market. Get all the facts, today! 


It means more efficient advertising, lower costs and increased profits! 


Se 


More than 480,000 Herald Tribune More than 500,000 Herald Tribune 420,000 record players or phonographs 
families have checking accounts. families have regular savings accounts. are owned by Herald Tribune families. 


| NEW YORK 


! Herald Tribune 
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Paul Hoffman’‘s Worries: Buyer's Market, 
Foreign Trade Policy, Limits on Freedoms 


(Continued from Page 2) 
tration he “could take business pa- 
pers or let ‘em alone. But now 
that I’m back on the firing line,” 


he said, “I can’t do without the) 
automotive papers if I want to! 


keep abreast of the times.” 


insisted that two basic issues have 
to be resolved: 


(1) the minimum | 


|level of exports to keep American 


business sound, and (2) once the 
minimum is determined, whether 
we can afford to stand still at that 
level or plan for future expansion. 

“We are now shipping abroad 
$17 billion of American goods and 


‘are being paid for about $14 bil- 
® On foreign trade, Mr. Hoffman | 


lion,’ Mr. Hoffman said. “The 
question is, can we afford to hold 
exports to $14 billion? We will 


The Restaurant Owner Is The BIGGEST Individual 


Buyer Of Food Products and Equipment! 


© 


» 


MANY TIMES GREATER in buying power 


than Mrs. Average Housewife . . . 


5 S$. Wabash Ave. 
Chicago 3, Illinois 


PAUL E. McELROY, formerly director of 
advertising, sales promotion and public re- 
lations of Ethyl Corp., New York, has joined 
Frederick E. Baker & Associates, Seattle 
agency, as an associate. 


have to find out what the effect 
will be on the American economy.” 

Discussing collateral issues, Mr. 
Hoffman said that “we’ve got to 
|stop giving away American goods 
land devise ways and means by 
which foreign traders can ge. 
j|more dollars to buy Amer can 


* The returns are fast and furious. 
ment in The New Yorker, White Inc., of New Haven, Conn., 
got 1,500 replies from all 48 states and 13 foreign countries, 
Write us for other examples of The New Yorker's vitality in 
our new brochure "It's not the Size, it's the Ferocity," 


“It’s not the size, 
it’s the FEROCITY!’’* 


Copyright 1949, T 


NEW YORKER 


No. 25 WEST 43n0 STREET 
NEW YORK CITY 


After one small advertise« 


he New Yorker Magazine, Inc, 


Advertising Age, November 23, 1953 


October Sales of Chain Stores 


-————-October-—_—_—. % Gain ————10 Months——__—. »% Gain 
1953 1952 or Loss 1953 1952 or Loss 
Food Chains es 
‘Grand Union 15,666,908 14,008,589 +11.8 134,393,727 122.790.471 + 9.4 
*Kroger Co. ....... 82,236,183 82,544,467 — 1.0 889.970,556 882,716.431 + 1.0 
National Tea ...... 36,731,267 33,841,324 + 8.5 352,150,491 298,968,886 +17.8 
ME -hakdak<es 118,937,299 117,997,103 + 0.8 1.312.600.143 1,250,249.767 + 5.0 
Group Total $253,571.657 $248,391.483 + 2.1 $2,689,114,917 $2,554,725,555 + 5.3 
Mail Order 
“Sears, Roebuck .... 277,146,788 300,590,104 — 7.8 2,293,115,934 2,189,495,796 + 4.7 
{0 Sree 12,352,805 15,427,507 —19.9 101,403,141 109,323,575 — 7.3 
*Montgomery Ward . 99,860,051 118,141,680 —15.5 788,122,315 $39,049,613 — 6.1 
Group Total . $389,359,644 $434,159,291 —10.3 $3,182.641,390 $3,137,868,984 + 1.4 
| Drug Chains 
a an 4.626.251 4,565,101 + 1.3 44,088,296 43,682,616 + 0.9 
MENGE éax0deece 15.112,563 15,223,688 — 0.7 146,522,230 145,409,731 + 0.8 
Group Total .... $19,738,814 $19,788,789 — 0.3 $190,610,526 $189,092.347 + 0.8 
Variety and Miscellaneous 
tBeck, A.S.Shoe Corp. 4,093,366 4,199,593 — 2.5 37,259,581 37,057,414 + 0.5 
Butler Bros. - 12,581,742 12,725,907 — 1.1 106,486,328 97,940,014 + 8.7 
Consolidated Retail 
rrr 2,661,114 2,893,557 — 8.0 22,216,486 23,628,809 — 6.0 
Edison Bros. ...... 7.306.409 7,168,807 + 1.9 66,.518.033 64,914,647 + 2.5 
Fishman, M. H. .... 1,187,739 1,135,071 + 4.6 10,024,521 9,405,273 + 6.6 
a 28,031,934 26,936,377 + 4.1 217.776.209 202,145,625 + 7.7 
tGrayson- Robinson 
0 Ee ere 8.352.766 9.704.543 —13.9 21,043,240 25,730,679 —18.2 
Howard Stores Corp. 2,852,851 3,061,245 — 6.8 19,953,196 20,647,276 — 3.4 
Kinney, G. R. Co. .. 3,709,000 3,461,000 + 7.2 32,961,000 32,081,000 + 2.7 
Kresge, S. S. 28,658,901 28,319,423 + 1.2 248,165,120 237,768,280 + 4.4 
ae 14,316,370 14,431.475 — 0.8 127,583,858 130,248,496 — 2.0 
Lane Bryant, Inc. .. 5.233,740 5,470,520 — 4.3 50,601,334 46,186,106 + 9.6 
re 8,134,067 8,954,759 — 9.2 77,418,847 79,321,308 — 2.4 
McLellan Stores ... 5,071,297 5.200.248 — 2.5 41,473,535 41,769,638 — 0.7 
Melville Shoe Corp. . 7,182,120 7,312,662 — 1.8 77,528,871 56,156,949 +38.1 
Murphy, G. C. ..... 15,703,674 16,008,428 — 1.9 139,827,653 136,000,608 + 2.8 
National Shirt Shops 1,436,461 1,456,591 — 1.4 14,373,439 13,616,284 + 5.6 
Neisner Bros. ... 5,620,431 5,698,226 — 0.3 49,659,043 46,372,488 + 7.1 
Newberry, J. J. 14,269,804 14,055.228 + 1.5 127,784,733 123,299,147 + 3.6 
Penney, J. C. .... 103,644,054 104.850,187 — 1.1 833,434,323 800,998,177 + 4.0 
Rose's 5-10-25 .... 2,140,381 1,963,431 + 9.0 16,756,495 15,639,003 + 7.1 
tShoe Corp. of 
re 5,465.674 5.220.016 + 4.7 48.442,454 45,517,269 + 64 
§Sterchi Bros. Stores 1,362,342 1,406,131 — 3.1 10.260,203 11,127,404 — 7.8 
Western Auto . 15,213,000 15,975,000 — 4.7 148,770,000 139,068,000 + 7.0 
Woolworth, F. W. .. 61,977,619 60,431,153 + 2.5 532,111,886 528,599,544 + 0.6 
Group Total .... $366,271,847 $368,039,578 — 0.5 $3.078,430,388 $2,965,239,438 + 3.8 
Combined Total ..$1,028,941,962 $1,070,379,141 — 3.9 $9,140,797,221 $8,846,926,324 + 3.3 
‘Four weeks and 35 weeks. ‘Four weeks and 44 weeks. “Nine month period. tFive weeks and 44 weeks. 


tThree month period. §Eight month period. 


products.” We also have to keep 
in mind, he said, that it is the 
policy of the Kremlin to restrict 


pansion of American trade over- 
seas. 


® Deploring the “failure of busi- 
ness men to recognize that free 
enterprise can survive only in a 
free society,” Mr. Hoffman de- 
clared that “freedom to express 
differences of opinion is vital for 
the very existence of freedom 
itself. 

“When men dare speak only 
what the majority wants to hear, 


there can be no freedom for any- 
‘body in the long run. The at- 
| mosphere that prevails today is 
| dangerous, for it is getting so that 
junless a man conforms he _ is 
‘silenced. Without freedom of 


‘thought and of debate, free enter- 


world trade, and to prevent ex-| 


prise itself is doomed.” 

The business press owes it to it- 
self and to business, Mr. Hoffman 
said, and to the tradition of free- 
dom of the press, “to help dissi- 
pate the growing atmosphere of 
fear and caution and conformity 
among business men on contro- 
versial issues. It is contrary to our 
best traditions and to our true in- 
terests economically, politically 
and spiritually.” 


Warwick Names Trukenbrod 


W. K. Trukenbrod has been ap- 
pointed merchandise and _ sales 
manager of the home radio receiv- 
er department of Warwick Mfg. 
Co., Chicago. 


Lavery Appointed S. M. 

Alfred P. Lavery has been 
named sales manager of Automatic 
Screw Machine Products Co., Chi- 
cago. 
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CARRIED MORE 
LOCAL GROCERY 


LINAGE ... 
THAN ANY OTHER 


IOWA DAILY 


1952 WE CARRIED A TOTAL 


+ proof our grocers ore 


this is one of the Richest, most 


TEST MARKETS in the Mid-west .. . A Market 
covered only by the Waterloo Daily and Sunday Courier. 


Let our advertising and merchandising department sh 
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Reynolds-Fitzgerald Sues ‘Oregon Journal’ 
for $208,000 for Terminating Its Contract 


(Continued from Page 1) 
1953, but no complaint was filed 
until Nov. 16, 1953.” 

Mr. Knight concludes, “Arrange- 
ments have been made to post an 
adequate bond so that the agencies 
will no longer be inconvenienced 


saying, “We’ve decided to ignore 
that letter. We’re going to let the 
case rest on its own merits.” 
by the attachments.” 

CBS Radio Promotes Donahue 
John T. Fitzgerald, head of the = 


é : | Jack Donahue, for the past ten 
newspaper representative com- months an account executive in 


pany, when contacted by ADVER- the San Francisco office for CBS. ; 
|temporarily—when he retires on) 


TISING AGE in Chicago, refused to Radio spot sales, has been pro- 
make any comment on the case or moted to manager of the office. He 
succeeds Bert West, recently ad- 


/vanced to general sales manager 
of KNX, Los Angeles, and the Co- 


— 


ration of food set-ups. 


= 


ULTRA MODERN KITCHENS, both 


gas and electric, for easy and efficient prepa- | 


CHARLES F KUONI STUDIO 


61 WEST ERIE CHICAGO 11 


_lumbia Pacific Radio Network. 


Emerick Heads Pontiac PR 
Robert W. Emerick, since 1947 
‘regional public relations manager 
_in Indianapolis for the Pontiac Di- 
‘vision of General Motors Corp., 
has been appointed director of 
|public relations for the division. 
|He has been with GM for more 
‘than 16 years. 


Names Harris & Whitebrook 

| The Sterling, Miami Beach hotel, 
| has switched its account from Ro- 
land-Bodee, New York and Miami, 


© Telephone SU 7-4483-4 


\ 


to Harris & Whitebrook, Miami 
Beach. 
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on Mr. Knight's statement beyond Sjmymons Retires as Crane Ad Head After 


Lae 


~ ae | Senrte Dp —_ 


44 Years in Publishing, Advertising 


Cuicaco, Nov. 19—H. H. Sim- 
mons, Crane Co. manager of ad- 
vertising and sales promotion, will 
complete a 44-year career in ad- 
vertising and publishing—at least 


Dec. 1. 
He will be succeeded by J. D. 


tising manager. 


and plumbing equipment company 
as advertising manager in 1935. 
He was elevated to his present 
post three years later. 


| 
@ Graduated as a civil engineer 
| 


at the University of Illinois in 
1909, he was interviewed on cam- 


‘Sam Dunn, western editor of 
Railway Age, who was to become 


| president and board chairman of 


Simmons-Boardman Publishing 
Co. (Incidentally, Mr. Simmons is 


1) +) f) jj f) retail outlets 
| ) 


---im ONE market 
covered by ONE paper 


The World-Herald gives you 100°, coverage of Omaha, 


a primary market - - - 


PLUS 
EXTRA sales opportunities throughout Nebraska and 


Western Iowa with more than 1,000 urban centers and over 
25,000 retail outlets. 


These strong secondary markets are found in expanding, 
prosperous trade centers throughout the 103-county World- 


Herald market area. 


The World-Herald and ONLY The World-Herald can 
deliver your sales message into 3 out of 5 homes in this big 


market of 14% million people with 2 billion dollars to spend. 


O'Mara & Ormsbee, 
National Representatives 


Publisher's Statement for March 31, 


New York, Chicago, Detroit, Los Angeles, San Francisco 


250,832 Daily 258,372 Sunday 


1953 


Jentz, currently assistant adver-— 


Mr. Simmons joined the heating 


| 
| 


J. D. Jentz H. H. Simmons 


not related to the publishing fam- 
ily.) 

His first job was, he said, “to 
hound suppliers” for enough news 
\items to fill the “new business” 
column. Soon he was touring the 


pus and hired at $15 a week by country, inspecting construction of 


'Chicago’s. Northwestern _ station, 
Detroit’s Union station and other 
railroad landmarks. 

A five by seven camera 
strapped on his back marked him 
as a one-man _ reporter-photog 
team. 


ws In 1912 came a transfer to Rail- 
way Signaling and a period of 
“living in the factories of signal 
equipment manufacturers” to 
|'study the business. A four-year 
stint as editor of the publication 
followed. 

Then, “attracted by the greater 
financial inducements in the ad- 
vertising end,” the editor became 
a space salesman. This led to the 
post of business manager of Rail- 
way Engineering, another Sim- 
mons-Boardman paper. 

“In 1919,” Mr. Simmons re- 
lated, “the lure of agency service 
got me. Instead of going in to sell 
the wonders of the railroad mar- 
ket, I could talk on a broader ba- 
sis as a serviceman.” 


® So he joined another S-B space 
salesman’s one-man band. He re- 
mained there until 1925, when he 
became a principal in what now is 
the Russell T. Gray agency. This 
phase of Mr. Simmons’ career 
lasted until 1935. 

“TI was getting itchy in the agen- 
cy business,’ he said. “You sat 
with 10 or 12 clients at once, each 
of whom thought you were the 
only one in his life. The pressure 
on the back of the neck was get- 
ting heavy.” 

His mind made up, Mr. Sim- 
mons “let it be known to a few 
space reps” and the offers came 
in—including the bid of Crane Co. 

As ad and sales promotion man- 
ager he has directed preparation 
of a wide range of ads, catalogs, 
mailings. Crane uses from 60 to 75 
business papers for its industrial 
products and nearly the same 
number of consumer and trade 
books for its plumbing and fixture 
| lines. 

Industrial campaigns are han- 
dled by The Buchen Co. Leo Bur- 
nett Co. places plumbing and 
heating ads. 


@ By the first of the month Mr. 
Simmons and his wife will be on 
| their way to Southern California. 
There he will conduct what he 
| calls a “research project to de- 
/termine just where we want to 
live.” 

After that, he added, he may re- 
‘turn to a phase of advertising, 
but at an energetic 65, he still has 
plenty of time to decide whether 
he wants to move back behind a 
desk. 


Names Mortimer Lowell Co. 


Tested Products, New York mail 
order house, has named Mortimer 
Lowell Co., New York, to handle 
‘its advertising. 


Leaves Acker, Worley 


B. E. Acker, executive v.p. of 
Acker, Worley & Associates, Mi- 
ami agency, has resigned. Mr. Ack- 
er has announced no future plans. 


\ 
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Featuring 

STEVE 

HOLLAND IRENE 
“FLASH — 

GORDON” “DALE” 


FLASH GORDON bDlasts its way to the TV screen with 39, new 1 
hour films that are custom-made for TV...available for local, re- 
gional, and national spot sponsorship! 


FLASH GORDON as a King Features Syndicate property is seen 
in 279 newspapers... read and known by 50,000,000 people! 


A natural for wide-scale merchandising promotion with self liquidat- 
ing premiums! Produced by Inter-Continental Television Film Corp. 
and Inter-West Films. 


FLASH GORDON rates as one of the best liked children’s 
programs ever tested by the Schwerin Research Corp. 


he 


MOTION PICTURES 


655 Madison Avenue, N. Y. 21, N. Y. 


ready for 
immediate 
TV showing 


JOE 

NASH as 
“DR. 
ZHARKOV” 


For auditions, 
prices, and sales plan— 
write, wire, or phone: 


HERB JAFFE 
655 Madison Ave. 
New York City 
TEmpleton 8-2000 


FRANK O'DRISCOLL 
2211 Woodward Ave. 
Detroit, Michigan 
Woodward 1-2560 


JACK McGUIRE 


830 N. Wabash Ave. 
Chicago, Ill. 
WHitehall 3-1341 


MAURIE GRESHAM 
9100 Sunset Bivd. 
Los Angeles, California 
CRestview 1-6101 


y~ FOR TELEVISION, INC. 


Film Syndication Division 


coi raya dae ‘ aN ely igs: he ae ea AG ES gh a a fers. ee ee cf a, teehee Sai ot: aes FO RE Lee ee ante, Saat TS lets eraMrmate 8 el ay “hed teg Z cvtina see oe Bie NN ee Pee BN ois She a Ce oct ae 2 a Caras. Ae Bens, OTe Rake tO at A, a Sy amon oad 2 Sea 
PRE Roden a a eet er OIE gag nee Sc eauate oe Sight Sn ah aC Gas RP pce Gee a a bo (vais te ae Wee rion ae ee ere war ag Sarees, ee i ae! Se cey aN ee ies paren hes Shae Ne (Ua aeaeist paps a AC eat seas, 55 a a 
A ead gh td gS MS Sat Seid Aaa ER a va CPUs nce mR mage TELARC sisi Wena > oa Eley cs Se RS MGR ES eS) = ocean: grt eres ae ee MEG UY sce Uae 0 yee made Oat Chetan! yh compen tS Side a Beets Top eeeceye Fs 
tae as Sn RE OS ag OR cap ter ye a, Sn saa oe Sp Semi | ae cai cog Ma Ce 
ae é ee ea ee ER. Sp Efe ten ee fo ‘ ays Ra pane oo a ee, ia, Pie mar ep roe mae ae , oy ai fu) Lee oh ences Rear j igs ae Giteaeis 
+h Series ae ee ae es |b! nen, c “ ae EEN cnet heared se ate : he Re ee eg ome aN f ee am ee ee ee ee OE ee : ‘ Se ae ee ata 
aa a Ps ae owe pe. a ee fie a ee ce age ee pe as Sc : eines SAT Be eee St oie eee ey PAG a, ae Oca URS Bh eine ual aerate Sl2 ly oad ule meee Cat ae Blgae ee = cos tet, Sie eh Ee a Sake ee Par dg ng 
ar . 7 ‘ : ‘ : . s : ; ¥ : . 7 
53 : s - é x” m ¥ ‘ te _ & re 
: : a a mS = % S % , 
SS =, : ; > > .B SS ‘ > 
F 4 = % FF ¥ - ‘ : = : Fa 
= ou Se” * ca : > ; . e 
P j os & rs ; " f- # 
; = 3 ss . ' e 
> : ¢ 5 9 ’ 
3 > <3 = ‘ : a . 
‘ : $ : . 2% 
4 
. i» ¥ 
fey . ‘ 
= | 
% / 
= 
“« 
. 
1: 
we a 
" — e * . 
; : \ : 
n- ae ous” : Pea - - NC eons Me ‘ 
7 >, ip ; ; 
to ? ‘ - 1 
NS aes 
. . _ ae 
of Ny : : ufos 
of 4 \ (a ad ‘ ay abi 
n, ~ hy ‘Se —_ a 
& t/ a a ue eae 
ni } / tne ~ ‘ae 
P " / eee 
, on ; | j / ‘ % bap an 
ra y Ae / . aore 
j ) ; Pip Gace 
m f - Ps m7 a wee 
j 3 bY aR mae see 
q » | * - = "Se Sead 
a = Ss : 
QS ES ¥ ba ees y 
. eee + . fo Fa, 
t- ve. a — mi | = ve 
of ~ ly od % : ; Be eae 
» . a es . “= ‘ ea be 
al J e , - = F r. sine % +. ~ - : we 
to P : i, ~— 7 i é ~ % : 
ar ro ee eae yl Seo gee | me 
on tt?" sh ; oo we ee a ee 
~ —. f - ee ; a Sa, Sen a ops y 
. . aie ge 2 At. 3 elegy = : aaa t | 
er ris je ’ et Sate at a By ds, Aas 
ne a —— aN ey ‘ 
: 7 es ak a 5 = ai F ‘ ee big 
‘Paes a Be eg ae a ea een , Fie rit 
rm : — #8 ng RS a rene Eg as I : 
i ave, 2a fh ete Se ee fo 
n- oe ee sol ‘ _ Alea. x = f ae 
me ae * bate rm ' ae * a a : 
e . La se ee, # pve: ; <a ‘i 1 of fe Ae % . ee 
2 Bc. 5 ia A la a IR s ‘ Me ag Se ete ea eta: 
' ae Mee Sa ah “RS i ce a \ sa iis 
>}] é ae aoe ie 2 Le ees er ‘sa Saeeng ee she sola 
: . z : Bs e = oh aS Soa} ree Oe ypee its ae - 1 s tn } ¢ - We i 
a- is Of 5 . oo ia ee oe Oe a Dice : eo 
. 4 ; foe i, i yea ci ee =e 
4 ’ 4 : ASN 4 . ans See a. ; : 
“ = = a - Pirie 5 4 
, «€ <5 dae al “pee Re rd :. Gah , ‘ Pi : 
ie ea alee Ne eas — : +“ iia ’ Saas 
e- x ' Bren  — \e ee. 
he \ ; ‘ | = 
is 188 hse 
is : - f eR 
er > 3 ; 
n- a * cet ve . PA oe 
wn ve —— anes " eta 
at A bees: -° 43 Ee 
ch . ‘ ie 
h . ; ce ae 
e a 5: apes 
re ~~ “mG ae es. 
t- ‘ i 
ee 
~ *. oe es yee 
att : apes 
1 : ae. ba . . aan 
ome ; ee: Rp 
ne ae a 2 elses meee 
' hy 5 ee AE A, Be) ain th nena ee 
O. lage re ee ao oe ee . 
4 , ae ae * a J ‘= ee wip ee y : 
n- “ag , Ps bit Ean 4 me sf . 
” Hiei, . ‘ : 
on Sai 
feg ea" 
o ee 
al \ ig 0 
{ ® ees 
ne | os eee 
de ® et 
re “Sane 
e os a 
4 x 
n- ° ee 
5 ° Ps 
ee 
* Forte 
a mae 
ir. : * eee 
yn Sees 
e oe pe 
a. ny 
, Fes 
he e yee 
e- * es 
to PS 
~ ius 
e- 7 
g | ° | 
as ae ; 
iy N Ma cr 
oe 
2 
oc EEE EEE gussets e 
EL ip 
ail ag ; 
er eee + ae 
le ue a 
} | a 
Litt ay 
GOS patsy 
GEE : 
LEE 
Lge : 
li- GEE, : 
k CH “ 
ad CLL ELL ee La : 
. Z CME OEE: M4 
1s. chili tide: ty Me GE Wee tei ey 
‘ h % r Gy ; ee Sap 
ied ste ys! ae ; j Sete . : ¢ Fem ut ear | . 4 4 : : a in ‘ o , Ms . ; ae ‘ ei ‘ ° gah ge s zee . ’ yl Ban: ~~ i, ie Bn 
ots CN Beer ln MP Ea eRe Se ee ee ae Bie esta tea SiG Dor, eee ae glk on, pnd weed oT Bare pack Se 9 i Seek © 5 pio" BE mf ARR ee Bee Se So ag Be Be eee eh ie eae ; ead : se / ; eR hg 


PR Men Must Keep 


Public Informed on 


Economy, Atomic Age, PR Men Told 


Publicists’ Task Is to 
Clarify Complexities 
Without Creating Fear 


Detroit, Nov. 18—America’s 
public relations men were told by 
leaders in education, business and 
publishing that they are saddled 
with the crucial task of keeping 
the nation advised about the 
slumping economy and importance 
of the atomic age without creating 
fear. 

The advice and warnings were 
heard at the three-day convention 
of the Public Relations Society of 
America here, which attracted 700. 

Serious and complex problems 
which are certain to come with 
the development of atomic energy 
will require public relations people 
of the highest caliber, Charles 
Robbins, executive manager of the 
Atomic Industrial Forum, told the 
convention. 


s “The split atom may have so- 
cial, economic and psychological 
aspects almost as far-reaching as 
the physical energy itself,” Mr. 
Robbins said. “Every new and 
great contribution to a _ people 
brings equally new and disturb- 
ing problems of adjustment, and 
atomic energy probably will be no 
exception.” 

One important answer to the 
problems of the atomic age “is bet- 
ter understanding of what we are 
dealing with,” Mr. Robbins added. 

“That understanding has to be- 
gin right in industry and at the 
top and be diffused through the 
whole body, and from there out to 
the community. It must be a 
planned sort of thing, and it must 
be planned and executed by pub- 
lic relations people.” 

Donald K. David, dean of 
the Harvard School of Business, 
warned the public relations group 
that exaggeration is more to be 
feared than any actual business 
decline and that it is their re- 
sponsibility to prevent the crea- 
tion of the exaggerations. 


# At the same time, Dr. David 
predicted that there will be no 
serious business slump or unem- 
ployment problem in the next 12 
months, 

“There cannot be another 1929 
collapse of business, in my opin- 
ion,” said the educator. 

He told the publicists to prevent 
hysteria in deaiing with any busi- 
ness slump because the slump 
would be “the healthiest thing 
that could happen because it woula 
take us off an artificially high 
peak and back to real competitive 
basis.” 

“Why shouldn’t we be willing 
to face a 10% to 15% drop in ac- 
tivity even if some sa:esmen are 
going to have to go to work?” he 
questioned. 


® The importance of public rela- 
tions in business was emphasized 
by Paul Garrett, v.p. of General 
Motors Corp., in charge of public 
relations, who said: 

“No enlightened management 
these days lays down a policy of 
the business without giving con- 
sideration to its public relations 
aspects. 

“Our growth in stature will be 
accelerated as we learn better how 
to strengthen management poli- 
cies in the public relations sense.” 

William G. Werner, director of 
public relations for Procter & 
Gamble Co., Cincinnati, declared 
that a sound approach to public 
relations “may well constitute the 
decisive ingredient in the solution 
of many of the world’s vexing 
problems. 


s “In diagnosing the causes of the 


|world’s many vexing problems,” 
‘Mr. Werner said, “we in public 
|relations cannot claim, and do not 
_pretend to possess, any superior 
| judgment. 

“But appraising public opinion 
and recommending steps to be 
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|taken in influencing it are our|to the orderly conduct of finan- 

specialties...The field of pub- cial operations at fair rates. 

lic relations, inviting level-headed,, “I believe these things to be 

imaginative, skilled, long-range true, but I’ve been asked by cer- 

thinking, appears limitless.” tain financial analysts, ‘Surely you 
_do not say that publicly?’ 

= Emery N. Cleaves, v.p. of the “Why not, I inquire. Is that an 

Celanese Corp. of America, de- unworthy objective?” 

fended financial public relations | 

by saying that a fundamental|s E. S. Bowerfind, director of 

long-range objective of financial | public relations for Republic Steel 

public relations is to facilitate sup-|Corp., Cleveland, told the public 

port for a company’s growth and relations experts to lower their 

to create an atmosphere favorable|sights from some vague “public” 


Surya 


ee 


PANO ONE RT ae 


and focus them on the employes 
right inside the company. 

“We have a primary target 
right in our back yards,” Mr. 
Bowerfind said. 

“For example, in Republic Steel 
we have 70,000 employes. Success- 
ful public relations activities di- 
rected at these employes may 
influence about a quarter of a 
million people if we include the 
employes’ families. 

“And these are people who have 
a direct interest in the success of 


* 
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the company. 


“People who don’t believe in. 


our way of living are writing and 
talking fluently,” Mr. Bowerfind 
continued, “and they are doing a 
job. 

“We must, therefore, not only 
defend our system, but attack the 
ideas we know are wrong. 

“The proponents of the social- 
istic and communistic way of life 
are sure they are going to win this 
struggle and they don’t hesitate to 
say so. 


Advertising Age, November 23, 1953 


“To counter this, each company,| McGhee Succeeds 


large and small, must establish an) 


effective battle plan and carry it Otywher as Kodak 


out through public relations.” 


Ad and Sales V. P. 

Vitapix Corp. Names Koenig ; Rocameten, Nov. 18—The resig- 
Edward L. Koenig Jr., special) nation of Adolph Stuber, v.p. in 

consultant to Vitapix Corp., New charge of sales and advertising, 


York tv film distributor owned by | - . 
tv stations in more than 50 major | has resulted in eaten for two 
cities, has been promoted to gen- executives of Eastman Kodak Co. 


eral sales manager. Mr. Koenig| Mr. Stuber, who has been with 
will maintain headquarters at 8949; the company for 41 years, also 
Sunset Blvd., Los Angeles. represented Kodak management 


‘in its relations with Recordak 


Corp. and Eastman Kodak stores | 
as well as handling export sales. | 
He will continue as a company di- | 
rector. 

James E. McGhee, general sales 
manager since 1937 and a v.p.| 
since 1945, succeeds Mr. Stuber as | 
v.p. in charge of domestic sales 
and advertising and relations with 
Kodak stores. Mr. McGhee has 
been with the Rochester company 


since 1920. T. F. Pevear James McGhee 
Replacing: 36r. Sens We OS Theodore F. Pevear, who has been 


assistant general sales manager 
since 1947. W. B. Potter continues 
as director of Kodak advertising 
and Clyde N. Moulin as general 
manager of the stores operation. 

The appointments will be ef- 
fective Jan. 1. 


Names Patton Associates 

Vlier Engineering Corp., Los An- 
geles manufacturer of precision 
equipment used by metal manufac- 
turers, has named Patton & Asso- 
ciates, Los Angeles, to handle its 
advertising. Full-color ads in na- 
tional trade magazines are planned. 


DOES YOUR 


CIRCULATION 
TASTE DIFFERENT 


LATELY ? 


All right, maybe you can’t 
taste magazine circulation. 
But you sure see it—in the 
ABC reports. And you sure : 
hear about it—-when space 
buyers say it’s lacking in 
quantity, quality, or percent- 
age of women over 80 with 
dyed red hair. 


We're an organization of cir- 
culation specialists, active in 
promoting newsstand and 
subscription sales for more 
than thirty of America’s 
leading magazines. Our 
newsstand services include 
planning, follow-through 
and daily supervision in the 
areas of distribution and 
promotion. Along subscrip- 
tion lines we create, and 
handle production of, both 
new and renewal direct mail 
—as well as set up arrange- 
ments with subscription 
agencies. 


Maybe we can help you get 
more of the kind of circula- 
tion your advertisers are 
looking for — henna-rinsed 
octogenarians or otherwise. 
Maybe not. One thing is cer- 
tain—-neither of us will find 
out unless we talk about it. 
Call or write ... 


Bert Garmise 
Associates 


e 
magazine circulation 
consultants 
509 MADISON AVENUE 


NEW YORK 22, N. Y. 
PLAZA 5-6611 
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Trading Stamps Are Returning 


The hottest subject for discussion in the grocery and supermarket 
field at present seems to be the trading stamp—that ancient, “out- 
moded” device for getting repeat business and ringing up a bigger 
sale every time the customer comes into the store. 

The voluntary grocery chain served by Holleb & Co. has just in- 
troduced the trading stamp in the Chicago area, but the hotbed of 
trading stamp talk and activity in the supermarket field is Denver 
where a trading stamp “war” was recently going in full blast. None 
eof the participants in the “war” professed to like it, and after a 
few weeks of double and triple stamp offers, competing stamp plan 
operators agreed to call off the special offers. 

The introduction of stamps in Chicago signalizes the sort of thing 
the supermarket operators are afraid of. What the stamp plans can 
lead to has been pretty well epitomized in Denver and its environs, 
but the reports from that city indicate that there is a definite pro- 
motional advantage accruing to the stores which furnish trading 
stamps, and this promotional advantage is sure to look attractive to 
some operators in more cities. And when one starts... it is prac- 
tically impossible for the others to resist the competition. 

Although sober supermarket operators deplore the trading stamp 
trend, and insist that sound merchandising and low margins can 
produce business without gimmicks, there is a curious consumer 
psychology about trading stamps and premiums which apparently 
causes periodic surges of interest in this type of operation—and 
equally periodic loss of interest. 

Most people seem much more intrigued with a low price and a 
trading stamp than a somewhat lower price and no trading stamp. 
And, at the beginning of a trading stamp promotion, the beautifully 
illustrated catalog of handsome, practical, nice-to-have items which 
the customer can get for a mere 3,150 stamps has a potent appeal to 
large numbers of incipient stamp savers. 

The general experience, however, is that interest in the stamp tends 
to wear off as the promotion goes on. A small percentage of the 
especially careful go on saving them; the majority, discovering that 
it takes longer than they anticipated to get a new stove or golf bag, 
tend to lose interest. 


Is the TV Code Functioning? 


We've been reading that the broadcast industry is pleased with 
the operation of the tv code, and that compliance with the code is 
increasingly better. 

We are delighted to hear it, but should like to add our personal 
opinion that compliance will have to get increasingly better for a 
considerable time to come, before it gets to the point where it is good. 

From this indictment we must exempt the networks. In general, 
they have done and are doing an excellent job—as they did in radio 
—of limiting the length of commercials, keeping the too-raucous 
pitch off the air, etc. But their stations—not excepting the stations 
owned by networks—can make too few valid claims to doing as good 
a job. 

By and large, individual tv stations are still permitting over-long 
commercials and the wild bawling of offensive pitchmen to clutter 
up an atmosphere already cluttered with three and four commercials 
following each other in a 20-second station break. And we won- 
der why. 

We can understand that the standards applicable to radio might 
deteriorate somewhat as business becomes harder to get and com- 
petition for that business tougher. But why should tv—with poten- 
tial customers lined up in the hallway waiting to spend their dough— 
why should tv maintain anything but the very highest standards of 
commercial sponsorship? 


dys the beautiful ret eplionist ) 


he: 


“Well, at least the dummy you've got to work on won't talk back to you.” 


A 


as 


What They're Saying 


Dr. DuMont Looks Ahead 


Color television today is at a has become so powerful and omni- 
stage of development comparable Present precisely because so few 


to black and white television in 
1941. We are ready for the estab- 
lishment of standards, but the in- 
dustry is not yet able to make 
large size color tubes economically. 
Also the circuits in present color 
television receivers are quite com- 
plex and may present serious serv- 
icing problems. If the new color 
standards are quickly adopted, it 
is probable that a limited number 
of color television receivers will 
be produced fairly quickly, but 
they will have screen sizes equiva- 
lent to our old 12” black and white 
picture tubes and the receivers 
themselves will probably cost initi- 
ally in the neighborhood of $1,000. 
However, in three or four years’ 
time I believe that technical and 
manufacturing progress will be 
such that a color television re- 
ceiver with a screen size equiva- 
lent to present 21” black and white 
sets will be manufactured and can 
be sold for somewhere in the 
neighborhood of $500. It is still a 
high price for mass usage and pur- 
chase, but there will be a fair 
number of consumers who will 
purchase color receivers at that 
price. I don’t see any immediate 
wide-spread swing to color tele- 
vision, because of these cost fac- 
tors. But eventually over the next 
ten to 20 years color television will 
be integrated with our present 
black and white broadcasting. 


—Allen B. DuMont, president, Allen 
B. DuMont Laboratories, speaking be- 


| 


fore the Industrial Council at Rens- | 


selaer Polytechnic Institute, 


N. Y. 


Commentary on Culture 
In interviewing successful men 


in many fields during my days as 


'a feature writer, I was often forced 


to dress up their quotations. If 
they read them in the paper exact- 
ly as they said them to me, I 


Troy, | 


would have been roundly (or even’) 


squarely) denounced as a traducer 
of character. 


lius or the public... 


The public relations man, in fact, 


public figures are able to compose 
a decent sentence in standard Eng- 
lish, and their great fear is not of 
being “misquoted” but of being 
quoted too accurately. It’s not a 
happy commentary on our culture 
that our most successful people 


Si a NLS STE DEUTNDI TGS e OS 
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| Rough Proofs 


| Gladys the beautiful reception- 
ist thinks the Hat Institute ought 
to do something nice for Nelson 
| Bond, who says advertising sales- 
men shouldn’t go around bare- 
| headed. 


| “Internal Revenue says it will 
| double-check expense accounts for 
' abuses.” 

Some timid account executives 
are wondering how this will af- 
| fect clients who want double mar- 
| tinis. 


| 


e 
| President Eisenhower has made 
it plain that he’s for lower tariffs 
and more international trade, and 
| apparently the manufacturers will 
|have to put this in their briar 
pipes and smoke it. 


“No Pond’s product is the result 
of a fad—each is an achievement 
of many years of scientific re- 
search.” 

You start with something like “I 
Married an Angel,” and eventually 
end up with a new product, Angel 


| Face. 


Now that the Los Angeles police 
are tying into those carnival pitch- 
men who have found themselves 
on television, Jack Webb has a 
good ready-made theme for a new 
episode of “Dragnet.” 


Those canny housewives who 
A. C. Nielsen reports use manu- 
facturers’ coupons to get compe- 
titors’ products would be surprised 
if their favorite grocers told them 
this is a teeny bit like cheating. 


have to hire their flunkies to talk | 
for them. 

—Sidney J. Harris, in his “Strictly | 

Personal” column in the Chicago 

Daily News, | 
Psychology Affects Credit 

Will easy credit spark a boom? 
At times, yes. At other times, no. 

The most important factor here 
is a psychological one. If credit | 
is abundant at low rates and busi- 
ness psychology is optimistic, | 
funds will be borrowed freely and | 
expansion will take place. 

On the other hand, if there is 
some doubt about the outlook, 
bankers will eye requests for cred- | 
it with greater care and business 
men themselves will hesitate to 
take on debt. 

The same factors apply, al- 
though to a somewhat less extent, | 
to the expansion and contraction | 
of consumer debt. 


—Robert P. Vanderpool, financial | 
columnist, Chicago Sun-Times. | 
| 


The Message Is the Thing 
Let’s not make advertising too 
professional. Ads become too simi- 
lar because of this. The message is 
the most important thing—not the 
technique of presenting it ... not 
the way the words are slung... 


or the art treatment. 
—Gordon C. Eldredge, advertising 
manager, Ford division, Ford Motor 
Co., speaking before the San Fran-| 
cisco Advertising Club. | 
| 

Diversity of Opinion 
Not since Enrico Caruso pinched | 
the lady in the Central Park mon-| 


The Phoenix Republic and Ga- 
zette is doing a good job telling 
about its billion-dollar market, but 
some nostalgic admen are won- 
dering what ever happened to 
Arizona Al. 


Fred Heitkamp, who has won 
his spurs as an executive in many 
industries, is now tackling the ad- 
mittedly difficult task of convinc- 
ing customers that wall paper is 
no longer a wall flower. 


“Public Relations News’ says 
Arthur Samish isn’t really a pub- 
lic relations man, but even his 
severest critics admit that he has 
some mighty good connections. 


Bernice Fitz-Gibbons, who says 
cynically that executives choose 
their secretaries on the basis of 
good profiles all the way down, 
softens the blow by pointing out 
that the gals have to be smart 
enough to answer their bosses’ let- 
ters. 


It’s hard to tell whether Ernest 
Hemingway’s novels about the 
toreros or the report of low prices 
in the Iberian peninsula have 
made Spain the third most popular 
tourist country in Europe this year. 


* 
Under Cappel, MacDonald’s new 


key house has there been such a travel sales incentive plan, go- 
diversity of opinion as to who is getters will soon be able to prove 
the biggest monkey—Arthur, Ju- that they can also become high 
fliers. 


—Frank Tripp in the Hartford Times. Copy CUB. 
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large size map showing 
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Luedicke Suggests: ‘Early to Bed, Early 
to Rise, Work Like Hell and Advertise’ 


New York, Nov. 17—A survey 
of 497 industry executives shows 
that 37% plan to boost their ad- 
vertising budgets next year, and 


He suggested a slogan for the 
period ahead in “fighting resist- 


ance to advertising.” It is: “Early | 


‘Finnie Joins Dun Chemical 
George F. Finnie, formerly in 
charge of direct mail promotion 
for Rohm & Haase Co., Philadel- 
phia plastics manufacturer, has 
been appointed director of adver- 
_tising and a member of the man- 
agement committee of Sun Chemi- 


bring smaller budgets. 


The survey was made by the Offers New Premium Service 


Cappel, MacDonald & Co., Day- 
‘ ton sales incentive firm, has 
spoke at a luncheon meeting of the formed a premium service for Leonard Davis, formerly director 
New York chapter of the American business. The new division, which of public relations for Vick Chemi- 
Assn. of Newspaper Representa- will headquarter at 737 N. Michi- cal Co., New York, has been named | 
gan Ave., Chicago, will be headed executive secretary and public re- 
Dr. Luedicke said the end of the by Harold H. Heisler, v.p. Promo- lations director of the American 
excess profits tax on Jan. 1 should tion and development of the pre- Hearing Aid Assn., New York, a 
mium campaigns will be under the group of manufacturers and sup- 
direction of George R. Parnaby pliers in the hearing aid field. 
and James W. Mattern. 


Journal of Commerce, according to 
Dr. H. E. Luedicke, editor, who 


tives last week. 


have a stimulating effect on adver- 
tising next year. He cautioned 
against concentrating ad budgets | 


c -pri erchandise because | 

a ee uuS® WTVN, Columbus, Boosts Two | Clingtite Products Co., Chicago 
Robert C. Wiegand, sales man- | maker of plastic products for corm- 
_ager of WTVN, Columbus, O., has mercial and photographic lettering 
been promoted to assistant general devices, has appointed Gardner- 


of the slight decline in business, | 
adding that the quality appeal is 
still effective in advertising. 


id to bed, early to rise, work like cal Corp., Long Island City, N. Y. 
only 7% indicate that 1954 will hell and advertise.” 


|Mr. Finnie will coordinate the ad- 
vertising of all divisions of the 
company. 


Hearing Group Names Davis 


| 
| om ores ome 
| 


_Appoints Gardner-Morris 


— 
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| TRIM YOUR "HE WITH A WEMBLEY 


Crretiee Ym se samen = te 
Pe hh oars wind ne tom, 
6 An, with te Preto, nates. segue!“ Moe 
pet pe tae > fort Sar, 
aan oe 


8 ORIN EL ls 


‘HE’ TRIMMING—Aimed ct the everlasting Christmas tie market, this color spread 
for Wembley Inc., New Orleans, will run in the Dec. 7 issue of Life. The Saturday 
Evening Post will also carry a full-color Christmas ad for the company, whose agency 


is Grey Advertising Agency, New York. 


Personal income and savings are | manager. Edwin G. Richter Jr., in| Morris Associates, New York pub- | F dd D U R 14 D Ad 
high, he said, and systematic ad-|the station’s sales department, has lic relations consultant, to handle e ers reams p a ea 


vertising will pay off. | been promoted to sales manager. 


its p.r. program. 


BuFFALO, Nov. 17—Come Jan- 


Ed and Annie Laura Schell 


ANNIE LAURA CERAMICS 


bought their first ad — 52 lines — 

in House BEAUTIFUL three years ago. 
They have advertised each year since., 
This November they bought a four 
color page. More evidence that it 

pays new businesses, as well as 
established ones, to be REGULAR 
House BEAvuTIFUL advertisers! 


business 


4a7i7 Citrus ORIVE 
PICO, CALIFORNIA 


September 4, 1953 


Mr. Richard A Hoef 
n . er 

HOUSE BEAUTIFUL Magazine et sher 
72 Madison Avenue 
New York 22, New York 


Dear Mr, Hoefer: 


20 complet 

sure enough we are; Pietely unthinkab ch an ivea. But 
How about ¢ ! 

ability es saree, year ant aiieths 

B e merchandise, And what ox ae SE BEAUTIFUL's 


ility! HOUSE 


grow to such an 


tty 

Ople j 

While we have ad j 
vertised 

Page in November j ea each this four-color 

us here are so 

* yOu are the 

with you for 


Sincerely, 


ANNIE LAURA CERAMICS 


& pf? wWelatt. 


E. F. Schel} 


Sinieieeeenmeaaal 
lathe ae 


uary there will be 4-D advertising. 

Fedders-Quigan Corp., maker of 
room air-conditioners, is  an- 
nouncing to its distributors that 


ments in two business magazines 
for January. 


| This will consist of recordings 
|\that can be torn off a magazine 
page and played on phonograph. 

| Insertions are scheduled for 
| Electrical Merchandising and In- 
|stitutions. The ad in Institutions 
‘will be a four-page insert. The 
talking feature will be impressed 
on the first page. The other three 
pages will be three-dimensional 
illustrations, plus copy. Glasses 
will be mailed to all readers on 
publication so they may view the 
3-D shots. The talking feature 
alone will be in Electrical Mer- 
chandising. 


s “This will be the first time 
that talking advertisements of this 
type have appeared in printed 
media,’ William H. Chase, Fed- 
ders’ ad manager, pointed out. “To 
enable us to use this type of ad- 
vertising,’ he said, “we had to 
get special permission from the 
Post Office Department, which has 
revised its interpretation of regu- 
lations for this occasion.” 

The initial talking ad will carry 
a message to the company’s deal- 
ers, and Fedders expects it will 
cause a great deal of comment. 

“We are looking beyond this 
novelty reaction,’ Mr. Chase said, 
“to the feasibility of expanding the 
technique eventually to consumer 
magazines and _ possibly news- 
papers.” 

The idea for this four-dimen- 
tional advertising experiment in 
business papers was developed by 
Fedders in conjunction with the 
Buffalo office of Batten, Barton, 
Durstine & Osborn. 


‘Herald Tribune’ Names Two 


Sylvan M. Barnet Jr., for four 
and a half years New York mana- 
ger of the European edition of the 
New York Herald Tribune, pub- 
lished in Paris, has been promoted 
to assistant to Ogden R. Reid, pres- 
ident of the European edition. Wil- 
bert B. Ely, assistant to the ad- 
vertising director of the edition, 
succeeds Mr. Barnet as New York 
manager. 


‘Record’ Changes Name 


Implement Record, since 1904 
published by King Publications, 
| San Francisco, with its January 
|issue will become known as West- 
ern Farm Equipment. The periodi- 
|cal, covering the 11 western states, 
is devoted to the special needs of 
‘the western farm equipment deal- 


er. 


| 


Joins William Spitz & Co. 


Peter Williams, formerly associ- 
ated with the Syracuse Herald- 
Journal, has been named produc- 
tion manager of William Spitz &. 
Co., Syracuse. 
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‘Good Housekeeping’ Does Motivation Study 4 Name J. Cunningham Cox 


New York, Nov. 18—A motiva- 
tion study covering the readership 
of Good Housekeeping, Ladies’ 
Home Journal, McCall’s and Wo- 
man’s Home Companion, Better 
Homes & Gardens, American Home 
and Life and The Saturday Even- 
ing Post is being made for Good 
Housekeeping by Social Research 
Inc., Chicago. 

The study, expected to be ready 
Dec. 15, will cover the attitudes, 
motivations and behavior of house- 
wives in relation to their reading 
and use of magazines. 

John Buckley, publisher of Good 
Housekeeping, said many of the 
techniques in the study are new to, 
magazine research. One, known as | 


“Q-Sort,” is a system of card iden- 
tification that is said to help chart 
motivation behavior and attitudes. 

“To our knowledge,” said Dr. 
Burleigh Gardner, head of Social 
Research, “this is the first time this 
technique, developed and used on 
many studies in clinical and social 
psychology, has been applied to a 
market research problem. 

“In this study, the Q-Sort tech- 
nique has been used to have house- 
wives rank statements about a 
magazine along a continuum from 
‘most true’ to ‘least true.’ In this 
manner, one ends up with some 
statements which are most char- 
acteristic of a magazine, and ones 
which are least characteristic.” 


Four Philadelphia companies 
have appointed J. Cunningham 
Cox Inc., Philadelphia, to handle 
their advertising. They are Mon- 
arch Mfg. Co., maker of nozzles 
and farm equipment (previously 
handled by Parkside Advertis- 
ing Co., Philadelphia); Felton- 
Sibley & Co., maker of paint and 
varnish (Lamb & Keen, Philadel- 
phia); Wm. Montgomery Co., 
wholesale grocer and food pro- 
ducer (Aitkin-Kynett, Philadel- 
phia), and William M. McClain 
Inc., seafood specialties. 


Podester Opens PR Office 

Esther Podester, formerly di- 
rector of sales and publicity for 
John Wanamaker, New York, has 
opened a public relations office 
at 1 E. 42nd St., New York. 


Not that we’re high hat, ..: 


... you can't become a subscriber to The Rotarian unless 
you're invited. And you have to measure up to some stiff 
requirements. For instance . . . you have to be a company 
official, an owner or partner, or an upper bracket 
executive. Advertisers in The Rotarian reach a hand- 
picked audience* of men 

who have what it takes to The 

buy what they sell. 


35 € WACKER DOR., CHICAGO 


301,885 ABC net paid, June 30, 1953 


e Rotarian 
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“See? ‘Scotchlite’ Reflective Sheeting gives 
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MINNESOTA MINING & MFG. CO., Dept. AA-113, St. Paul 6, Minn. 
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“Here’s the ideal emblem material! New smooth surface 
is fully reflective...color-fast...won’t crack. Lasts for 
years in any climate. Easy to apply, it sticks 


at a touch, requires no special activator.” 


ee eee ee 


Sample emblem of "'Scotchlite’”’ Sheeting. 
Send today. No obligation, of course. 


ee ee eee 


Made in U.S.A. by Minnesota Mining & Mfg. Co., St. Paul 6, Minn.—also makers of 
“Scotch” Brand Pressure-Sensitive Tapes, ‘“Scotch’’ Sound Recording Tape, ‘‘Underseal”’ 


Rubberized Coating, tan cone Non-slip Surfacing, "3M" Abrasives, "3M" Ad- 
hesives. General Export; 122 E, 


42nd St., New York 17, N.Y. In Canada: London, Ont., Can, 


ter 
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ASTOUNDING INVENTION 
REVOLUTIONIZES SHAVING 


Ende biade handling forever! 


MEM 


Changes biades in 
one second 


A ee nine tment + ee to Hen Hin wee lt ard eget int wane 


INTRODUCTION—This page appeared in 

Cleveland's three daily newspapers as 

Warner-Hudnut’s Reelshav division intro- 

duced its new razor. The blade is a 40” 
steel ribbon. 


$200,000 Drive Set 
for Minshall Organs 


BRATTLEBORO, V1., Nov. 18—Min- 
shall Organ Inc. plans to spend 
about $200,000 in the next 12 
months promoting its new line of 
electronic home organs. 

Burton Minshall, president, said 
his company will use insertions in 
Farm Journal, Life, Pat .finder and 
Successful Farming, among other | 
magazines. Cooperative newspaper | 
advertising and business publica- | 
tions will also be used. 

A new type of giveaway—a rec- | 
ord album titled “How to Play the | 
Minshall Organ in 30 Minutes”— 
will be available from dealers. The 
album, which will have two rec- | 
ords with music and narration by 
Skitch Henderson, will be offered 
through advertising. 

Rand & Funt, New York, is the 
agency. 


German Tourist Ads Double 


The German Tourist Informa- 
tion Office, New York, will dou- 
ble its 1954 promotion budget. 
The campaign will begin with 
two-third page b&w insertions in 
the January issues of Holiday, The 
New Yorker, Newsweek and Time, 
and in the travel sections of met- 
ropolitan newspapers. Ads_ in 
newspapers will feature photo- 
graphs with captions in editorial 
style and carrying the headline, 
“Travel Picture of the Week.” 
Stephen Goerl Associates, New 
York, is the agency. 


NATION & LARGEST TRADE TeRRITORY 


IMPORTS AND EXPORTS 
THROUGH PORT OF 
EL PASO 
UP 857% 


1952 Toto! .. 
1940 Totol 
GAIN 
El Paso is the Lorgest 
City on the Border 


The Zi Paso Times 
An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howord Newspaper 
Evening 


TWO Separate Newspapers 
—30¢ Line BUYS BOTH! 


Royal Jet Names Agency 


Royal Jet Inc., Alhambra, Cal., 
manufacturer of heating equip- 
ment for residential and commer- 
cial use, has named _ Boylhart- 
O’Connor, Los Angeles, to handle 
its advertising. The agency has 
resigned the account of Hammel 
Radiator Engineering Co., Los An- 
geles. 


B&B Gets NP-27 


Norwich Pharmacal Co., Nor- 
wich, N. Y., has named Benton & 


Bowles to handle advertising of | 


its NP-27 athlete’s foot remedy. 
The account was formerly handled 
by Kiesewetter Associates. B&B 


said the addition of this product 
/gives the agency “all consumer 
| advertising for Norwich.” 


Libbey Glass Sets Trade Ads 


The Libbey glass division of 
Owens-Illinois Glass Co., Toledo, 
has begun a special trade press 
institutional campaign promoting 
glass as the “traditional and most 
acceptable medium for serving 
beverages.” Spreads in Hotel Man- 
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agement, Restaurant Equipment 
Dealer and Restaurant Manage- 
ment will supplement the regular 
schedule of trade advertising. Ap- 
pearing quarterly, the ads begin 
with November issues of the mag- 
azines. J. Walter Thompson Co., 
New York, is the agency. 


ABP Clinic Heads Named 


Arnold D. Friedman, president 
of Chain Store Age and former 
board chairman of Associated 
Business Publications, and C. J. 
Wageman, publisher of American 


Builder, will head the annual 
eastern and western clinics of 
ABP next year. Mr. Friedman 
will be chairman of the meeting 
Feb. 24 in New York, and Mr. 
Wageman will preside at the Feb. 
2 meeting in Chicago. 


Joins Davidson Publishing 


Gene Kuefner, formerly head of 
a publishers’ management consult- 
ant service, has been appointed 
general manager of Davidson Pub- 
lishing Co., Duluth and New York 
publisher of business periodicals. 
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Time Inc. Decision 
on a New Magazine 
Coming Next Month 


New York, Nov. 17—Some time 
around Dec. 10, the date Time Inc. 
Editor-in-Chief Henry R. Luce is 
scheduled to return from Italy, the 
magazine publishing company is 
supposed to make a decision on 
whether it will launch a new 
men’s-sport-leisure book next year. 


It isn’t any secret on Madison 
Ave. that Time has been playing 
with a new book. 
trade sources say, the book has at 
various times borne the inelegant 
working titles of Muscles, Armpit, 
and Charleyhorse. And some 
sources think it may be called 
Leisure. 


® Assigned to the project are Sid- 
ney James, for editorial; William 
Holman, for advertising; Richard 
Neale, for promotion, and he is 


Inside Time, 


functioning as acting publisher; 
and Bernhard Auer, for circulation. 

Some prospective staffers, both 
editorial and advertising, have 
been interviewed, and the word 
has even gotten around to the point 
where some prospective advertis- 
ers have sought to buy space. 


In the event that Time top man-| 
agement okays the project next 


month, it is reported that Harry H. 
S. Phillips Jr., now Time adver- 
tising director, may be assigned to 
the new magazine as publisher. 


Farnham Joins WBZ-TV 


Richard E. Farnham, formerly 
public relations director of the 
television-radio division of West- 
inghouse Electric Corp., has been 
named advertising and sales pro- 
motion manager of WBZ-TV, Bos- 
ton. 


Edwards Heads Gruen Watch 


Morris Edwards, since 1948 pres- | 


ident of Cincinnati Transit Co., 
has been elected president of Gru- 
en Watch Co., Cincinnati. 


to # serve both readers and advertisers 


Scientific testing of products is basic in industry. 
Publications, too, are “products,"’ and Chilton has 
spent thousands of dollars during the past five years 
on the scientific testing of its magazines. 


This unbiased readership research is done for Chilton 
by organizations of the caliber of National Analysts, 
Inc.; Roy Eastman; and the Advertising Research 
Foundation. All three have certain Chilton publica- 
tions under scientific scrutiny right now. 


What this scientific ‘testing of the product" reveals 
is of invaluable aid in the maintenance of editorial 
excellence, which is the first concern of every Chilton 
editor. We know what our readers want. And our 
readers know they can find what they want in Chilton 
publications: facts, figures, and news that are both 
timely and authentic. 


This editorial excellence, combined with the quality 
control of circulation on which Chilton insists, makes 
Chilton publications the ideal atmosphere for ad- 
vertising products and services needed in the fields 
Chilton serves. 
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Chestnut and 56th Streets 
Philadelphia 39, Pa. 7 


THE IRON AGE * 
HARDWARE WORLD 


THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY * 
AUTOMOTIVE INDUSTRIES @ 


HARDWARE AGE * 


MOTOR AGE 
. DEPARTMENT STORE ECONOMIST 


THE SPECTATOR @ 


CHILTON | 
COMPANY 


(ineco RPORATED) 


100 E. 42nd Street 
New York 17, N. Y. 


6 COMMERCIAL CAR JOURNAL 


* BOOT & SHOE RECORDER 


THE JEWELERS’ CIRCULAR-KEYSTONE 


DISTRIBUTION AGE 


19 


R. C. (RED) CONNELL, general sales man- 
| ager of the Norge division of Borg-Warner 
| Corp., Chicago, has been promoted to di- 
| rector of sales. Mr. Connell succeeds H. L. 
(Red) Clary, who resigned Nov. 1. 


Watkins Joins Zimmer, Keller 


Joe S. Watkins, formerly associ- 
'ated with Minnesota Mining & 
|Mfg. Co., has been appointed an 
| agricultural specialist of Zimmer, 
Keller & Calvert, Detroit agency. 


A TECHNIQUE FOR 
PRODUCING IDEAS 


Where do the moneymaking ideas 
come from—those ideas which 
make successful novels, radio pro- 
grams, moving pictures, sales 
campaigns and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to an- 
swer this question for his students 
at the University of Chicago. The 
result is a little book which you 
can read in an hour but will re- 
member the rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously fol- 
_ low in producing ideas. He shows 
you how to train your mind so 
that idea production is, as he says, 
“as definite as the process by 
'which motor cars are produced.” 

Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, ad- 
_vertising men, salesmen and busi- 
ness executives who have read 
it. Send for your copy of A 
TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1.25 postpaid. 


ADVERTISING AGE 

200 E. Ilinois St., Chicago 11, Il. 
Gentlemen: 

Please send me on 10-day money- 
back guarantee...... copies of “A 
Technique for Producing Ideas.” 
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* Daniel Starch and Staff have completed the first 
of a series of studies which many advertising people 
regard as the most significant of its kind ever made. 
Covered in the Starch Consumer Magazine Report 
(July, 1953), the study is based on an area probability | 


oF 


Se ee 4 
2 Ene Sie tebe San Voie e, 
ey eee ape es ee a Pe + Ty Ane ile een 
bale cesar atg Sey ea Pee PS ote a | ae armanetge Se BE Len Go 
ngs PAG OMY sarc: ach oak PO Ash ae 3 aera arn Raat raga Chote Ra tata es 
a tk oe 3. ee ae p é eres i cP on lw 
See Nake tea eet gas oe ae eee ie eee sok rateeee ee Ma en i ores ate eee gee ae eT ge 
te ge SA ee eee EL oe ae Hes Ft as as Sr pes. eee > ee reg eens ogi era" PMCS Bites» ace eee iaey 
a: eae po arg ei ate Come eee es ee ee ; ; ign ee ae: hes i Sy as ae aes op Pe pm ee > eee. pone oh 4 Bhat ee Le 
oF ae Pane tee i oie = age pad oe ocr Pn a piest ye ar aah Be haitrmteie ay a a So a3 ie a 4 hal Snare pa £4 "Tc i hf Haye CaM ng > “a AAPd 
ra ata a at ae ee a a Hae aie a eo alae Si ian a Re PN gC 
ed te Ee pay eee eee Re ee a es eee SEE Ee path > od eae hed ey et Sar 7 aes rhs meek, ee eras ee Gn Fi See Ss i Bie area ee omen tae et. — 2 
pit ask po ae Fis i ll a nt ee ce ee eet ne Es a alia! 2 weg alge Cc Rieter 3g F cle pa ae tahoe. wat te te iar 31 Bo 6 ee eae 
As Py Sig tne ane aia ee Bie ade ne eee ae Eke veh renee ieee el age eal Re tg OES wel, sa oe Pa Shee ys oa ay ieee aes Pe irene <2 ahs BN eS sets Beth ie pee a et Pig Me FR aie ot ae Mare be | 
papier ae oe Tied eas cat ge Bo : ae Lee ig ie dilebeca tions is PES beet oi ates ae aes, a tee. a iceye od is eRe Lang a ee aiy Eee tae ae aa peed, ae ae Rae neh e Wes Streak! oe Sis A EE aOR ie AS le as Mee Psat ot 
ces a ie Saphee 8 PCN 14 Oar Ce. a hs Fg ee Se a ie ee Ble i aa ieee bape OE Ge ho Sirens Cok er) i ie eis ane ee ok ee ae etek cm rei. ee ace ee <i PN ea 
Are ane" fie - : te Eee J ae One Era P te SMe a yt meron ener A ye ue ie Sirs een et gt ene. hs appre Ce ap Peters ee ? Pure ie cae Pe eet See ek eS eae ee ee get A eee Rh Ma A, tae re - 
Tet ea na ae A eae ae : Ee et mee a ir ta eee ee pee hs wi 2 aera s a Pd see Pt ct m oe te aie Bone Nes es om pong tee a es eee es apt ee Vash! Drv Pea tet eon ot fade PL Epes Ge LS: gare ein? 
; ata eer ay oreen as ea ea ei te + nS kas 2 Mor AS «: Sd ee Sia ela fe aaa SAD Sale Aa pees ae ee ee 3 ee + oe aes Sg EUs oa eas Pay icy Ges Sie ae pas so sd WO DG Wick Raina 
. 7 Fe ap ae LY ee Ne ee Dara Wa ee ata a os Sofie AS tos 3 idee Pe ee ea 3 zs ae x eg flea AL Oa b igecys 3 pin ii 
: i aad oobi! Chey Me oe aa pee Ea aa ly pene Sab. 55 tN i teeta aan = gs so eae aeons eee ss PE aioe ee ne ee 
‘ an eee ee on eee eee Mie co eee 
- ‘el i ye ns 5 alae Peary ree he ae ear: Sy eters es ae eso: cli fea areas ee, BN iis. ogee ee i yea oS ae Lf : ve 
: be Bee eae MEO METE ig 8s ea Raita: shea ee 20S Beate ea} neo ss hn SR ease cae ale 
‘ins - carer SF eee bey ine Bea hp SS 11 ie ain Smee ga megs et CN ee ae a Agee ee Re Rr 
: Pha = ee Veen Dia ceded, eee agi aii oS Oi lane 
oS < ? Bs. ER PE A lee Ape 2 I 5 sare eee Ls . ee Berns gest 
: * hae 4) a = AONE sea, ey aes 
“> > Mae sree ee, 
: ee ie . me 
ieee oe oe ere 
; a _ 7 
= penny ne 
4 eo Secreia. 
etic CaaS ; 
areas... 5, ane aR es na iaicn SEEN ’ 
ete. | baas 
. ee tx us 
f o pats Heels ao 
» is Ceara 
; Siu oe “7 SS = . 
Bie va Sede’ fea) Pa ae vidi eteh ee” 
5 Ce gaa Dae BE Riese ea ges 
Fp ae rg Toe Mie eee ee ‘3 oe ed 4 
. . ee Oa] Ree ae ee ee t 
; ae ae Debi ate 
’ : ae oe 
¢ oe ; q 
4 
te : oh SA: 
: L 
’ \ ghee re” Ts 
eoygete 
. 7 yo 
are ey 
nt 
at 
ei 
: é $ on > - 3 
7 - c 
: > 
5: : \ 
. i J me 
Ss eee 
ies ar bie ee 7 — Pee 
pee’ SA Seria ae fs won pis es oles : 
eng rn ee eRe, ca Tee ae sissy a 
ee ‘ Wigs esate, Gay Go eae ies von od sie gimere ot Nn : ‘ 
Specs ah Ce oteae  eke es ara Se i Pees an ea ec WE eee ; : e 
eee Bede Mare EP DES gene aie ja 3 Pesan ee nL one ad aia SRA ie ee, ee ogee 2 
PatcA Ry DME oa PUB ie Sa chelates LPN eee eae teen Pies: Bhs nate a Sg ROR a ee sb ws ite oan Ne hs eo rst ti 
Sie cia” ee a ait eceemenes ese yer eT te pee ee LM ac ; Be ei oe te a Poa ey a ia eae Rea ce DA. Conta (eel ee ee ; 
Peek og avg aie Meee Sata ane a 2 i pite ee Noten. aa ae ce hrs BOS RENE ig ine ea a as BBE peat cae te ges Saheb tn eee VES [oer pee ere, 2 ad a Dns hae as 
ee angen Coe ie ee ae es a ee ae ts ——— 2 oem ES oo Us ee eee 
Bi tees ee ee rey Face Tied ads ORE ire tah ee Tae aie iia A SEER eA SE — aot Peer hoes Pi ioays pene et yin re =e Ee ie hee £ 
ee peek, Me rs mah tener ee ee jue aN nO Teal SASS coe Bic a Ware Shah oe ee ae a eather, cee BS 58a) el “a pi winery leans pase : 
aa > mae Bar wie =e: a Rae ea: eg ea lg ge lh ge re Ne Ste 2 g's oS a +. een panes Ue er a ee yee Te ce igh gs ho ae aad bo wo Sg ari eS Eg ala ont eee — er a 
Pen are i vi geared rae Ce he Sia cone eat ec sn i cc Ea oe 8 Sa aR a lee Peet eck sence CR i! Br ci ag a ; ee - 2 ae es as foe a te - pT ih le agi). : 
Sessile a ae CS a ae = os ae 2 oY iain CY NMP mene eh ele ema he pe Nicaea te mat 5 ata oa ee Bi ett ah a aia Det adhe aoetne ee a teen wh ig A TS Ry Bes cau 
ares iia. : na ee eee pt ie 5 es a, pe OM Ce et Arran sane: eR hoe Rupee hiss i St eas : SET MN NE NONE EE Eo at An Ce Seana ee Peres, soaks ped) : 
te 4 al see Sua rs as aes aR a al acim, Sc ao ed ie oer 7 Pe alls Se MSs : rin Zaire SAE ay pret), 5 ah id eA iste ae a x aa oie ae Me Sr sare amma - </rscaycauae nLL  < ro teiote Hee 5 mee” 
pee oy cress pe ees en as oe ee eae tn 2 RE Pia. igo es po et eae ane wee. oe ect Bee casera a: Ca Me Saat Es ak shu = ete Haas fa. hc Ope sy aa 
Be! ew yee ie a es was a ea Rata iw ema a aie sh ni aie oe! * Rete Se 3 bo es eo i 0 ie Be va 2 a oe Pia ep hu bn ae ae meee i ee oe 
os nae eee cee eee 5 6) gem his bee a olga cee eee F a : ; frees Poser ae : meee ee ee See _ Beer 
fal Sires EMME a he 54 Bee” <n Berger eR Fh eres 3 ele Me \ a | eae a imate es ae eee ice a. re ae i i Stage Coa cea Sel a sae eS ae Pee ee, ; ome 
Ce Ve, fem BS ee Snes eS ee nae ote + os er i), ne eee ery ig ree Ree te Nee eas ey pete fa oe eee ie ees PAE shal : ‘e 
seg), a Phot. + See Log hae eat - Beas eae Sree ee ge Po ara al Nad aha Ae feo, ce Voge . ai ~ N= ee ‘Sco ae cha es 2 Pee ie Pre Ee NE Da Re gid sa ic i Wi inl ag Aas BFS oa abot. @ A ia ae gee A Sn My aad Tae ee ee. geen 
re 5 a aes Nah SRA Te cage 4 ERY) ae ee ‘ sg oa agit. 98s: ba Rie aa aa i paces Sk st a ny er : eae ig aaa ete ® Sasi aa 3" it ee Sf Searched ey eee Pe EER ' ches 
ait! ae Ba Ra Migr SR i tamey ey Senet re ne Fe ig he eet RED ty CEs oh a ee 8 fs cee Dobe A Getaas pa a! Vey ents ele ; : Ge et ee See aE ine eal 
Cem neat athe oN Ue Sie tee eel ee Se eee er a: Deere ie Sees RE as Se cares 2 ae ea Pye ge 6 ome ss eae : ii eg a et poe 2 Lie mae ‘ ae Bek: One 
PO Pairs eabeeriny, Vio Reet ee ee eee oe ee ine ae ac ogee R eS cc cee ua eeaeaa aN ; ape meetin eer aie tpt es So = leat bey iy oad aaah Meee ten? Aven 5: A SOGR Le, Mea eee Sih A a a a ec ae : : ce 
iat pon eee eee BAe cel x Fo isp = ey eee aren s wi et hss Pts oc a gel anme eu amet Sgomehgaheii > ee Be ss eee ees oo Le 
Eiee rn yeaa rpc eee EMeeaaiset feet ok Be t= nay 2 Sere Pe vk ae yell et eae BN ee oe ten i ea a ace enmmieans ee 7 Pe tes sneaky SE Rte! Taos ical = Pit ae Se ae Rrra | “Fe : 
pm “greet twee Ps Gee ig Se eeatiearen roe: VE pam oe =f wie Sse ete) ee ye amber Me PGI OMS Oc Ss cy a Pe car neers ek Ape eee te aie ST ee ne ie SN So ee ee 2 Se, Perea. rp . os 
LT es EE Es Rr so ae 5 oti ei eee ye ogi Se ett eae iii tae ges 9 bis is St ba ah a Pa cg pak iro lea are To ae ec ; e c Alaiye Pee ot yg ke ea: ye sey Be eee ee geet eiaes eine “ sh ch 
ieee core, Senay: 23% Peeps a eter Gwe ERE ar cE a AG ‘atr Dearie abe ica Lys aa a ae 2 eek a Son cae ¢ pgs Wie ay tala ago eet a ie aes “2 Say a ae i Pe ene one te eee See a ce eae cs i oe me Si ? & 4 age 
AO Te A Pk? ka me te 5 oe (A Mec ms temp Pec Bees ite cer wth ee Tafa Beer ay 5 oat oe NE TR a i aen tiie ee ere en ae e eer Bisa Sek aman aie sc RS aneenee t SA SA ra as al) Cree See es Bars ee ae Oe § i of) 
Maes , fo ale eal oa ae nia ote ee Peas ot Ree aie i Paes see 5 BR Ae Sb da ei pee oer a Leama . pay Nee Ot aac Rs tee he SN Rupee A SCR. ae Se oa hea eee So ee ESeee y eres 
para eoteee sil i ii ale eee) te Aeros PRR eS ety SS Se th ai ig aes eee egy es Ot ae eee prec ume ie Re og ane 2 atewane. ae een a 1 3 
we i aie ay nape : | alla ae 8 See Pret as 5 eee Ps i Sala i » prs. OO eee, BN ee ee Yiearaeee sean: apical em Sia rer | i a a aa es Cc eee 
Pap oy ame: ae RRR ie Ri ang ee Bs Pe ia ae Pa oa ce ee acea) ce to Sa eetle Ree sis es gh can Sy Sargeant reed ie Se eee hig Ace eae Sain 
ae aiieies ee ang ee “ ee ch aaa Ni: ay nn eae Pie ete oa Sa i ERS ony ge Eee 1 eee Sh yes ey ih ae sass “hae ee Be a os pee ny ae * bites 
a Sue Aa Ba ae ere ee o am >: te paints daaliaiiia Pe lia, ide Cas ont Sapa Cs Site ee Bye a i Peis em Ti De aN nS feels. Pea ae: ae ee wear 
~~~ —' Sm ns, ae on er ae ee ae ee eee ere pd oS. HEE 4, TY dae ee - Bas A =, has ae, ee i cae aeas i a : SLR, t ‘oa el Mats 2 Neen 5 i = See. casi os allege oe Ba PBR 
rer ee pe eee: Tee ae ae, ) 7 See ae. ei a a a is ‘ Se Ea pense? se So ag Ege ee <u See 
: i gees AEH NA pom S hoe caries eater Fe ae he BE ce ooh SCN be ae oN Spe Sore ra Ore: = | Te ne Races ore - gaan ace ic eer ne Lis of Ee ba ame GGL ted eras on =u ; PS, 
et oe Pe, ES eee SORER DIONE eee Bis. sae Ya ae beer it cone tery sags Mt es << he ir: eee a a ae me aa se : oe Gia ; tie 7 ares Ue jis sees aa rege (cr Foe: sy 
Crea ee ae git gee ears fi : a ane iat aa cere ate ee Sapam a) I Pa Rak wee eae meee 5 : We ak fare er catia nes ie RS a . - i Mas (hata st ae ea Bee A ca Seo hh ae oe Be hs : ase 
ae isa LO ee em Se One ES eae... ene ee fies cae 72 
Soir : > See Pea Te POR nes sae hee ss Sere Le eh et = Mipet a a age eae DE oe Se 3 piesa ek ee ee gt ee Bee viene ‘ eee. 
Bon) ie 3 : pen ee ‘ Bee ee eee Wr i eee te oa Ba ee mere aie . 1 See Fat pie ca ae 
x abiag +e " Uy eee ane ne $ Fos ae Ce, ape A 2 is wet es a 5 5 ES A hy PS Sg ps et hee ae 3 PN ee S ce 
Pes. sees f Epler , a i Meera eee Ne he ak ska eh oe ea Sea Spence: Pee Bic oo Rages Boe price 
ei “ > rail ck th gt Cae ae eee raat 6: Se, RTs saree gag ho AE bor Tee Sag “tie ase ‘os % 
roa ee ‘ - ; Se eee ee er ~ Se ua LURE SALEM So ats ema so aaa ae eyes oes 
7 : Me ee ree o > EE Oe bras & ct ok . a PP eo ie ce eee a Sey 2 em to ee or 
ss : RAKES t i eae aie Kee: man Wiens. ai Ne  e ey pn ie Rs Seen tat oe) 
ae FASS he ey 2 foe, aoe Wah ae : el a i oO Ee Sigs Se beg aliaa Te Skye Be ace: a? 
a Bea _ = e ‘ aS je We 4 ey es pia ne cove iil < bs . ve Ne G De ya pot Se i ees eee 
paar ee eats: repr xe Ay Pa teh } S ee: P ae = ae Bi 2g 5 Bere i ht ae ee 
seh eats a ae neg elie a at oe . ge ‘3 ge ; f ara ee eis eee Jaa 
jeer es Sai aks eed ea , Sie é soy nN A es Pi e570 ee re gab 3 m 
5. a be Ee fe i pier a : aa : ‘ in > Sa 5 — rahe rh: i 
, 7 RSG meee eg Ore ae So begs re Gate. ; reyes era ae riser 
é Sa a et e STS ahi pbs i ote ie © bayer ( y este ne P F 3 
ere pest icant : Y peyote oe Ye a : ‘ sf Soe Te Cp eaat e ees = : 
ie eo. a ‘ fe : Ai eee So oe cee ; ns a oe ee 
a sere ae PN Mer a Rete eae — ee a a « Se aie lee? = fi 
+i Pro yack ay, Sata as pete: ee ey oh. Bib he n betas a , x ip - nly - a : 
Rae Bs oe ra a ie ee gic by ee Sat ng * as RAE es. < ~ — pets te RE o 
ae ae Seis eso eS hime a cate niee gas oe iit : , ae a: ; ‘ ae pa = ‘ 
oi ae ah ae ge at cere ee ae Te et , ; ai ft : ie Von. Sa) q 
te. Boe " se RS ‘ eet a. eae 12 ul) sien ie . staal ‘ " a Z $8 ot 
Me. € Pr er Te eres eee eal Sega San ion ka sa RU i i ie oy + i ate oy Bos d sie coda ee 
‘ fe By eee Fe aksehale an aE tec * iM ies he ig ok a By : pe Hs 
a ee - ’ awe ona eee eis i ae i ore ere ' Seer We yeni *, & 2 mars: Sri 4 ’ aaa ie 
fe eee ae ye ee oe . aie 4 pare ula pee NR Rha Pete Meee eee, sk i o £ ; . i: 
erie > oq pipe a Ace Lyset £2 hay) at vas eel ease ge hg te : Ate: Ese ogi ear: es 35 é 
PRO tea: oe a hea ae pare ys ca mae pte tt 2 ee ete ae. zs . : sarees ee wee aa £ ey.” Fe meemeatie: eS Lae a es i i ets ga = ‘ 
FEC RHEE ee os ee a ba oe pee ag re fh : ee eae Oe ee eee ay pe 
Metra Geen aa te ee ee Nie ey rs pak o> oe i er. ni I eres (a ya ctes Ck) ae ah ier ee ea : i ees ( 
sei ioe eae pra naeeg ae MSL eet ae eee ae ae Giheaer e ay see Poe : spe ; oe , ie Reet ae Rar ae i a Rs ale es eaten iN ete reheat fy the aE i cE i 
Fre Wn are wei es Bee ead Rene ee ey he re eee Oe Rees Ga ee eee Hee’ os a — Bi See Ea ts Orca hei Tee - spiel 
pcs aes ¥ co ee are a 1 a aaa pe wie eee} ee og Be. Beige hese oy seb gene Th aty Biers Se eee me | > See 1 *  — oe ea Se ase 2) Gia ae ee ee 
saree Be kin te = eee ee. a pest lon rs eens: peers ae . Sie ea atte yg Nissi te tet i Ra esa Sais: \ dpe Raed a ne ee ane ible tere sees es npr! sis as 
Bac AR eam i gL ee) ae ere a eee Vo MS eS a VSO Tis ets areas ea Nate ie ible asic... *t Sn ee AS a> ee SP ea : ’ sige: oe 7s Sr ek are eg ae e. : nara 
iui Se eee st i aa es ig teem S Ae ay ea Shen si ae Cal Bye: CR hl, oe es ager | ea ea: Wy SMa eal Naa eet panties ‘ Sag i dias wig tS ‘ : aa : 
Paes ty aia ai oo eee gai sapere irceahe “abe Sg INS etait naca aut A aie fi ai oe ES os Fi cc el eee eae Ne emcee tt IS Mikey ici seas Me 4a: a pte io Oe ge pte 
te ae : are ae Sica 2 eee: ee rae Real Beet an ey geaP a Bp le <i a Rl Loh Se eee oan Kare ; ger ae i Seis) ad ee ee = ; =i . 
ee es : ge Peay 3 : MPT, a Gas he ae Ps — ) eget gars: oe Poe iene S Be Pe 3 oe et": sal 5 = = ; Re : 
<7 ep MEN Seal ern ote Pete gee. ih) ee hs ae " P " per * * eae iar dy OW tt sigs ek ie inc Se ene Sune? Gar kate ee bbe a eT TE ee rene oe ; See 7 
; ‘Apert Spibet SepPcbataee Ten A cafe ieee ne yo aa : : 2 " 2 er septs C5 eee al A TS ea tks A: See aa 2 SEs vegies OS oe ea are gc. : ay eee a oe. - 
ten fee wee eee ic) AO cet i Mla ate eae : ‘i fc ne 7 eerie Cees ie aa ao ee. eae ee re Bases Fe = 
tk aie me Gaia ee ot er : x Sn ae ea 2 oR ; ae Ge Lies : Pie ies Bieetge ri bs ee en Ee ak ae aes eee Dee oe re ne rer 
; es a Se Pe aah eS Wee Manca veto, Quon reiaee Gea Nee aot at ois asia ae at as poe Fete ees oe a eee fs Me Diton “Gates sy ene eae ibe 
P Bee seh ieee RIE aha em : A tare et ce At Raa hia 2 PAN ap ee ore § oat eae Sey SUMO Pees Oe, heey Tey Tees : es td ae ees Po ep enue ea Re Ks ee es oe 
; EE ee es rae OL" Gennes ess : see tale 4 d ues eb Pe oe hoes Ca ; Pe ‘ er gran ae) Se fe ae: ig een a eer ee 
poi Wie? Sina eee ete ays Sargent eee ape wie . ee Ne 5M ah eer ro ae eee i ff * See SEE ee ot Arey i ie eee rat i 
uae ee st iad octet MS saga pt eee Wee, ; ne ree ener A oo aA : el ae ; a a ie ta Boies oF r aoe eo Sioa pri opie 
Aigo 1 Es ane eee it eee ae cs Nees Ak ape oa p sae hd a Oe ee eT ts Sine ae Tee te ee Mey: i es ae 
A apa Set ta AT an ee ai upg She tyes Laas ta a pie Bites He ne eee ee aN or bd sitednt tee Pi eee ; : * a 2 pa are Te 7i8 Jape “e DNs 
Gian ia fo eae Cece Ga. ee ae pee ge ake Ley. ae iat Behe Sra Ur ee eee vs Je 2 eS aneeae oe 
ie ree ia AO ee oa ees eee ae ce ee oe ni : ae hae We ee ree di ea * ‘ ; pace see : ; . 2 eee, er ees ; 
sive ae sin ai Sa a SLE area iin re peed Se A gees eg ae a auaetae tt ¥ ¥ A pS ei ae Saab pe? a Mae Soe ge : z s See GUN 5, a ye ast 
(oy 2 3 Aiea pair g PO a ee tae is Soy fe eee Hauge. hs Osi eee ee ea es eee EE ere a ee ; fares ae eae 
ins “ Re Be Seaee Se ar) Veteneehiate 7 Oe Sp a aires, ast wen Ops DO aaa Soe. ae Saad Noh ita 4 Ch PES Rem ed beg 3. - i ae on F cries) eal 
yee Pees eee A ee eo ae see seat Sl east ee eon EEA ae ie eS as Wawa Sige Pes) 2 a aals ie Ae oa 2 alee DG ree sas f 0 Pa y he nia’ EN eo Ba iti eiges ae ie 
q eee Bebe Ay ale Soh, AE 5 eit Le eee Sg Oss ee feiss ba. pares Fie ear he park | ion eas ee aa Pig: ™ Pe: ‘ E - ie 
Sit 2h Mit ap ota a Ia oe: ae Rig eR nas oo aa ae ie pe Bm WO fe <iebes coa aut Teh ease yin AC OO 3 pre te “ Aare arg ae he 9 bese ite 
st ete Ra aaa re See tone ee Fe Teo See eens Fee hig RN ot ef Neier ie ear Rare N, es see ee eee RO apg EI. OTe a et, z as : : : 
kay SEs ap eine ae mek = : Re ae aa ede ne oc tee Coane a ies ag eae Ne ak ie oo Bea jena” Remet arpa srt noe Sudo edo ee pa ets ye : 
ee at ae Re ye eh sigh sid i ae PR ee hs aN a Bey sins se ig eat i taal ay Ma aoe am eet gee thal oy Sa suk, beter: ease | Angee ies aeieea ie ee esis ch bee! ; OS 
RSA Re i ae badit ee ers 2 Se RE Be ea cand ee es ot eats ee ee ee e S Tegigear Uae > oe OS Nn i ee ai 
eens igs apie ; foeead ee ee see ’ Mee 4 re tosh es aaa ame eat 5c OA ak Ae one Be Se 2 eo cc isla ee ay 
on ae at erie ME nea. ee ; Pitecee Mice) ott aen 3 eS ie Le aes ze Bah | a Se eg Pe sree tags hy ee Hes ee ee ee ae i 4 oh 
. rx me : Ea ys em Ge ate os. oe eer ie Carpe Meira none Se Merc Same e Be mast A gan at or 
ie ppm i aa a ’ . : oe Begsh tg et es : Fs a es CA gine ace ey Seine gr 
nai eee ; ie sea g ay Wectis ese. 2 tone ent sae . ees 4 Pst b fey “9 * os ate ea he ae ‘ . iy ahs) vn ‘ ihe a 
EY ee Pe ee Gate ee Pree ah <u Lot A: catia 2 bi A pela ee berate CE be if ee ' : aaa iS a tt 
Cn ceo oa a a 8 La : paler ee Meee i , OE PP Ne ir ey ta eae enn ee : Bye 4 5 Se ae : : 
"aan lees Spey Soe eaae Pie ae ae eee a 2 eee pee Suen era tay Se. : ey i ei pi A , ; : = a * é 
corer eee a aS de at aos ite Cee ee oe ee : ee rm LT alg Ndi a jeer payin, i ean ae ion : ee : : me 
a aa ¥ Poe See ae Fee eam et ee s etter, Pe eae Patt een in ; Fis R 3 : 
7 ae ory Rit ae cat eee ties Le yey gay, SCO ere es be oe rae ee a i ee elisha ie Boe anes ph BOE = Fis Scale Sobre Pee in 3a ‘ ‘ 
Po ees? ee aera ne cote NE eb ae! liege eumeiaes 8 S ee Nt ow pac see See < aaa ace a ine as Ms a eee Rr he en ee : : 
cae Be aWaRe  Sas t ad bee eee ee es ea pet) oe al a (ta yer ae Ge ib pe Sy eka Ea wt Op sepa a eg, : Seach, hic <a eeeES Py ee ae ee eT 
: ot aig =, eth SEES Soe 5235 Sacer hare ae eee Goes Cay ie be ik Ses seamed. OF aes ee a Bib 35 1°50 Macpac pew} aN ois ies 4 eee WF : Ce arr PGI, Sone te on ee RSS Aaa ea slits oes ; 
Ae se 2 4 a ee FT SAN re he Sat goers: pe ee re sy) ee ee Avec: amen a At ae Rc Na ae od a oP RE Suro ae ahs tas ee ite eae pee Saag re ae 
cor! et Ge aes: Sg nee ee ee a ame go SR Se cll esr erat Sty aes ene he at! iat ee ee ie aie Sees ae me cae | i 
Shp emt Sea eres eee See ear ae § a a: ae ae i Soe eae int gee gee bs du ee yi ¥ ote as =e eri if re 2 ae She asf ge Pe ee oat aa a Chapa es ie Or Ee , en) es aah Oe Scans ( KC 
EG i Bhs, eerie ak Re Rees, Howe ba es Ee xy een aie. Dy ae ees tee $a petra tear a ek Be OE ca ea ee. ee : cere ee sae oon Dea ae a 
.. i a, ee oI SAE ait ee ae RE Ae ae not ele ets ia + iM = * Pigs os. a a a see Sy Lid ee Gc ei amu je, (a ee Be eS ee te: 
rey her eae SS a ee he pe ric Pesos EW et en fe AN ri Bie SoCs A ED anal he a alae ere are a go Ry ever sie o. Oe Bae a 
eet 5d te Cae. Bi Pesce Ne gee age ale + eas Z YER ombeh ot hae’ Spee Gp Sees, ee x aaa hi Sho, Sn Pea? erage ah, ee ae St ka cll a a PA rie ae 
, + ae ey Sees eee ae Pe wae ee Boer es te Pa SR le mie 2970 acer Sher . ee igo tee 3 $s: Scar Tey ee ad eat wee oes Po rs ke i BE. laa ge 7 
oy 2 ek .% Oe ce a pee oe sis ih Sea eg hier ne ae TAR © ; Deemer a est te rs ST ae nee ed Spt ta. tinal ery eg pens : Paes : 
ee ae is te ae ee case rie oe ee ee ae oe nS neg ha Oe aa Sd oh eee ees $ Bona Bute hai! og es ee al 1 es Ek ac ie ee é co. ee ee teas 
“et tata ten Ce eR ee Lar sees ae rs pei rca Seg iu 8 BF a eet ae ee oe een Oe ae x ‘ toy an eea ree arte oe ae Die ier ate? ana, ey es eet Rte se 
: D poe nee eau ae ear ae Ree ee eek Seo Ot ate pee eee mie en “eee nis io. See Me ee ytd ai Pee ie en ee ee Ct ae ee, 5 pO Mie cote Mee a i oe as ria 
ea 5 gs ema 1 ears Ble Rese 2 Se al Be ig eee eR Eke ah aa mE Etim aes ee ft ite 7 ie eS aoPeS >, sal ae “s ; oe Taree s Ps nee ed ee oer es eae Reichs 0 ay oe ti sag Be 
3 ye Pie See Sh ere 2 eee eek 2 SA epee ea aaa a Ra gh e Pet eget aa pete st Apiaghe +! ; Se en eee! 4 ee eee i aT Sage se ain 
S rats ES ey ee ee Pa re’, E ea a TI oe ieee ib) aes Dee ge ups seo age peer Ma pea ace ye Bn F L gress A ree S| Pic oe : vei A Gees ieee 2 eres ptea oe 
ees nee i a oe oe IW aN eet? ae nee Ss ae Nee at ie 7 Aer is ge a ie ia - os ick Re aria ee ie ¥ ak? ee . Wage ta ee =e 
: pias vat B ee, weiigzk ag ee Siete £3 Neale oa P52 p ae eas ee 2 Ag rite p acer i ai cee es eee Ae a Meo) py ae i= iets Sa pete te 
: bis Riary Sie: anette = eee ee Biche es th ja ge a 2 Spi ieee.) iti Oia ata areas Faaat 7 ee eo eg ieee age ta ntisbegiealas hee me 
x ae Eee =) ? : Sp ae See > oe ce ¥ es ay aot te ale cae ip, ARR tea ee ae BA ATS ers a 
; Te ere : rs, ; ‘ier Seer EL Otero ye ogee : oe ee es ae SS oe ee a8 is 
; ner “ ae as 5 a ; Ce Se ed tea ont) Oy eee Ie aes Be ey. ear oe auph, a ees Se 
x ite : : - ae ¢ ? : Seis ate whe ee etm yoni legs ck, cg eet ae Bee aes 
aie : Fees : aes ‘ : ; re Nees OETA ae eee : ES a a a ie tee ee ASR yp ete ee 
v7 Tae ea (as : ; paneer oe as i pietpe so tee a ts : oe ae See <br Fah Se ral en ees peas ge (ate eee 2 
sone wk : aPiks ioe poe pies Bear i et say 2 pS es ¥ Hea Ly 8a OC ae nda 
oe : Ma: ae gee ee al gee , ees * Fe aay Sig Pe et 2 : poi ie cer aaa he 
> . ’ i ee et RP a Sa se rend NE) cart -» ‘i fs a Soe See San aay. ens Tes 
ae a 2 KA, ers ; & Al ¢ 7 sa Fk 3 aad aie aie oh eke ean sae me ; 
. ot LS ‘ er ear eae ta sek A cil ‘ : po. Ai me: : : \ Sree ae be hake 
Spas) eo eee ps ees meer ee ae ree Os Re ey ght . 8 Ss 3 op ea eee a ne 
, ee ee el tS 2 4 vo pa SEES Sa a0 toe gage eee i a Bi PE AN % wa 2 io 
: fs : 4 Sue Map Ate. Sates oa fi ‘ ia tg bey bins aT Her cee. = vo Hgts 2 Fp aera: Ge nc # = : : Z 
x SB ee eke aes aa Se) ee “= - “ OO eae ees : a . ee 
al o , dey gegha ce ee es i Pe pes es at ya Sarna : 4 ‘ 
eure eke : Fame lah ted) tae a ¥ I Mig sag N fine Es ain % ha. cia Saas | ae iret ke pe Paes Sn BE aye of, 0 bil 
a ; ‘ = amy ene a i : i Bus coe Pe mae ele i Os ae Sg Oe se eat Sa Ra a Cig Seen Bae ie aN dae tn 
Rick : : eae ate ba? beer e y : ; : Viner Sirs eee Ge re cule Rk Peet ied A ats Padi 
- é s j ae ae oi ~ eae : aE ee ney Pa mena oie af 
— me Se nie aeaapies aps “uaa tes 4 ey “ipo SS ee Pa Tee 5 ed rk oan 
‘ eps ae Ae eat a ji a a, & f ae : ae a ey, s gees aot LARS, test eal 
Saeed Oe . ; a rr ay eae - patie Jed ig Ne 2 ahead. A . ci ‘= Sire : ee > eae o reser a See 
: esa | oe baie a a ee ye Sr E> pees ; Rie, ed. er, 
este’ ets Eee roe sare. herent My bee Jie ates ne 4 4 
eet oe =. pe be eee ee inate oy Siig Lae amir ri 7 id pea en - y in : 
‘ - it sk ae Ol Ge, “o emg a Ii is bee a . | eae oe Ek ee Mere, zi ee a Ba a2. 
I Aa ie, i eae Secon * ies : Batt. 2 i Wil aa eaten esc ek ieee eh eo ee if es eg ey Cok 
Gee ee Poe et ee rg ai 3 is race = 4, er se een eee Ae oy ae he aN oe 
: NE Se aan oe Wr “a resi Ore ei gees aes jeter eos pie ; : : } it 
ra f Pe pene Pe a a } pee aalieeaeqn ne oes? * Sighs Rep here ee aya, es) “ies eee oe ea ; : ? cane 
; Segre § oe i sh bs Ca ipaeh Sate eres picid : ae z i ae cas gs . idee eee, & 
i ert ams : : ‘ oe ee : = ce ee : % é us : see . ia 
Le ee rah ae mst eR Nel : i earateie aernnre ® te Se res ee ae : : berg Ne ws 
eo ‘ eae ee Serer _ : aes sae fe ne Se Re : ia ip Cte REO a. * ee ee ae 7% pa ee 
Mie : Peds heceig im eee ie _ a LEW ah : 5 ae () 4 Melina 2 5 ea J cite (geet te oe ae i ees 
Aue ae 7 of all U.S. Ea Meo Rt 2 Se Bae te Relais ee See 
z y § : : SG lat Meee 7} 3 \ : : Bi ve bi Se i = col : Pay Nee re Dea Le s . bo are LN gee! ee Ue Ieee tees ., Race * 
ee as Ty ted : Patt haere es Ee oy eat Be 5 Fini git eae 7 i Pe f LE cena a Ree 4 ur Bk 
- SF ey a ate ate i 2 On ee pas eae Se PE ye or ee ae : Foose 3908 iene gS a aN ag 8s! We a TN ek end ree ee rahe Uae ae 5 ate for 
: eed a ee ee aan ae pale : ome, aed ee es Ee AY H . Pee a eee a Nie . é ars ute Sremne gs So +4 PRS a pees fe aw ‘ yead 
it TER Bae esis aaa ee RC Seer ee ne BS FS ene ; ae ae ag PY BREA hg em Gee eyes ah o ‘Sieh Rae lee atti <a 
Retr a nines Sepatey nO i oe Bok a) Aa eee ma ea ; é a Mee ere ies |) ae ea) aby Ree ee ae 
 —_— eth es. tt a er rer ee icar  Sekerane ve, sess pas BM, el? : : els: hoes : bee isi) gam CA ee as. oe 
ph ait NE See ce, - et co es eee o Sie eae RN alga! il 2 3 ~ : eae ats er ee in pepe ee Sa eae hs wae i 
Bee oie eee es. i ine ce a ee secant Salen eke ee ene ees oe mae ‘ Es ete ze ieee - aterbin tee 
Peal take ee ea ee Oita) a> ana age myn Tame af se i WP Mok <a =a ee care y ; An Ls flea: Gee bari Seer ee 
: Por te tee : sae pace Ameren, te sone i Sines dee ae aes Wane G ci : oe ne Ri ea as 
a ns a Kort i 2% . SPs mas us egercace ee ae * i , : ve" * oe 5 i 
S jigst $3 op ota apnea, Saleat . . A os Re te ea ec hag LL ; 
La es al Get oeey Serre eS ee ~ Rocha eee em oh tg et Ste eee im 
we eS. ae ep ‘ ; _ SS . SI AS SR eae es ot alee é 
eit a ee eae serpatwerayeee on IM em 
: a ; ; ee a eee Sige onan it 
os é wry : 3) Saha oe al Beg 2 Ce he ae: Ss 
: a: i De = : 0 eal er ee 24 Weaeee tae ye ee pal 
per piieiobettag : oak : wt eh a oe eee eee ” 
mrp rt pe as ek aie oe 2 one ———<, sem ; ‘ sites — ae eo - ‘ 
Agee oot Ra Og eee ey ET sl , nee sera ee cele bs = » 4 th 
a eo Ee 12 ieee , sie wae elie pay ae ae J . : i ‘s wok eae 
sa oa . eng EE SS ema ia Yt We & ? pare ‘ : v 4 SE Ge ial Hae ee ts 
Sek ae ees a z ae aie ps oy pe ee ae a Z rie tee 
ace : Re oie ~ cei Bethy, be a rie ee eT Spee ati 
Pe vee F ‘a. it ayy Bcd ¥ Te ae eee ie 
“ , — B/G IS) Bt rg Reece Pe ing, 
i a : a = : . pe ie # Pe in ts) er Bee CS ee 
ot ee ee - Paster re ai ef ia eee 7 se ‘ ere cael gies peel bed 
Ru era oe Hi ‘ Lt apes a ee nas Pr ei wt 
io —_ " i oe Tee 
w (as aes eae aS soe ee E i \ - or. i igh he ‘ae F ‘ ee eae : 
m erat Ra ae en Sas Sig ae = Fon tee Bear a aa a oa oe ae ee Z z e = nial 
alt 4 ee ee te Pe Be aces ee as oe. aka ws e gist ae Bc : wae : ia ae ? é 
oF age : : ? : 255: Sa ae Aes irae ee ——— ae a ate ia ce ah oes ; ‘ eae nk oe P ita aS haces ait _ me ‘ 
: j i! ee Being | PS tor - seta See ee ve ok ae ae ie mee Ceo Py ae tae Dike. Te ee mee - 5 ig kote a ured, oj ee 
i " So a Mig oh si aera ail es, sei Ap ey 2S Ee a 5 Seige Sui deeg ce male Ng ES ae a ed ep ie Re b ‘reece 7 Ft can allah art aoe F : 
ee. a Mi Oh ia os a pes fe BU ee. ae er 3 : P ie oa gett Sei ee ae SN ek eee ets ee 2 ets eh Fi 
ons awe Pe ae fae 2 - i etss See : ; Roe cata Shag; Bek ae gt oe i: ee : Ee . 
: Deis sare ogi i, Soa he a Seeley 3 aT 6 iO sete gece Tg Nc al ee ee a ed sepa S baaie = 
Sag the Be se ae aise tae eet ae ; te alae) ee ‘ Ve Bik ee es, | Sle eae aam BEN oS Evy Lan he ae : 
j aes —_ oe ee siete. alle / é f hE ial: eae alee aE GLE BE ae eae 2 re Seale ieee gga On! i pte , 
; he eee gee nea i ee een : t x oe Sear” Be eee. a ao ; : Re eee ae =4 rn ae: 
: ree ae  gesace ee ee wt oe: Pee vous P 4 é : : 34 R 34 ae gal ae feos te 4 e Bap Saree. ae oe af <i rE 
ee ae ee ee agen ae ge 7 7 tons th WF OE es aes Ghee Se Se PEN F cae eter on are oe 
OTe We eran Se ee an hes ee a sais eet am : pe "ie ae co ae ; i Oe “ 
es gece es . A tg wets . as f | f ae ’ ‘ bis ee 4 M fn Jas eae ee. 
Sar ee = Gare ” a ee aay oes : : J Pret. i seers etna : sy aS tee eer 
Acer ey a es a —_— i eee aia : d ; , dhs ! eo aa , eee ee $hrs ; Rags : de ee 
. — area EE Tiina, ame SO Wie teen ke i 3 pee ae all eh ae ey : ce ir : 4 oe an RAS * 
“~ ae ae ee Be att: Weitere eae me ne i ; es ae, — thee . z ¥ : an Sat Lee te he Co i ae eae 
a E Pet As eae eae 5 ae eae te ~ , Fane eee ft iat : mi Ra a th fe ail “fet ? F 
is oe : aed ye “seh a eae : eos Se es ee aes i 
: fe op er 2 eke! Niwa: at 7 ees a ns a Re - i _ ‘ oe Ss ? 
- fon: 4 4 - & aig ee - ke Cmte Pte Opn ees a al ‘ dete 
; : ers oe a ee ele ene ee i. ea aoe : 
2 vgs ,' je: ; 7 oe ee a % sh) oa “a <tos: ak it ; 9 Maral F 2G phe 2h 2a el oo 
; ie : . ' ; ; “ ‘ ae he eee st ers ~ a x goal AT ms ae ee 5 
; 3 hi gs , . , : ; ’ - ; ae WGC, ube : cata oe oignae : ts ae ao , 
: ey: dee os ; - . ‘a et See ee ahs oo ahi Ag x ener os wile ke 
; e. eh ja > ‘ Ae. * i pe i Ce bigs een ee ee FS an iy BR on ea ee ne a ; 
s , : : i 2 ‘ P c : j ij ; w eo ae cies ene ae isi We a gre se 
oc Ee ae ~ ; ; K Ce. 7 : AG Wty ete ae ae ‘ OE te aT Pe " — ele al a ea ae ee : : 
fot Pe ae ae or se", : Save Tata : ’ iit ae ? * pete t rr 5 eee | nate ie bam iat gee tee RN: eR oe Went ——____— ; : i” as i we i ; 
3) a ae fe bao heh axe a ' de ae ee . : rhe ‘ Mineitet ee hg te EW ene an Be ‘ck Ee ae ae ee . . ——e.. Fess wee uP Sak eee ar Cra 
ee en plier erage es SF (52h y, ae te er ar Meh, Maes ‘ ee Pes e gee ikea the ban Saket et Pe ee aes i 5 ow ae CL ahetaniadnaaesitalalaecd Re ee 
“t Raia. pee Pe gk gt ae gh oe as et a we NB cial Ae ie a ke Sa ae ‘ ; : 2 Pa ne, or ee Mie oY fe wie i LPeVLES y 
2 Eiiee @ ree mt pee A ~ fi Pleas ae He ~ ti ai re Foes ‘ ee EN od ae ape ae . 4 : ; 4 ins : c, ‘ 7 . r A i lh eon alge? ® 
A eee pile Cm Pe eae Cee oe as Jy Cami oh Zon Pye 02 ee Pray “hi ee eae . : ee rae es ae Eee 5 oe peer . 
ee eae ot Ae he PPR, ‘ak Ae ee Ree Ber 4 Phat ts A Ge i tS ee cer eS i. ; ‘ : a fie ays t ; . ; ei e See hale . os 
an ied . pe nee Se Pl MB i ; of tie ley BRAD E Stes & (Bares bey EE ea TP slg 5a (ee : is Saag ee : : s eg i 
Pie Fee re cai Me ie Sens ee, exer Pe Re ae ae ee N SS Se : i : Sf ae egy et ag hs BF “ 
ea OER ; Sse a TENE oe xe I EE Soy me TE ST Sa Oa Tee ee On Big Sten We tat 
yo i y 4 " a5 ase ae ee ike os ea Las pss ‘i 
ras , : ~aaty nae re ‘ a 3g ee Se oe choice, tiles 
veg A : ‘ eas, Aine eh i Bp oA aa ee 


_ ea ee 


Daniel Starch Consumer M 


= 


er 


4 


Jw 


at 


Ae 


peed 


CHOICE TO SE 


72 AP Re de ee Pea CS SL ae 8 ke 
b> ¥ 2 ee tap Pel Mig ee LANEY Tet ieee Wes gtinet Crea A 8S 2 at 
nA PM ideas: <p PN a tie Ate SEER Pall. 2 eet. pee hy en A rt Se Mrtatec = cs i) 2 ee 
Ls ;" TRA ay Pie a a ota uk “Ata Mae oe Sete aca Py apy eae a oe iat rs act eee ne 
Te ae ge MRRD Sgr, 5) et Tn bath oh MO dan ett a male Pea Mo, Oe RY eh ee ae i ere ers ie Sad 
TG eal ee Pr bh ahr a Ser Ss net en te Sina ed acta see Nass CR ah ake? jel ay ae 2 i a DF Sr RG cowie: Se ey Wan ots on Caer ls ee, Seno hE ee fa ie Mem te he ear peach sit ergs eens Bonnet aie elaiag 
es ew” i SAB AN Saad a HON Sah 8 ay acd Sat aD aang te Reads BT a tae se, PO a Ae Boy as Petes Fe es ee tr LS NO ga my ae ay wee eS A ete Pe et Sah os aes Oe ce OE er ee aad ate Aen) pa ge 
ae a ie, Mes Flee. “ae” Bie aan ae Bos OBS eR Og Ws ea “aba ality tm Le ae oe aa eae maeedu 12 Sahn aS My Gey Bie & pie AN lh PA Me See mM ba a SO pie 2 t Eh Nit ae ent rae too hn yg Siac eRe ae DP cioies Se fow™ S is 
ges we ae Tl diac edie sy eae 7 cay er: Sm, ly Boe at Nam ite eaten i Rot Se ae eae Bot be age PT AR SE rears | yeuct z peaty te PLE «oy 3 Soe eee mee Sg ea jeu Poke seta hit shia; TS eee 7 SE meet oh : ‘ a a Se he ee Me oe Eile 
SOME ee Rueioh nS iii ramen Ua MEN Ty ace BLN (eich pe eee Bi RRS, oo jin i A bebe erate cate k en ate Wea Wucari ann es “bcieeia SRE ls la here a cepa Ge mame < eee a emp y sie Aen gore) : Perea 5 Pa ai eke he 
Beers ok et Wee end) je eee eae be Pe salen et ie 3 Spe RRR ee ete VS a eee Spe am Or tr amie ee eee cae as a ee ERG ety ewe ae aS ot fecry, Le ag near Pe ge eee eae Ae 
we ee Ra RG a /-vP A a ar 2 Fen Y my SRC gee eee oe ae cde ge Ot a) oh eS nll Bak Tete fa eR Saag A ES A MMR oy she i dey aes Pere re Bea ies taal Marlee ene (6 2 ee ee Te ee ne ee eerie Peek SS NOME PG ete neers or, a ae a emus 
gohe Ss Bes Na ape cease Me ak OSE A ai ere, ie ee. eee Fe Gad ee CASE SR ME Gea gael aN AN ae CO Page Mie eae asia Pr gi es 5 Teil, ha ae tere 5 SD, on Rn ee rhe i Ey Ge Th ng ili |. eco fh lege rete ne 
ee Be ke Epes Mist ok ae igen) 1S ignahat Je See es ee Tl Se a TEE ian upmost aeear mipee dee eat Ua? Ne ee aes iia Nae oan as ER Sg NE SO gh aie ERP NT oe Mee AES ge ey ene ash 1 te ee et 
SCD eee coarser ese ae | rT mn in SE ak eee ee Pea, Bt ea rar! Pukey M : erp eae eas yt Aes ae 1S jee Ma ae iis Seek ki el aca 2 aie eta a ee Se ee ete Psa ee we os A, eau We Piet oe = eet me aE eee 
ae ee: 4 et ee aie te sie ul ARR ila ne hati ile a Sey eine | a eam ‘4c 
ee eT eae ene Tere Pct VO, RRO SRL Reece ee ee re (uF MS Ae eA PM ae L$x en cre aa ‘eneeaet 5 
ia Fe eae nde bs a ee oe eee ihe <i 2 ania: Reon get on eee 0 soi Mes got Nl nde, 36 aye be ere wi ,. i eae oe a el : 
ea wee. la Pg eee. 2 Sod tae one See? see Paths 7 a NE aa bili BE a ee POS i Ga Eee meena Mt Paste ane costa pe Reese e 7 eek sane “ae ra De iioowlaeketionn a ea ~ ee 
he: ¥ ur Seen eel aera 20 es ee pee a Ne at et Can Se eh ae ily Wh a Poy TOR PIS yy ce ee pene + pias GRA x ae ee ae i es, i ea, a a ta oes ee a a 
Te, Wy PeR ERC C ie ey hee Uae ae *. ea a ce ie ney nh pee ee iy i Fee ee co eas rie nba «°% aia 
Toy Sb aa sal sarees cae taal Uw ere tat Ps. Comber bs Pee ea ee nee ee este : 
a3) ASA Pale A od Sa EE re ape eg ae z y er 7 a hy iki ee , ale 
iia ora Te ie Oe a ee Laan eee apa SF eh Oe oe ee ae COO ee ie a 
MR acy . aii) ma i ef i a, = 
rae 
iA er 
ie 
os 
a! 
: habe 
al nh Ne 
ee Pees ee Pe Wada 
: ea, & saat Se Aree 
be _ ne ey A mec ae 
i] a; Raa a —— a peo = Asean oo ti, ape 
: Ree os ne aes ie as. v3 ._ ‘ 
yi 7 ry ie, a } ; 7 ft . at: : 
. ; - me, ~ ’/;, -. ‘ ‘eral - 
a , uae e £ gm a ee ’ arr MAS : 
ae se " . : 
; > - ‘ : * ; 7 7 * aad ‘5 . 
S x 2 pone 4 eee ROS ot 7 y oa 
pSaee 3 Voapaie ‘yam eet . * , 4 th 5 : 
q al Fi Pe i prime : a = Bt, : ets ae : 
: eon ey ont er ee oo Rakes. 8 Ea is, = 
on * Mie + ee : Pray eee. % % ey an ‘ 
-” u soy ee ’ re be ee Re gw . ‘ -_ 
’ ; Se Sat of SS ont RS eS, ; 
; ig hare RES Sets Ss Eaki CRE STOR tS 22 - 
: £2 eg Ae, Oks é ey aes fa =e beaks Fie oi te ; 
7 3 eee TES: ae a : cae Ee" Jae . BS “et > - eke ee . , eis A ae a ae . 
ae +, he, ia os 7 = ee Fo wid x « = Realy * ets S 
s Ok PP eee cmon | gee. SES ee ee Be SS nn eae . . 5 aes Sie teks Sm Fe * 
% : $e ea a Peas Be oo tee eo Pies > cae Yo: : 
J ee oa Bins. Mec ee eS Be ghee eB Re HOY sig eS ie ed eS ve % 
‘tae Boe ge eng Sieg Rt he =e : es 
| meat pany wa . 
Rae Sen age Oe s . : % 
- Ran Cade eS Se ae ae ae : . . ,_ = By 
» , meal ; 7 7 a0 can * 4 . 
( ee es , : . x 
: , mat Dew es ¥ . a os 
‘ : . ; . . ‘ 
7 t 
ine Ort DISCIOSES: © 
/ 7 : : ee ; é 
: ’ ‘ : thy » 
7 Hi ot ee See a ‘ ee 
> 8 c x * 7 2 ve “ - — a Yo gt SN ord 
i "> pee - : : bes = as : Soxsdae ies nt a Nl Bg a . re ani epi an, ae Fe uke elsh 
Con) aie : ice ge ee Cor = * eer ee Foo i, Merah naka pg pea seeps 0” som a * eo cay oh Net ee A lee ah al as ciate 
“ ; eB F , ee Ge eee ee Corte eek ee * eR, ©  eceagee ante ee gee 
4 pete” ee [ e : I. se : -_ eee Wer: Seis Be gs a “Ran ree re = CHE Ang AED ERY ane Be ae 
ah on i ae BE BS aia HI iis i ay a HS J oH oe aoy pe ornensy fey eatin AeRi eee ede 3% & a ie ae. a ae age EUR ace gel 
io ee Tee ie aa : oe ie ; 2 Q ee 4 eS SCOP ie Rene ce o; MIRE tego, Oats CUR ROML Pes, felerui 
7 Ce Ree aaa (Ciena . ‘ ’ " a 6s be 4 on, el Ze noi keg Paes age Ap 2 > ; , Mone tok), co es ee Mar AMG pis yet ae 
— ee oy ena ee bs i is AE A RE RE SS. ‘ ; or: . peti ie 4 aR Gan tik a pee Coenen erat NS i os ian ee gore WH Nes eee Se ae, Ta Ee ee 
ees Ben an fede ania a eg ain meen yn a a4 DOA at ap 8 : “ = Saal icc ety eM Picrpent Opler tos & Pas Pees 2 Biya Get iso nol (2 Pay ie 
eae Me Ec SNe i ah —- saw i tales hs ag " q a Wee i nd i ule _ cnet Tee, Se Wie pean ie aged ota a ty SEN > a ee ae ge ea ig Shadige : Than 
cocoa a ia Ret eae Ben ia ey lin eS ie ict ae ee bag pe : o fer Bs ag sie ioe . are ae i inne aa Meine aes Sy es : be ; Mears 
ene . oe aura lec Sa a beaks ee é ee Rae ate oe Bs as cae Bayh ae , oe : ince ee aie ; : Ges “ F Paris a Teme Da ee een ee 
ecu De eee eer 5 oe < Pa tert a — at ey > ioe once tps ae SG PARR eee wb een an mee Merrie Le 
Vimeo i j fe mearh 2 a ae eee Toe Eger eae a hae oe ie WE: vs s ee ee ae sciitadce EME Pein =) oN yin Fai ale seek ed SW ous “i ey aa 7 
Seats : CMe SR eet aes os ae epee eee ree ty) canes ee i esr nb meee: paiche - . he toe ‘ pea ea tie Pe ee 2 lel bites Pa S Basins cf pe aia aie vat: ahs ie a 
jaieeumee E SOT, Sa a tae rea - eam : oa es ies ¥ os .  F- ee. eS : gi dea i Plt eM erase Lut scene elt ney oto. ee siti, ea Bile Pi 
ote ee ote ’ See a Pe itt a eer 2 ings RRC 4 FS Nis ec teres an et A : eens: ie Sale « ae | SPR 
ia . gee sues ote ee a ee pO Ea eae | Oe aie! Te eye ia Bei oacon 9 lane aR? tata A tc aE oe TORS A ioe Kate NN GEER Et ag # age hee VR en ec : pe th Reka te cee IS gai fo a ene 
per : pia abate <n meg Pca ; ee see fe ie =i Ag ea a Me eat eee aha Oy eae i So OO ee SET eal a eee CGE pp a ia ie ae se gi A ot a eam nee . ed eae en ae Mere | Ts A ane 
gaumor: ee oe a eek My Baty : BD cia ya aun eae er. aia ise Ae.) aaa mt pee cree NP ea oe i) gon oa A PROS Rape CELIO Or oe Ane ee t eee er ane ee peas tee fo aNe i a senate shire aw al ee ee Ge oy 
‘ 4 j Re ioe fh tye Pa ates 2 eT cas osu bere gees oan eye Aa i Te ee ee a as oe WL eer eo tle fs gh ee ee ph 0 as Se er Roni 4 fae Pa eat pe ipo Rar ake encaare en ee # fie) ape EN SL eed Si UvC Mage 3 She aati SABRES a) ce ee 
rain a be a ja Gs 4 a Dias Peak cote a we ‘: eg e? ie wih) Ae Rg Terral ae ee ee eet isin paige! ese Sen ies : Pgs fe GI). ae ae na et hte a tae ea er riba ok hs es EM Ah La Ge or gin fa ee hte cea 
, eee eae li paar a ci : hs aie rie Pees. jo isp litte aire ee eae pa Mn iat Renan as Cie case MN er Ps ae i cee rey re oi ee ee ee mires’ HCE ena See FS Wn ee 
Be ce Ries Teed 2 do Pcecaniaeee i ey es pleas a Ses here ead mare MPR en Siren me tie re ee idem Ye 7 ieee, are kn : ph re ag Paes. ro RE Mla iyo ag PS ee ey eter eel a arian | agete i q ea Mn as ARE pe ae aes 0 ed it fares 6s 
asics eam fe enn ea oe meee Pte ae Sah i Sea, ot tia pat Nace mene iE ip talcahae mae eel ca ik Siok ee mngrh | Oey a ma “i eee oy ag ARS cs eRe USNR ete Dae a eee tee CAEN laa ar iS Ee ATE is eae ly ee Sie etic Se 
‘ i swath isi elie : Jia. rs # Sa age a ola LS seer aD a nee ome” Sgee Aaatige aS ee. 2h oleae Shiai eth i a Se ast yee ee ee ae eI Se 5g re or te. we A Rea ae: (Oe ai etal a 8 See; at Seal Ge Seb ee as St ins nied 
TaN stipe ee Not oat =. 2 pe : 5 pe MM ns Sle eo Recaro oN fe A oN ign). ia.) ee Gon Ree eee tnt ee Ses ee ee eS “Aa TO gr) SY Dae gio 6) emcee! = i.) ee - ie sca ate, Sr OT aa ata or ean ae “gti S 
Se Sp ipceeet 2 ee Cae i B= gana em a nid aa seu ee 2: Se: Se tog IC RU Eee a EY la pee Wiest soy hs a Seg (eso sareemgere: i Gn chi cae MMC a9 oS NE Nahe yak ea 
ne Pa tsaaehe ye itt con eee * RES Se a stays Say | ae cme mene re is ame eect sa) Spee AM eye UCR ee ne = TMs ean ’ ee fa erent ee a hee ae 
‘an pS ae eros, Mie ee erm peu ® Eee ae er, un ae RE oe °c en era ge 9 ae Be Ga. “ate Zn “AIDS 2 so SNE Pr eS ist ey) 2s 1 jee Na i 3 Ran Ne Sheen DIT Se 
ius sig!) oe tet oe rave eat 2 ae irae Hoe Sateee Sahil amamee Boe ye ee, CG See Ct en Neen ee ; a ed ee eT : BY io ee fates. Pee ete rie 
eas y Sa se as wali ae Fa ere ewe hh eee er a A eee betes ee HOE ee ; a as : é pay Oh, nde 3 nae ce es ae ipitetiene Th 
ies, Sei Tees mee 3 Sci aya emer Bliet Bah itaah Ala, so PS ee ia » 4 y ee aa Money. te 4 ees : aici: eh 
Ei ae Miter ic os ornate. tae ot Means ae y : a 4 mS ae ‘" ‘. nome bation ag S bs i mie pak oe in Ere 
ae ‘ Us) ae era peas SN geese” | siie aeel » & " j , Pa : E ; i ary ; — Bera oe : rr 
ra re ein rage ae ak ee aM | F _- tla Pk. ‘ int 7 aL oy 4 n@.2, 4 
cree JI ale SL ita Sioa RS stctacrt ms ie fees eal : 5 “ ‘ of yg : 3 i pega) Pe ees. ae + ae ee 
See ee § nae Bete EN SS: nee ‘nani Pep >} q . erry % oh say UR 9 oe = "te fot ee eae oe yl ge ae 
Saye: ; hae ee ek Stee? > a : : ae 4 Rime tt Aoi ee, atin «: z Bq ne ere eh ca aie 
Seay micah a: ee wee ‘ ocd { Pat ee : perce tacos 3 eae ae ae oe Cae cS eee Saris" (nk cnsawnet dl 
re a ks : Re ee : het: : : ea Oh. ER Bs A See eae ee 
oars ‘3 ie a ; - eee wy ee : ' 3 er : 4 Seite 7! Geen Sar aaa rae lead es mare? 4 Be sh bs) Te dh a leas al Sg Nay Sorat eee 
sae ees > ee Pe es ined eee ( _ ; a. ae A eee gibi ld Re ee ere pore Ne Sena gh aN ere of mai aed = ; : ye 
aa ee a hh) ee oo Pel epee Penn hice Musa at ei oS ac a ig RL os iguana Ta aca east a 1 eae! : y Z * 
aan er eee i ie . Eee oe CS! oe ee eee, eee PEG cot SheMet eT ee ie j 
tg ee oe tater ey ‘ eR al i aii al Ls ae ee URE ERE Nyt» , | : 
re = : r ae a 7 pela om e : ¥ ” ane Sears ihe gi ee one eee . 
at si % : : AS En note ph cae  ay a fo3 . ie he lee ae z hse ee Pe Ae Cte eo oe he 3 
y fe cathe ¢ e - eyes 2, nes, aun Oo ag Ree peer yee ba tay fies pated eae Zouas = a eg he 5 > . ‘: t a ee ie i Sa $ 
2 pe % ee a : Penge MY Gs Seer ge Ne ed ie ga ae sale F ee ea ila 2 ue SMe GMiis le, | Mae ma ae { : ; i ee) 
i eh. a %. - ean ee ate oa ey en Ae = A Ei (ESha gO RIN | a ge . 2 2 Bee Bacslint i yi at ean y BaP A dosh a oe re ane 
, : as . Peet pee | J ae i he (ra & Oop pp sueamees : a bee ; fit . ae es ‘ ’ ie ; ; ace as 
: Prep “ ae Goes § . > oe Aeratie Pa Peto : a ae Nba , Sey K Fie ‘i Re el ‘ = 
; : bo eae te eS ._ een cee | eta : “RE MR sarin? Pa a : “ : 
: wear 4s i Aiteaatee te. oy an idee 2a at ‘ 
< : ls ee eas ; i i: a Mo : ea Bent 7A ae : F a : ee 
erie eee | eee : 9 Tie Rema Scares SPR acta sae, . a ‘ ee oie en ‘ i f 2 = oe . 5 ss 
; ¥ : ee i Bit Baten y beats Ald oP ps as dahil 7. = ota [= od bo ; . fog ; ee oe ne ee Pe age 
i i Paes mak ‘ £: eae , - _— sd tid A Petit j ee... . i > . = > me ee as Se eee ee a ee ee aa By Seema sig 
ce ' 3 iy ees if ‘ — oo ooo a i = “ Pe 1s ca a ef alah hosp ia ee as. ee ay Es eae ge ac ee a a € 
Nee ae f si hy - | a) et ee a * =’ ee eg ee Sait epee a6.) SS eer * oleae Sige Pee sh a ecae cult OF (Bee 
3 3 : x pawl, § gai 7 i iW is Cah eT ONES ila at Fest Mette ec Co ee nee! A eae = ; ee ak ee eae 
a ee, , : i EL Me en Pee MET gt ee Se ee Site a ee eee MRCS ich, yc Mie lle ae ; <a AMES tie . ue ase ree 
cli Seige nie ‘s may Tepe Cte ee eur pe tas wee cman f ote eee ees: ye Rg i ae eee ay ERs eae re pte richie : em a Cie eae ee ae) ¢ fees al ead mane wg 
rice oS gee =< so bate Binge slag : : ae a sella te aie ly eae > f tee i : ert nha: a : ie : Pie 
gee i egeeer oe ee ae 3 i ius ole eee ; Ba ato 8 ie eo j : ee erent De rr cham ep oe - Lee ae as 
pet ; ete ae : : SiS Wtieeary eae ech eMne OS : Bs cis, ee , : ae. oe ‘iy DE Siete las . ae é eo ae ee ee re , 
esapeet « i: ait he } A EA if Cane © oe Bg re aw (ae ee iss: gant rere xe pig ae ae 7, nee ee he een ayia eg ae 
he BA er My ae ; Tae ene aa at, iil en pace f eae j : ae coed fs eee f i Seles ’ vee alae ¢ FOES aE), 2e |e eT ee jer ae et ali 
a iy 0 gy Ebel € Sie rece: TE at BS cin is ae ae a nS ee Sea eee to t yiaaee a pha iia Se Sr en eh eer ea) i te fea ee 2 MN an 
eo + = i i E aC ee ees =e a piace Pea ? | ieee Ae eA ‘ a pee tance eee te eyed ee a ee Shite oie el pre eNL rela oes are it Seat may) “a gu 
% aes oe a fbb Sale eet age eee gee ee ey Bs en eee ee CR setae Omaha ater en ena eee ie ee ce eA ; PR eee Oren? aint eae ae tae a see tee 
x ee ee he % a : boo 6S a eae ke a ae er pe ree pec: SCORE meg ements e4 Bo. ey ea eee eee ie niga cra 4ae Z aie aciee Be teen Reems gt 
ae ee. ae Be : sas eater “Gest Peed ea ail i RIA so cia 2 i ia pee he ee tlg oa gate  elay be se Me ea ia : ee eee eo eee igage Pe 
Baty aes he ah si Eo Dee ne _ go ae Ds, ee eee OP Aa ee eh : ok oh Vise i sey es Uae ieee 25 id, Fe! il aon Lg aesaeeiiebl ei): a2 Rae Fee 
Ran, pe es ST aasiange 4 + ti tal ue ore aes ld be oo ae a a poy” ire ieee 7 = ‘ ees eae oH optus. pee te Sas ig Teen, eS ite 
pao et fs 2 eee oe eee : ey eae: 1 oan bas clliie 3 =. ae ; @ :. i CE aioe eee ee aed 2 +33 Keir) ee aa Be 5 oe San Be sc ia 
Sete Cpa ier as eT oN ‘hoa e. ete esl pe ear 7. = 2 Oe ; - y He eu! iret a ik ie ies oe 
eee. eo ee atane, Jy 2 ee ie ge er a i Me Eels .- oS @ See : Roh, Neo es eater eee ve es avai.” eee 
wi al pte ke eee area Pig aa ge cout © finery aoa se 7% ee gure ‘ ch ‘ ; ey. «= en aan Sie = pene Sate oanalipeeh St pthc ne ea arabada 
pt Mea! Weer ).-F ape ee ine ites ES “a we ear att ee > ww BS Aa f | foe ie y a | See toy o> itgiapangeG a Rea ci : a ae 
roe A eS ea me gee RE oe tee a. Me ee ‘i ee “a ese * pee i *) a FF. Eas 5 eS eyes: ane pee a : 
peace URED et Seen & a Se fateh, eel, a Det ze ft. =. ,.3Skees a es ; i poe 2 ay 
s (a ee ee : : Se oi aie 2 aS 8 pica oo ad ea F&F fF s | mt fe 3 von Poet. F oe it 
‘ j oid oo Sa op ¥ ried er ha aya pee is Stee 4 2 Ee — fo : Jk ee a ee : Pia So | ae cape i ieee 
? Hh actbbanead ee Sti ie fies PS am ie ae asd peach cel ee & ; .. S28 YS Fr eS ae ete ee aK es ; ey ae ee a 
; Hes ase i ; St) : za) Re Sede ee eg i iecieee ats. gui Memma a iE Pec mee ye ee ae nea po POLAR. a a ee ae Sm 
es o io Se eral sae 4 : i pee eae | fe Ce ey ie ee ee eee koe iia et Begs pou oan re DoW eye : ede Te Z 
oe. cae i ant eo ite Plc on i iene Se er eee ie eo Sens Die SUR Mapa Racin Te Be? i ae Ree Sp anieesacid é j ; ee ee i hae Gi i ati liek oe | 
ee : Bon Gee Teoh ee = Ae Pe eS Pr) eT tienen PS, pd CD SARE Wy oA Ie ce a ee Saale tee We oho Pea oRS is ] i ee Sh ue Mint MO Sai ean, I Cael ath 
ie: : en ae we 2 are ee : me, coe ayer ‘ ce apace SARE Ret NN one ae nt a sie he oe i ea anda eee eal a. teat RG, Co. ahaa aaa 
Hea, SPRL) 5 io ape tithe a aN : Pn fet ch aye ‘e per one eG bi a ae : ‘ i Arg eh Ss oe Sie an ete Ss eh nl a a * ei ma de ele SR AL a i SE Da rs 
ee ae ae , a oo re scale ae oe ; Br a er eee ne gee et Bene eee oop Oe hes hd ae Wi Peo. Yee ceeh es ariel oY: 
We Banas Pt a2 ee, : ; : uy aig Bee gt ere gn Ciecea 59 1 EEO NS eR Ree an ee eee re RMD nee a A Bed Teas em Bari yh he detec cM 2: fe tos Joie eee eee iibreiese bite: ey Sadi pas 2 \ br: 
i e te wee 4 oy Reon ke ee Us in ON a ae amet: 7 a ears es ee es Sepa tse SX een eet ae sre AO oh seca ie vo Al ectie 3 SRE ES eeeliyir es The he ihe aan 
: oan Sat Pee eae ae ies eg aay Sn ae ee oer prema ere one RMN te Ie =) ates Deak! 5 iin ee mae Basha st Ag ae ee on Gs eee ee Hi ee EN NO eee ae ea yee eee per er a _ 
i : aa ee ER re be" Fotis hs Oe ah Na acs! 5 ee eae oe tee cay aoe a ea pekehe << 7S ae re er oe ee 0 Seana eae Br ds Sg A a eae er th Sa ke rhe: peas SOS, eT on meena ee 7 MEIC 
ee f le aa tana | eee eee Bay ee oa ge te Sere So. Kaen ree een oy |. at eet po tures bgt y Lela Sea! saa EG ra ei ee eid he SRR is 02 “ae 
ae Wenner os ae ie Cee et orl ys! Sa ane eee sant ten: ce eae age ne ERMA niet ek tlie a ihe a & SR MME ARN so EN Gd 
seta. " ee ae at oer i = i A eRe Mig 7!) 0 58 ae janie yoo packhen ee es alerts te ke ih a ee LO een et wee re a Z “aa that : Pe SNe oe o. ie aa ally baie Fite Uk | Meee meee i Par ee es whe 
ea , io dpa ee ant ae COSINE Sd ae St eieeaecel |: Oa OT ee ae ae aah “oe eee “ yi piel aay ane eat - Roisin ate he tes i ee argue Staak 
‘ Oy Fre f RS i ee foo Ot nee reel eter ey ‘eee er BO a 2 ae ee ee ' Et Piaget Maley aaa oa hess rs ae a ao F iliac en wae Bx 
titeew aS aaa Bet eS cn vi - er i ah oe poke a. ae a Yl 2 2s & : ee Wee cure gies % et Se Sam Cnet ie oO as allan apie Bx 
eM in Sp Enea. Me oily fig le ; per < Pct es nel core ar ah , yes se eg > . a ees § Boe hs Be tr al is 4 aR Pied ral ee tee* © Peas ano 
ae a Ph AO ee Mags ny we Soe kas, . a. & =? Bee yy ; is eon ae ke See hae : ey bay 
Fike i Pu ea Ora a” Vgeesr aes gi in it E 2eie beerek =e Eien ee co Re —  @ 2 Pees Son “ire = Sint oe = eee ot it, : 
P : ies De eee as, ba r é ae a eae i an wi ee mY & Bile ; ‘ aa ae TONS ie eam . : f 3 
: Beis rae S28 es a : # a ied : hen ee . Birt data . = ea = on 7. @ : : ’ % ee in 
; ; 4 a a aeag e ici > ape aa ae ‘ ey pes Lead f = oo ~~ ££ a. o & eye ey. ; Wes 
Faia Be alte: ‘ callie =% ets _ oo Baron Mid a -_ i oe ea a fe % ag a : F "5% i re eb Palas 2 sean date 
an % > a mn i eal Le ce : : i Soak haa ce, Bey, i * : , vat uae ee ecg a eit oy oc) one ‘ie Bs 
: y, i : tien e healay aaase bauste pe OT A eee wets) ey “s, ge ae Be at oa nee peat 
rg a ee ee eae ne ee Wier 1h) ee neni oe Peis eRe femme, EL Para meray oe Cae epee Ohne koe Ll a Cem es sag ; a " oS ee er Pe Ne ee Ae een Raia Puce ick ity. Sym oe 
i r = . ee go Babi ac fuga ts i as Sate Lain act Biatens oo ERC BOGE BS tou, ce Vee ee by pr a a ee bie nena ie Pee ee | Geren Cee er Peete 
ve aE ee re erry kere Dig ella at fa Meets oy Bad 3a ie. eA een. Ee ee lhe Ett Poe aa 0 te tals Weavers hopes © Abo. ae He aN ie Peeria  el eea Peer 
: ao ae : ice ae Ay lege 7 Nt erate teeta Mel Ain Tee ee gay Sig's ae WR ge nen le ewe Tiga) ea wy ig ao re PLE eee, eee Brie : at er eee a ih. aaa oe 
oe oi i ces 4 ae » a eo ee hi ‘ Came ait, De yt b oF: ata ay Wis yi a eer Mey yee eee dng i a, Spams umn gd i as SRN. ae oe a a 0 ioe bal age ra bn ae Py, eee emma 
eee pais fl Con tm : wee esa - Sn Bee es aoe i, Re ee rg eae’ ag Oy ie Be eee lee WB cies (ae es Gee): eee eye ae : te SE eS 7 ce hee ee eels Bee ee 
eer. He te ap ct Cie i 4 a ee sig ae CAM a foo ilmieaae oe Mae McBee gre Wen eee SPATE M SRS Seti ee rae RS i i ie a, {ei peat ty ny pig Awl . Peer eal ice ht tae es iS oar | 
et ! hehe aeene ear ere AG hee Teeny ee epee ee pre nee hots? Sl eee ee. “ote te EE ne at ae eae Re ei Maree. + J) aes se cath Ber Sr eee ie aka my ae 
eon 1 ee ID eee ‘ Mt Ce pd dae iy lees yh Ro ae ieee a — ee i ap ae Gg, elas OF Sie NeaHa coi aoe EUS Se eee UES o's Se D yea ata pa ao Tb RR caer alee, os toe 2 
ale Ee pais: y Sori ee, Bash ee ie ie oy ied dee a eet aaa Ps oa PA eae iain Admrexatis ie enpta eke Oe: | ae ee Bio i BREEN oe pet q yoy bs a en Been > ae tee 
pea allie RUS: en MRM 5 : er ee Oo GA CR as ai Bit Se Ree ee a Cen ee Pe Moe mae ae (Re com ob erie Gleam ; ket of, eee ee) ose eA eae 
heats ulin ot ” eure met ge ames < Pa ai ay oy et 9s A pte” eae . eae, Sri es, oO is. a s 7 F be Pare hea aot ee a y Bali ie te a ae ae 
he nee Oa St ee Be, Be sh. es seen Pe etree lady. Se iT. =, : i vee i Se ea Alpe, + 4 ocala a Nate ae ieee 4 ee te Raa ei eae 
Bea 1 “eee Pes 5 5 eae sk 88 np oe ne ee ‘ tS : ‘ ‘ al ; le aa r : ii een ol a oe pe 
ae pera eS) rapes naga : ue ee Bae a! - 2 & ue = oie e Pes - , ’ : . 3 . MS 5a ee kee Nese er rare eee Si ta oe ee 
Pees "athe chr = Mgr 2. epee © Soe Ce Op i : ite 86. SB i C5 ’ Sal (METRES occa am ie gl F “ Rois ior Soe eee nia Man Tene: i eee 
Sitar hy rg kgs saree Che a ears feet aes ‘ ~ aca |G 2 Bos hh Bestia, a Saeco Ape ieeeoayy te ~~ elem RB ate A mae ae. 
eee Biel eg an ae j * an, Samy a. we ‘ 3 eet | ae _ x Pen, ee se a nar eat PE SO ae eg 2 eet ae 
sate S43 pues ere: Ae a oe “ree “oy = ree te am pe ese ts ¢ : " . Seite a Bee dal, p TARO ae te ete Me reea oy eka a ee 
ey cae a fay Sola eas oe. j eo oA Beep : i » | foe ae ‘ leet OC an 7 ee a ree a roe mete I a 
cate Be, Peale Ciesla eee ; Sia I Ie a ne as, : ey oe diate ety Se Fee ¢ eee wea ee Pee phe a a, eee 
si bin Fa eB setter ce oo: et ret 5 - : y hayes d E i i. = Mapai Tg Gee ea Fat Toren if peat ee ae a le as ae pease, Behe en 
i ey aaa, Pee ees ees sea se aie : Taos | % ‘ : a 4 J one nie Son es. ein - ae o bee. 3" ey ee pone tet se 
! out e e Bee eee ned PaO es 2 igulal>* lh AN . Bas J : a “ é a fae pass eRe pigs oe ane tier ee ea i co Sey Bi cee 
es eae 28 og eee Ce time 3 aaah te : a “eg ions ff ‘ alte weit ian URS Say DNR er alte 8c a, peer Me 9 ae pee Bee es is ae Pe he es ; 
be ag a ee neers tc aa eta 2 ew BY tessa " ies ¥ nil A ig : AS lt os ea Main ene. gt Ba ee ee eae sas ies Mie art st fui a Raa a ae oe, vi re a ers tp eet A 
Trae Bers 4. ae eens, i Ey ae Oban =n ae , Ee as OA aay ry ate etree Na Se oo? een alr ete Cet eh eaorain ie nes Se TUNES Te ly Se ie Bata Uy 
aah 3) See a ee eeu oa Fee ee og cel ae est a arent pee ae cara Lay ee, CS Sa tier sh! PAA Sane ate al eer rai ig oats plan Lit 2 Rag ar aoa i 9 bo tia o 
Sore ee Aa lean ere ae Aa ee oe a Ree eR Be eee ie a a “righ Matt ne 6 eat 2 Gs OE Sm Sarre: “AR he : iroaiy Leche Weert is he, Cosa ¥ o LAE ee ae ier "A em ose 
ee : Pe, ee Soca Peg aie 3 ee meee Fe ee Pl ot a eet eee Se are Bs & ana ea roa 4 7 Te Ce ae Lie A 
2 i eae : 4 < ‘ ROM te ge ae Y Sag Gis. ¢ a Polecaie CR fee tie =: See eat 3 i 
ae x . * hey 4 5 a He Ets i is ¥ oe. ° Whee oy tiene ee 
: y * c ea r = y ee ‘ neues Suge tat f Mae Soe pe ik yg aah fh Via eg auctor = Saray 
‘aS ae. ae ve : nD COSA Soh Diesen aa ace Fall O:, el es Be Ae st ade Hp eigetaa ts 
* yes Ss ifs he & a : e Ce ag lett i Me en 4 cr ae Mor eae Se Toray 4 ieee 3 ge a 
4 + ¢ c fay : gre WAR ey eT ee ee eo . felt Rigs Paglia) aa ey handeonnaae fan ete eee Se Oe Mle be eye Urea | Ret Agora We ee Ta ee eres 
ah = le mac asea w Wp coat 22 cach ehien,! | yr Meas el oe ae SaaS FA Siete ‘ F Sei ake de Valen eG ' ged oh. hn 2 Rie Pom 24a 
is pei : GGA 8 (a ee) STE Ee Sn te ea ery yes ; ae SPAR Ret Si oe SR a rhe ee eee a kee ae ad 
te 4 a PEN a ease 4 OS ssc 1a i! ge, mete ep ete, Ce les one Nene nmnn ih r > SACs a i) vt owe ire pam . ae ewe ig ae ae ae 
Seah: IIR A i i sl SMe Ty 2 a aS Stas : oeahae y ee Se : : ee ie Fat Pease ae Sai se at 
aed 2) ee eave ween eile “ae Te eee ee ee one hens ¥ aie Pe 2 Benegal eit: 
ee SS OR Ie ae Coat ee "ree 2s pA te ee piled es ies a Pei ‘7 Eee) He SA OM moet ie Cease 
Be eres one eer a Pm eo i ji * . s : Be hoa! Seen Ce ice oe iy 
te ee 4 re . ie ; eet PLE Uae OE oes < 
ke ‘ i » ‘ Ba ee ae re COE doves shear pe pies ad 6 a a ty aa isp - 
; : anal ey aoe we : ror ‘ 4 ; : Mt ee, Bi he a Me Th ah Hate ER ag, SIS ane Eyam eg 
iach e Wie ra i Mie 4 op GY, ti hh MPG Ode «he oe MS age a a‘ eg is RE ee ea Og 
k sea : 4 : oe fe ¥; oe B # Me ge Bg ee oth Nm A 6a Pi dae MP A ke : if, 3 
: ; - ; ce hi Pe es ty y Eee 4G 4242 i Te GV pig ORS eae t no erp ie 5 ere hy eo F 
k i ‘ , ath OF pe og a Be. ty Sy ase NE ag gee a eB, PO sis , gird MRR Mathcad aC tn GR, 2 ala ee 
ae eo ae ogitetialit: os Z CE pT OMC TI AP ee ee PS oe arent ectys sant oa ahs ig Bad paiatnis 
sf “ert oe A ite “i. a cn = sana Aer ¥ wae % ’. he it +. (Pg * .. S ye ‘i - ~ 3 _ y * r z « 
gir ee lacs irs oat da ieee Sh Lee ; a 4 sais es ie, . ‘ cies dette, eee et ces ny 
i wee Ses ead a ee i 50 (a eect ue Lae ! Ph . ‘ : . ee a ofa Ngee 
eR id ee ee erclane A: ene oes ean * E : . . = Oa : ; ee caren Neer” ee ‘ ee aoe ae eet Pee 
ie od . fork F Ae hy Ey = aay tra pags Se ee RA nd youl ante ear Ne Starnes gay tage Ra ee a Pier 7 ia p i OS hens. ae ee oe cad bie iN Tie Se ta 
fo Sac aimee pny 2 eh icebaase b: P 2 y re ee he * ors oa ie, aes a ee 4 et F ae 4 fe (ya ait Sess don, cohea een ee ie Sao eae 
ws Sine ey a ou . : ’ coe : eur : : Serta ease Uh tar tae NC : Pees See | x , . Sy by eet ee ab Jae ee es 
toe Vaid t wee One ake ete ise aera ; : v A eee pe ae Boat at eer : ‘ ‘ pe Aan ae eet gps ceetiel ere re frag 
ee ei Sc eae a ‘ ; pea any Me ee ae Geese 4 : : ies a iy B Mak lola a Ee ie ites a aan 
nae : cee = Pee ee Ea) Sar f fe Ce ee Ee aia deer gear ek eg ra 
fie as 5 i ae, * i i . * oh pe Se mee ec ea a oe eg tA Pre aa ena Ce ee 
plein coc f S seg fee hn re i Hick ets Eee es Cae a. ene aR CR eTS «lee Ramee 
‘eam ea 3 ea seit, di i yy sonths a or | * ae, ea f Beets ie awa au AER is Ore i ees Pe "5 eee 
SS a Wee Pee gs! ite re eae Pe er, isc r ‘ Soe Te oat es Maa aM aay esto Nee oe, ae 
boa at en Re ee ae Pere rape Masago ult ee wats fi ’ - " ? ee he oe eee aka ts ees ptr egal tances, 
SMT pe te se pa ad) ai eagle es eee” ve ae aes Tie ey Mey, e a f . ‘ ‘ ’ sade iit. . MRE g eeeeey ens 5 oN 5 A ey. Caer s Wie er Steer Bs re. ie 
i ee alta? NS i es, Stes ate erg ste (eo. mn >. . ee e ae ear ; sat Raper i ie IMTS es ae ti Ricks ir pes tae asia ca aT ae a Nek ME gees poate eae Se 
i nig op tae Bee ng IN kweli ae pees ee EET 0 Se ee a en es ee Ne (eth eG es Raa tes eee yi Ly ere iy Ree 1? degen OMe Seamer tp) 5, os 
Teter: ‘ ee E a me eta ve ae pect Oe eae ne neo es Uh PET Hea ge ee wee sith ean eat, Dees Beas d ey SOARS Sk oe eee ae i re A eae e k hi 
De aod ens - eles EE) ghee Sint as eee ea eee A Ree on A oN ne eee TC EEE tr S 6 i ee A : Sye iy 2 Oat” Bis Oe aga men a ese eheel Meee eee ite 4 , ee 
Sia, at a Pa é or ey é ol Vance BoD scar ae em, Cary s\n eee So, aneenter a uet on Meal, i ue my el 2 s “ hae ‘ i 
a eae a oe om teas ee & : elena errors oe Cee ig di oral iad es aes Pee i oe Tees eee yh pea aoa Page : 
ae ea ee “ Paeey ! seas = Sr ae — . Ne fee tL gs pict nia ine! =cut amtuie, : ee ieee eas Wsgieenee? a 2 ai dee tae 4 Sie aes ah — ne eatin belo, : 
sg aie gi See ot aaa en ey be See cas gael 1 ea eee ei ue geen nth eae 
oe : oe abel mee a Pid oF Rea A nh ae ea iS “ag 4 - Sa a eee Nena ge int tS : ee et i LE soesisinniabesibiliaamsiieiiag . pane ee a ee 125 ae 
‘ d oy EL Sy Wie TMT ae al a : £ on i pe ee yrs re ei as + Pe De tiaccetas ‘ A “eee SOE RRA LOS a IR RS AE : : 
ee dee oe a _ iy PS et os NT ’ Resi cay ptee Netw eee goo = ‘ . i " ey ye Bee ae. Relat tana a pees tie 
to be Aah gels = ree eae rath ek Yt a mi 3 i ae Fu SA a tna ily oe det cee Aa erences er, ge 4 ete tr as ee re tia, Re ‘ A Tei wane reer a) ee 
: ' sada ake ‘ " Ei $ Wee aaa a5 ae EE RN ON yl an Re . " sex ees, Bape ep - a, ee eet, KS : ie Ne eS oe eee Sa sale ee ay Sale : 
eee: eer Sa Oar at a Ee CT a er e] ; awed, i ee eae Pech, Use eee, 3 electro ae peek pcan eee ie ‘ a 
as oes i aed atts » 7 praca seater greene oy get ee ade pe i . rid cet, Tere gs a eae ae ei zy rai be read Sage ‘ 
‘Cee ; - on pete si E 63" ie Pei ‘uae re iy Deere ia: ae % t Siete Ss 
es “e “ 38 oe ae as 1 tad er a eee ihe Me ee Ng - i EE oes ae! i, ¢ i 
hs A s : 
iets s : , Kees wi 
- i a 3 9 ee —e 
ae . rll, Re Sets 7 
a J - a, i he yuck Eee. “SG eee ii on : : 
; x Be fi : ia i ai ~ ME eas Dif 
: : : ae, Wels _ bgt ‘ i Eg: 
4 : ce ae ae a OR oe ae * ee a Pe ae a 
: : : : ris eee ae ee lig os PR ee : : : : oe i Si ease erst sea. ete ite, ie ‘ae 
i tee ; : : ia pit, hy aa oe, EOE eel Seaman baa ee ee) ae ee Pen i. OE A 
35 f o ae ot s 2. week fe * ‘: 2 on ee ee + ig Sees grt, Y. sr STR Sse Ne ge ae ae, “ee ae ‘ sgh tt eatin Se a AS oe 
ree ee : : a aes ; mea ee a r T3ag (pt See an od aera ee es ee ae. Se ee ean ye oe ees Puget he, ae eat Ati we ee bee 7 
ae ‘ en 1 i BB ine BP eee es ong meade Ane) Me ene eee Ciahs CEE ht enc Bee ee i ee Be gis Ese : ASS Laas cen Pe ea eeh Mo Rae ae ci : 
ig hs ‘ 2 tnt et el ee hea rome? Ane Pee wire or eyes ree ay cane ek Re eee emer css 2) Aa ce cea Tee re es"), eae ere Ae ee . oh aie neh ag Us, gis 
: ? ee a see 4 Aa pC ee ie a ee ae Liane i Mt d 5 = ial ae Ceo Ca heart = es : le ~ ; 
= « ey Bees ia * re hg ‘, ‘ _ ae ‘fp a ie ae 4 ° i “rs * pth it -  ccipig ok i a 
’ es are eae eer ak as EET a Ace ne ae ree = ce eras " 4 . io. sce * aie » lle ee ie 
oe ees ite ; ee ae ei oh, ah ea ue ae z ae ; 2 eae, F 4 - —=— , 
5 { : ip i i: 2 “ia a : : eae a - E as rea s - . . : : le ees ter a. Ae ert i a eo ar 
oe A ie E * : ex ' 4 r » - bi 4 Pa * ; ak arenes om, eae & 
y - * i . fe ¥ Sie a a8 os . . =o ahi Sas Ey A a y . i “1 ot . ae & ‘ Pee : %, hae b a f ap RR 
z ; J ' 4 ’ - - . ? ; g is si * : ; eae 
Syn Sle " . ; * ‘ : sh ~ ee | Pree we 5 pt =F Ceca rik od i . . 5 4 Q ¥ 
ec — ‘ 9 eon wees. : eee Aone veins ; aoe EAS Ce eS ee ate % a Sy ee ‘ ‘ ; man 
Ff 7- Paks 3 te a4 anys Yew g leg ee ‘ a peer ee 2 a a ie ‘ y Zt . j ? e aa ‘ 
pee r 0 ae Ss Ln os vane ; ; ee : bist it : ; mi é ae Se ; - oe ete Pa Bet Rees, eh heer. ey Paes 
et anak ee a te ee a - " ‘ . . * S * “oe F " : af 4 we at ‘ "ety nr PG : IONE gine Ms ae * on ® ar = 
j ees <Seehcs Fa ’ i , wae Pree as Po Eee We ee ASB Ae 1G RAMBLES Wn tit Ae oo Ca et ee IE ae Nia eee ts St cate SP sl EAD SS SC. Sand Bey ea Eh cael Se Mioae de 
aed: set » pate ee : ee Sat : ty : hair tamed. hear beh dass nd w= Ti De i 2 ae aC es ee Se Mise od oy aoe Se ite x rH Ae ye a oy ee ap RG PE Ee SEY ee oy $ gee Naas 
: ace, sa i ( oa “ . A ee a be = = tari % Da sek ia’ a ag ae eee ee Seat hy woe. Raith WAIN Ean ch eal om at SRT rn Mit Valet é red tei ae. a ah oe n " - 
pve Shia eet , ao " ee, oe ; TD fate ae ell A ey FAg pana 3 Bt Bier Pak Volpe eet: teh eee. Cee eee Pee ae eT, a : Tig Fn —s. < - 


hae: 


vr 


. 


22 


You Ought ToKiow . . . von Belding 


On Armistice Day, 1923, Don 
Belding went to Lord & Thomas 
in Los Angeles looking for his 
first agency job. He found the 
office closed. 

On Armistice Day this year, the 
office was open. Everyone was 
busy, including Don Belding, now 
chairman of the board. On Nov. 11 
he was completing his 30th year 
with the agency, the name of. 
which changed ten years ago to! 
Foote, Cone & Belding. 

Looking back a few days ago, 
Mr. Belding observed that it had 
been “fun” all the way. It had 


DON BELDING, who’s pictured somewhat 
more informally on Page 2. 


been a vigorous, vital and chal- 
lenging business, he felt. And it 
certainly had changed a great 
deal, he told an AA reporter. 


= Thirty years ago, as a business, 
an advertising agency could ex- 
pect to net one-third of its 15% 
commission. Today the net on total 
billings is less than 1%. The rea- 
sons, he pointed out, are higher 
taxes, increases in all expenses 
and addition of such corollary 
services as research, merchan- 
dising, tv, radio and even motion 
picture departments, and sales and 
management counsel. 

The increasing complexity of 
business has also added substan- 
tial legal costs, Mr. Belding pointed 
out. Years ago, he said, when an 
attorney was needed, the idea was 
to get one for “25 bucks.” Now, 
four legal firms are kept on a re- 
tainer basis. 

Thirty years ago, most agencies 
were a 100% proprietorship. Now 
stock participations, profit sharing 
plans and numerous employe bene- 
fits also reduce the net. 


= With all these added costs of 
doing business, Mr. Belding said, 
it is not remarkable that agency 
profits have tended steadily down- 
ward the past ten years. This 
narrowing margin of profit will 
inevitably cause many agencies to 
fail when business in general falls 
off, in Mr. Belding’s opinion. 

Questioned as to the answer to 
the general problem of declining 
agency net profit, Mr. Belding said 
he is not sure there is one. He 
thinks the only certain solution 
would be an increase in the com- 
mission arrangement, but doubts it 
will come about. 

One other partial solution would 
be the charging of a fee or 15% | 
for corollary services. Mr. Belding | 
is dubious about this possibility in | 
that it is against habit, and would 
be difficult to put across under 
present competitive circumstances, 
unless all agencies adopted such 
practice. 


@ On the creative side, Mr. Beld- 
ing believes that although copy 
science had been established by 
1923—through the work of such 
greats as Kennedy and Hopkins— 
there is a tendency to give a “de- 
clining attention” to copy. 

One result is that the premium 
on creative work is not what it 
used to be, he thinks. Thirty years 
ago the copywriter got the highest | 
pay. Today, this honor is held by| 


the account executive. But Mr. 
Belding said it is still FC&B policy 
that all account executives be able 
to write well. 


As in other lines of business, 


he said, the big agencies are getting 
bigger, and the small agencies find 
it increasingly hard to keep up. 
This trend toward bigness, he 


added, is the logical result of the 


fact the declining net profit per- | 


centage-wise can only be compen- 


_Sated for by greater volume. 


® Again, as in other businesses, 


advertising agencies are tending 
toward replacement of one-man 
Management by management 
groups. As size increases, the busi- 
ness aspects demand greater atten- 
tion. Mr. Belding feels that agen- 
cies weaken themselves when the 
creative head becomes immersed in 
purely management problems, or 
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the head of the business is chosen 
as a manager. In the latter case, 
there can be a lack of under- 
standing of the creative functions 
of personnel, and frequently great- 
er emphasis on corollary services. 

He thinks the successful agency 
must have a creative man as its 
head. With a creative man who 
can help solve problems through 
frequent contact with clients, the 
clients get the benefit of the agen- 
cy’s best brains. This does not 


,envision continuing contact, which 


‘by the attacks of the 


is the function of the account exec- 
utive. FC&B meets the problem of 
management by having a business 
manager who frees the creative 
heads for their most productive 
work. 


s Mr. Belding views the emer- 
gence of institutional copy in re- 
cent years as most significant. He 
calls its development a necessary 
step in the defense of advertising 
and our economy made necessary 
socialists 
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after World War I and the later 
infiltration of Communists into 
our economic structure. 

His personal principle’ that 
“every man should give some of 
his own time to improve the busi- 
ness in whith he engages” leads 
logically to his enthusiastic work 
in support of the Advertising 
Council, and the Joint ANA-Four 
A’s Committee on Economic Un- 
derstanding. 

A founder and former director 
of the Ad Council, he terms it an 


essential public relations activity 
of the industry. A former chairman 
of the Joint Committee, Mr. Beld- 
ing asserts no other activity has 
accomplished so much with so 
little money. Mr. Belding recalls 
that as recently as the beginning of 
World War II, 100 prominent 
educators signed a petition that 
advertising be done away with for 
the duration. This could no longer 
happen, he believes. 

And, without personal vanity, 
Mr. Belding points out that the 


worth of these projects has re- 
sulted in his friendships with such 
leaders as President Eisenhower, 
General Omar Bradley and other 
great Americans. 


8 On the personal side, Mr. Beld- 
ing recalls that he worked the 
first five months for Lord & 
Thomas without pay. There ap- 
peared to be a singular lack of 
appreciation for his talents. So he 
volunteered to go to work as office 
boy, without pay, until he proved 


his merit. In the meantime, he got 
along on a_ veteran’s disability 
pension. He still needed the pen- 
sion five months later when he 
was named assistant space buyer, 
and paid the princely salary of 
$65 a month. 

Before that, he had seen service 
as a radio sergeant in World War 
I, which had _ interrupted his 
schooling. Returning, he graduated 
from the University of Oregon 
with honors, in 1919. Going to 
Klamath Falls, Ore., he was man- 


ager of the Western Union office 
there for two years. Gaining con- 
trol of a weekly paper, he con- 
verted it to a daily, which he had 
to sell in 1923 when a prolonged 
strike in the lumber industry 
caused a local depression. 


® Returning to telegraphy as 
manager of the Postal Telegraph 
in Bakersfield, Cal., he broke down 
with pulmonary tuberculosis, 
which kept him in a veterans hos- 
pital until November of 1923, when 


he went to work for Lord & 
Thomas. 

Commenting on his choice of a 
business career, Mr. Belding said 
it came from two factors. The 
first was his observation as a 
publisher that there wasn’t as 
much money in the newspaper 
business as there was in the ad- 
vertising field. The second, leading 
to Lord & Thomas, was the advice 
of his mother, a schoo] teacher, 
to “get with a company small 
enough to advance in, but big 
enough to offer security.” 


Another reason why Architectural Record leads 
its fleld by 1,000 advertising pages a year... 


=== IN TEN YEARS 


| $55 MILLION IN 
capital 
investment 


THE WAY ARCHITECTS AND ENGINEERS 
RATE ARCHITECTURAL MAGAZINES 


a 
. ‘ . THE ALTOONA MIRROR 
One way to find out how architects and engineers rate architectural easons 
magazines is to ask them yourself. Four more r why TS & CRASS Or Cee 


Architectural Record leads its field 
by 1,000 advertising pages a year: 


Scores of building product manufacturers and advertising 


Hl Big Investment means. . . 
agencies have done this in recent years. 


Nationally known firms have concentrated 
more than $55,000,000 in capital investment 
in Altoona, Pa., in the past 10 years... 
$23,000,000 so far this year! More than 
a "railroad town'’ on the main line of the 
Pennsylvania railroad . . Altoona is a 
well-diversified community of 76,900, with 
a metropolitan area of 139,400. 


1. Editorial timeliness and bal- 
ance: Hiditorial content is balanced 
scientifically with the aid of Dodge 


In 50 out of 56 readership studies (sponsored by advertisers and 
agencies) for which results are available— 

and in all sixteen such studies since January 1952—architects and 
engineers have rated Architectural Record first. Reports in terms of all types of 
Bl Big Purchasing Power... 


An abundant supply of skilled labor at- 
tracts new industries to Altoona. Fourteen 
thousand persons are employed by the 
Pennsylvania railroad alone. Wages of 
$11,000,000 are paid each year by 62 man- 
ufacturers to some 4,800 other workers. 
Labor's productivity in Altoona contributed 
to $181,640,000 in consumer spendable 
income. 


buildings architects and engineers 
The evidence of all these studies is available to you— 

but you need not rely upon that alone. We urge you to conduct 
your own magazine preference study among architects and engineers 
who are known to be active prospects for your products. 


are currently designing—the types 
of buildings that mean business 
for architects, engineers and 
advertisers. 


We believe the results will give you one more good reason for 

joining those leading building product manufacturers and 

advertising agencies who today are putting Architectural Record 
ahead of its field by 1,000 advertising pages a year. 


Architectural 


2. Editorial quantity: The Ree- 


ord consistently carries more edi- Hl adding up to BIG SALES 
Food sales in Altoona run more than $100 
over the national per capita average. 
| Dollarwise, $355 goes each year for food 
(30% more in the first six months | for each person in Altoona. And once 
ame again, Altoona has topped Pennsylvania 
of 1953). and the nation in per capita retail sales! 


torial pages than any other magazine 


serving architects and engineers 
F.W. DODGE 


| 
| 
I 
| 


t 
3. Verifiable market coverage: | & ae Cake nee See 


hi IR on the Altoona city zone... . 
“workbook of the Architectural Record not only . | Population 76,900 . . . Retail Sales $9I.- 
active architect serves more architects than any 429,000 . . . Retail Sales Per Capita $1,192 
Pp ie ‘ganas siciaatiad Side ie . . » Food $27,324,000 . . . Drug $2,140,000 
t CORPORATION a other technical magazine but it is 5 . General-Merchandise-Appore! $22,- 
| Istanbul Hilton Hotel, Istan- 119 West 40th St. the only magazine that can docu- 954,000 . . . Automotive $11,878,000 . 


bul, Turkey. First presented 
to architects and engineers in 
Architectural Record. Archi- 
tects: Skidmore, Owings 
& Merrill; Sedad H. Eldem. 
Photographer: Ezra Stoller. 


New York 18, N.Y 
OXford 5-3000 


ment its market coverage with 
Dodge Reports. Actual check of 
Dodge Reports consistently shows 
coverage of the active architects 
and engineers responsible for 85° 


of all architeet-designed buildings. 


4. Lowest cost: Perr page per 
thousand architects and engineers, 


4° 


Wholesale Sales $66,008,000. 


@ Selling The Altoona Market 


The Mirror is Altoona’s only evening news- 
paper, read in 96% of all homes in the 
city ztone. Advertisers placed almost 13 
million lines of advertising in the Mirror in 
1952, millions of lines more than are car- 
ried by many of the country's biggest 
metropolitan newspapers. 


Nothing Counts But Results 


Elltoona 


M2trror. 


Altoona, Pennsylvania 


Richard E. Beeler, Advertising Manager 
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DeLue Joins Mayer, O’Brien 


Ross DeLue, formerly a special 
writer for the Chicago American, 
has been named an associate of 
the Chicago staff of Howard G. 
Mayer & Dale O’Brien, public re- 
lations consultant. 


NBP Appoints Taylor 


Theodore C. Taylor has been 
named executive assistant of 
National Business Publications, 
Washington. Mr. Taylor succeeds 
Carl N. De Temple. 


Garnitz Opens Chicago Agency 


Howard Garnitz, formerly as- 
sociated with Simmonds & Sim- 


monds, Chicago, has opened his | conformity in understanding and. 


own agency at 236 N. Clark St., 
Chicago. 


FOR QUANTITY BUYERS 
THE ARTKRAFT* SIGN CO. 


<7 | Acthett* hencocering Corporate 
900 Kibby St., Lime, Obie, U.S.A. 


SIGNS OF LONG UE 


*Tredemerks Rog. 0.5. Pat. OF. > } 


TV Code Board 
Says Its Work 
Is Effective 


WASHINGTON, Nov. 17—In_ its 
first report, “The People of the 
United States,” on the operation 
of the Television Code, the Tele- 
vision Code Review Board ex- 
| pressed confidence that its work is 


|becoming more effective “as net-. 


'works and stations move toward 


| interpretations.” 


ciplinary actions. 


It related in detail, however, the 


behind-the-scenes 


| The report, dealing largely with | 


MU cinseahat ad 


SOY had ace 
neds ale 


WESTERN STYLE—Grocery shelves in 11 western states are now showing these new 
packages for General Mills’ Sperry Division products. The new wrappings feature 
the Betty Crocker endorsement and represent the first major change in Sperry pack- 
aging since the products were introduced in 1926. Dancer-Fitzgerald-Sample, San 


Francisco, is the 


Sperry agency. 


Advertising Age, November 23, 1953 


the first year of code activities, did | 
not contain any statistical informa- | operation of advertising and indus- 
tion indicating the volume of en- try members. 

forcement activity, or cite any dis- 


® A major section of the report 
dealt in detail with the contro- 
administrative | versy raised by the Nebraska Med- 
efforts to acquaint the industry |ical Assn. last summer over the use 
with the code and to obtain the co-|of pseudo-doctors in tv commer- 


cials. 


The report told how the code! 


| The report expresses confidence 
|that the board’s investigations in 
cases involving questionable dan- 
ces, off-color language and low-cut 
‘gowns all had salutary effect, 
which induced station and network 
management to avoid similar in- 
cidents in the future. 


® Illustrating its handling of a 
complaint, the board gave this ex- 
ample: “Early in 1953, a mid- 
western viewer wrote in to NARTB 
| President [Harold] Fellows, great- 
‘ly upset because of some utter- 
/ances a well-known and popular 
|comedian had used in a program 
\skit the night before. 

“President Fellows immediately 
|directed this to the attention of 
‘the Television Code Review Board 
‘and in acknowledging receipt of 
‘the letter so advised the writer. 
“The broadcasting facility or- 


board and the American Medical jiginating the program was called 
Assn. considered the problem, cul- | by phone and written the same day 


_minating in September with a spe- | outlining the complaint and asked 


cial bulletin to networks and sta-| for a report on what had taken 
tions warning that simulated doc-;| place and what might be done to 
tors should be properly identified. | prevent similar happenings. The 


Successful retailers don’t guess — 
they KNOW where advertising pays best ! 


City ... DENVER 
Locally Edited Magazine of ... DENVER POST 
Store ... NEW YORK FURNITURE STORE 


“The Denver Post Locally Edited Sunday 
Magazine, “Empire”, is the greatest 
result getting medium we have ever 

used. One Sofa Bed Group ad sold 418 


sets, for a total of $62,679.10.” 


© Locally-Edited for highest readership 
© Gravure magazine reproduction 


© Newspaper circulation impact 


© Complete flexibility 


@ Maximum savings on positives 


For more information about these 14 
grovure magazines 
contoct one of the following representa- 
tives: The Branham Compony, The John 
Budd Company, Cresmer & Woodward, 


weekly newspaper 


inc., Jann & Kelly, Inc., 


Moloney, Regan & Schmitt, inc., O' Mara 
Scolaro, 
Scott, Inc., Story, Brooks & Finley, inc. 


& Ormsbee, inc., 


EMIL P. BERKOWITZ 


President 


j New York Furniture Company 


j 
/ P al 


What kind of magazine advertising rings up sales in Denver stores? 
Fortune? Esquire? Collier’s? Well, leading Denver merchants like 
Mr. Berkowitz place their magazine advertising in the Locally-Edited 
Denver Post Sunday Magazine—and get saturation coverage of 90.6%, 
as against 6% with a leading national magazine. Too, local editing by 


home-town editors—about local people and events—builds top reader- 


ship and results in all the 14 metropolitan markets served by the 


Locally-Edited Gravure Magazines. Recent leadership studies prove it! 


Ask your dealers where magazine circulation pays off best! They'll tell 


you: “Use Magazine Advertising at the Local Level—in the fourteen 


markets served and sold by the LOCALLY-EDITED GRAVURE MAGAZINES.” 


Kelly-Smith Co., 


Meeker & 


AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION © COLUMBIA STATE 
COLUMBUS DISPATCH ©@ DENVER POST © HOUSTON CHRONICLE 
INDIANAPOLIS STAR @ LOUISVILLE COURIER-JOURNAL © THE NASHVILLE TENNESSEAN 
NEWARK NEWS © NEW ORLEANS TIMES-PICAYUNE-STATES 
ST. LOUIS GLOBE-DEMOCRAT © SAN ANTONIO EXPRESS © TOLEDO BLADE 


TOTAL CIRCULATION OVER 3,500,000 COPIES WEEKLY 


' originating source of the program 
had already been apprised of the 

comedian’s lines, which, inciden- 
jtally were not in an accepted 
| script.” 

The report said the network in- 
volved instructed its Hollywood 
v.p. to advise the comedian of the 
/unacceptability of such material, 
ad libbed or otherwise. 

“Since this development, no 
further happenings of this nature 
have been noted on the part of 
this famous star and comedian.” 


a The report emphasizes strong 
congressional interest in the in- 
dustry’s efforts toward self-regu- 
lation, quoting extensively from 
letters and comments of members 
of Congress. 

It lists 188 stations and four 
networks that subscribe to the 
code. “What has been achieved 
here has been the culmination of 
sincere thinking and action by an 
‘industry composed of men and 
/women of high moral integrity who 

recognize that service to the people 
of the country is the industry’s 
greatest responsibility,’ John E. 
Fetzer, KGZO-TV, Kalamazoo, 
Mich., the code board chairman, 
wrote. 
_ “Some stations do not subscribe 
_to the code. That is not the fault 
|of NARTB. Nor is it because of 
/any prejudicial action by the Tele- 
| vision Code Review Board.” 

The section on the implementa- 
‘tion of the code points out that 
Edward H. Bronson, director of 
television code affairs, spends ap- 
proximately a third of his time in 
the field visiting stations and 
checking network headquarters in 
New York and Hollywood. In ad- 
dition, the board has been issuing 
a monthly bulletin bringing infor- 
mation about code review actions. 


@ The report says surveys last 
winter and this spring found that 
stations are increasingly aware of 
material which is contrary to the 
code. 

“Nearly every station reporting 
specified that they must revise 
many commercials to comply with 
the time requirement,” the board 
said. 

Several stations said they had 
difficulties with ads_ involving 
“guarantee,” “wholesale,” “limited 
time only” and “free.” There also 
were deletions of references to 
lotteries, door prizes, visual ref- 
erence to brand name, fair trade 
articles from cut-rate houses, scare 
insurance selling an‘i many others. 


Howard Swink Boosts Starr 
Dudley Starr, a creative writer 
for Howard Swink Advertising 
Agency, Marion, O., has been pro- 
moted to an account executive. 


Levy Advertising Moves 

Levy Advertising Agency, New- 
ark, has moved to the Federal 
Trust Bldg. 
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WHEN WHOLESALE GROCERS 
ARE SOLD ON YOU? 


BECAUSE today the wholesale grocer and voluntary group 
headquarters does the buying, and influences the merchan- 
dising and selling of independent and voluntary group 
retailers. Today, the volume wholesaler is the business 
partner of the independent and voluntary supermarket, 
acting as an adviser as well as a supplier. He often services 
the small supermarket chain as well. He’s a man you'll 
need to influence to sell more of your products, and, chances 
are, he reads SUPERMARKET NEWS because 


ini 


Si 
mOre wholesale grocers pay to read —Peinitket Nox 


ie nnn 


than any other publication. It’s the industry’ s only 


weekly newspaper— geared to the weekly buying, 
advertising, and promoting of the supermarkets. 
Supermarket News also has the largest paid executive 
circulation among all supermarkets. Remember, 


selling supermarkets is a weekly business. 


e e * 
There are 52 selling weeks in 1954 and 52 issues of 
sateen ene 
Su per md rket News A Fairchild Publication — 7 East 12th Street — New York, New York 
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‘Modern Packaging’ | 
Covers Go Modern 


New York, Nov. 20—If you like 
modern packaging, you'll love 
Modern Packaging, especially in| 
1954. 

The Breskin Publications’ | 
monthly is going in for contem- 
porary art treatment. of its own 
covers, and has engaged the serv- 
ices of George Giusti, known for 
his series of Fortune covers over 
a period of many years. 

Twelve basic industries will be 
given the impressionistic treat- 
ment, beginning with the January 
issue of the magazine. For exam- 
ple, the cover devoted to meat 
packing, ADVERTISING AGE has 
learned, will consist of impression- 
istic designs of various styles of 
containers, each with a motif of 
an animal indicated within its 
borders, while surmounting all, the 
artist will affix an ordinary, every- 
day can opener. This entire mont- 
age will then serve as engraver’s 
copy from which the full-color let- 
terpress plates will be made. 


® Conceding that some individuals 
may find the new cover treatment 
a radical departure from what 
they are accustomed to, Alan S. 
Cole, Breskin’s executive v.p., 
maintains that the Giusti covers 
will bring “a new note of dignity 
and class to industrial publica- 
tions.” He pointed out that to start 
this new series the publishers had 
to decide to abandon their “Pack- 
aging Hall of Fame” series, which 
has identified the covers of Modern 
Packaging for the past five years. 

Original color photographs of 
outstanding packaging jobs, which 
served as the bases for these 60 
covers, now line the corridors of 
the publisher’s offices. 

As part of his new departure in_ 
cover treatment, Mr. Giusti is also) 
designing a new logotype for the. 
publication’s name. Interior treat- 
ment of the book will remain es- 
sentially the same as at present. 


# Mr. Giusti has achieved a repu- 
tation as one of the nation’s lead- 
ing industrial designers since his 
arrival here from Italy in 1938. 
His technique, according to Modern. 
Packaging, is distinguished by “his 
ability to capture abstract subjects 
in comprehensible images,” a tal- 
ent attributed to his earlier train- 
ing in the field of architecture. 

The new series of covers, Mr. 
Cole told AA, is expected to arouse 
much interest, and perhaps some 
artistic controversy, in the busi- 
ness publication world. 


S. F. to Get 5th TV Outlet | 

San Francisco’s fifth television 
station is expected to start broad- 
casting during the early spring of 
1954. P. Patterson, owner of 
KSAN, is now organizing KSAN- 
TV on Channel 32, following ap- 
proval by the Federal Communi- 
cations Commission. He has 
named Dick Bott, general sales 
manager, to assume his duties as 
general manager of the radio sta- 
tion, and Ralph Sack, radio spot 
sales representative, has been pro- 
moted to succeed Mr. Bott. 


Becomes ‘Audio’ in January 

Audio Engineering will change 
its name to Audio with the Jan- 
uary, 1954, issue. The magazine’s 
industrial policy “will be broad- 
ened to impress the growing num- 
ber of hi-fi hobbyists as well as 
the advanced technical enthusi- 
asts.” 


Green Giant Promotes Tong 

George Tong, director of traffic 
and shipping of Green Giant Co., 
Le Sueur, Minn., has been pro- 
moted to assistant v.p. and director 
of distribution. 


Piel Bros. Boosts Schmidt 
Stephen J. Schmidt, since 1947 
associated with Piel Bros., Brook- 
lyn brewer, has been promoted to 
assistant advertising and sales pro- 


Hawaii Promotion Office Opens Shuron to Moser & Cotins 
The Hawaiian Visitors Bureau,, Shuron Optical Co., Geneva, 


‘responsible for advertising and|N. Y., manufacturer of optical 


promotion of the tourist trade to goods, has appointed Moser & 

Hawaii, has opened a San Francis- Cotins, Utica, N. Y., to handle its 

co office at 323 Geary St. Walter advertising and merchandising. 

Wood is the mainland manager. Charles L. Rumrill & Co., Roches- 
_ |ter, had the account previously. 


Promotes Florida Resort | 

C. D. Davenport, formerly exec- | ‘Journal of Living’ to Scott 
utive director of the Savannah,, The Journal of Living, New 
Ga., chamber of commerce, has York, has appointed Duncan Scott 
been named advertising and pub- | & Co., San Francisco and Los An- 
lic relations director of Silver |geles, to represent it on the West 
Springs, Fla., a tourist resort. | Coast. 
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KGO-TV Goes to 120,000 Watts Names Goerl Associates 


_ KGO-TV, San Francisco, has| The Dominican Republic has 
|installed an amplifier which gives appointed Stephen Goerl Associ- 
the station a power boost to 120,-|ates, New York, to handle tourist 
000 watts. The installation is the promotion and advertising in the 

first of a series intended to raise U.S. Newspapers, magazines, trade 

the signal to 316,000 watts, ac- publications and direct mail will 
cording to Vincent Francis, man- be used to attract more American 
| ager. _ visitors. 


| 


‘Douglas Named Art Director Houston R&R Boosts Keady 


| Robert W. Douglas, formerly Ted Keady, an account execu- 
with Leo Burnett Co., has joined tive in the Houston office of Ruth- 
| Warwick & Legler, New York, as rauff & Ryan, has been promoted 
‘an art director. |to manager of the office. 


—_— —_— —_ = + 
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Joins Fulton, Morrissey Hanscom to Fuehrer-Williams “Business Week's’ Bell Says That a Strong 
S Curtis Swanson, formerly with H.F. Hanscom & Co., Providence 
“ Harshe-Rotman, Chicago public manufacturer of wire paper prod- Reserve Board Is Needed to Stop Setbacks 
st relations consultant, has joined ucts for the electrical, aircraft, 
e the public relations department of laundry, agricultural and general, PuHoenix, Nov. 16—A group of,to the Arizona Bankers Assn. 
le Fulton, Morrissey Co., Chicago industries, has appointed Fuehrer-| Arizona bankers were told here, Mr. Bell told the bankers that 
a agency. Williams, Providence, to handle its ja; week that the Federal Reserve monetary policy has become the 
poo bic gga a and Board must be strengthened in|Eisenhower administration’s first 
WIBW-TV Bows in Topeka Greet mal ws a ‘order to prevent a business set- line of defense against a business 
WIBW-TV, Topeka, owned and back. setback, and that as a consequence | 
operated by Capper Publications Clarey to Donahue & Coe __ | The importance of the board in| the board had new and important | 
ks Inc., began operations Nov. 15 on North Clarey, formerly with the U. S. economy was stressed by | responsibilities. 
\- Channel 15. The new station will Kudner Agency, has joined Don- | é : * : 
' Elliott V. Bell, editor and publish- However, he pointed out, ap- 
d carry CBS, DuMont and ABC pro- ahue & Coe, New York, as a copy. ; or ‘ : 
grams. executive. er of Business Week, in a speech pointments to the Federal Reserve 


* at what’s happened to WBBM-TV You'll see at night— 
8 of the “top ten”... 
15 of the “top 20”... 
shows are WBBM-TV shows. 


While during daytime— 

6 of the “top 10”... 

9 of the “top 15”... 

Mon-Fri shows are also WBBM-TV shows. 


t In top-ranking quarter-hours— 
4, WBBM.-TV again leads the field with 163 
fe i week-long first-place periods . . . 
e | 34% more than the second-place station . . . 
pe | More than the third and fourth stations combined. 
am | 
ae 
1 5 
Ds 
tag ® 
ail Finally, you'll see that— 
“ WBBM-TV delivers an average week-long 
r Fl quarter-hour audience 
' af 31% larger than that of Station B... 
i - 38% greater than that of Station C... 
is ? | A whopping 79% more than Station D. 
t 
WBBM-Tv ( @iN 
=~ | TELEVIS'ON 
All this in just 8 short months since Chicago’s CHICAGO’S SHOWMANSHIP TELEVISION STATION 
Showmanship Television Station took the air. CBS OWNED 
Scores of new advertisers are taking a long CHANNEL = CHICAGO 


look at WBBM-TV.. . and they like what 

they see. From their example, you too may 

profit by calling your nearest CBS Television 

Spot Sales representative or WHitehall 4-6000 

Mer and see all the facts first-hand. Source: Telepulse of Chicago, September, 1953 
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Board in recent years “have not 
all been distinguished.” 


s “The fact is that recent Federal 

|/Reserve Board chairmen have so 
despaired of obtaining enough : 
high-grade board members that 
they have favored reducing the 
size of the board from seven to 
five,” the McGraw-Hill executive 
said. 

He suggested that either some- 
| thing be done to attract high cali- 
_ber men to the board or that the 
| board be reorganized. 
| At the present time, he said, 
‘there is a vacancy on the seven- 
'man board which has been unfilled 
|in two years. If the present admin- 
|istration is unable to attract quali- 
fied men for the job, Mr. Bell 
suggested that it be changed to 
“provide for a full-time chairman 
_with the appropriate deputies to 
|assist him and a part-time board, 
serving without compensation.” 


_@ He said he felt sure that many 
good men, not in a position to give 
full time to the job, could give one 
or two days a week to so impor- 
tant a public service. 

Mr. Bell also discussed the Fed- 
eral Reserve’s action this spring 
and summer in reversing its tight- 
money policy. 

“It pretty much disposed of the 
fond illusion that there can be any 
such thing as a ‘return to a free 
market’ in the field of money and 
credit,” Mr. Bell said, adding that 
it also demonstrated that the Fed- 
eral Reserve “is married to the 
Treasury and the two of them must 
live together like helpmeets.” 


Lansdales Start Agency 


Ben and Phil Lansdale, broth- 
ers, have formed a new agency, 
Lansdale Co., at 421 S. Western 
Ave., Los Angeles 5. The accounts 
the agency starts with are Dear- 
den’s Department Store, Rudin’s, 
Mode O’Day Stores Corp., Dor- 
man’s Mfg. Co., Greene-Halde- 
man (Chrysler-Plymouth dealer), 
Beacon Upholstering Co., and Bar- 
on’s Lamps & Shades. 


‘Look’ Promotes Gilbert 

Ron Gilbert, a member of the 
promotion art staff, has been pro- 
moted to the new post of assistant 
promotion art director of Look, 
New York. 


‘New Yorker’ Boosts Russell 


A. J. Russell Jr., advertising di- 
rector of The New Yorker, has 
been named a member of the mag- 
azine’s board of directors. 


TISKET-A-TASKET 
A green and yellow basket ~ 
1 wrote a letter to my friend 
and on my way | lost it— 

I lost it~ 


The great Kansas City primary 
trade area served by The 
KMBC-KFRM Team is just one 
huge green and yellow basket. 
A MARKET basket — filled to 
overflowing with the green 
and yellow of things growing 
and ripening to be exchanged 
for “long green” currency 
and for “gold” coins. 


You can enjoy the harvest 

in the Heart of America — the 
a year around! Write a letter, 
wire or phone to your friend 
KMBC-KFRM, Kansas City, or 
your friendly Free & Peters 
colonel. The letter won’‘t get 
‘Il pay a BIG profit 
because the folks in 
the Kansas City primary 
area are buying the 
things they hear about 
on the radio station 
they listen to most... . 
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Costs Forcing 
Lever to Use 
Fewer Media 


Print Media Director 
Bondy Says High Costs 
Put Squeeze on Media 


PHILADELPHIA, Nov. 17—The 
“squeeze is on” in selection of ad- 
vertising media today, because ad- 
vertisers are selling an increasing 
market with an advertising dollar 
that won’t stretch as far as it used 
to. That’s what Anton Bondy, print 
media director for Lever Bros. Co., 
told members of the Philadelphia 
chapter of American Marketing 
Assn. last Thursday. 

Cost rate increases brought about 
in part by growth in media circu- 
lation are causing Lever to reduce 
the number of media in which ad- 
vertising by each of the firm’s 
brands appears, Mr. Bondy said. 
The cost factor has caused Lever 
to reverse its principle that use of 
a variety of media and bombard- 
ment of the American housewife 
with messages from all directions 
is the best way to advertise, he de- 
clared. 


® Over-all media planning now 
starts with the two major premises 
that “no one field of media, gener- 
ally speaking, is sufficiently large 
or inexpensive to provide adequate 
coverage of all our sales pros- 
pects,” and “not all types of people 
can be influenced to respond 
equally to the same sales or media 
approach.” Using these premises, 
“we find ourselves gradually fall- 
ing into a pattern of using one ma- 
jor print medium and one major 
broadcast medium to carry the 
continuity advertising for our vari- 
ous products,” Mr. Bondy said. 

A variety of media is still used 
for special short term “pushes” or 
a contest or for local situations re- 
quiring added advertising weight, 
he added. 

Television will continue to get a 
major share of Lever Bros.’ broad- 
casting dollars, Mr. Bondy said. 
It an advertiser is to stay in that 
medium “he must be prepared to 
increase his investment as _ the 
number of television markets and 
number of television homes con- 
tinue to grow.” 


s Daily newspapers will probably 
always be needed for brand intro- 
ductions and to support promo- 
tions, deals and regionally distrib- 
uted products, he noted. As for 
magazines, Mr. Bondy’s comment 
was, “Ouch, that spiral of rate in- 
creases hurts.” On the Sunday 
magazine and comics sections, he 
saia, "We Keep waccning tne pat- 
tern of markets in which they orig- 
inate newspapers.” 

Likening Lever Bros.’ media de- 
partment to investment counsel- 
ors, Mr. Bondy said the depart- 
ment acts as a focal point for the 
buying activities of tne eight ad- 
vertising agencies that handle the 
company’s various products. The 
media department at Lever Bros. 
serves, he said, to “guide media 
buying into channels which each 
year permit Lever to earn space 
and time quantity discounts wnich 
add up to many times the cost in- 
volved in maintaining the depart- 
ment,” and it also coordinates me- 
dia selection so that none of the 
company’s products competes with 
uuower iu any givea medium at 
one ume. 


‘N. Y. Times’ Boosts Silverstein 


Louis Silverstein, a member of 
the promotion art staff of the New 
York Times, has been promoted to 
promotion art director of the news- 
paper. He succeeds George Krikor- 


‘the total number to 174. 
| comers 
Wayne; WJBF-TV, Augusta, Ga.; 
WITYV, Ft. Lauderdale; WEAU-TY, | 


ABC-TV Signs Five Stations 


Five more tv stations have af- 
filiated with American Broad- 
casting Co., New York, bringing 
New- 
Fort 


are WKCJ-TV, 


Eau Claire, Wis., 
Youngstown, O. 


Joins Stromberger, LaVene 


Jack J. Leener, for the past four 
years an account executive of 
West-Marquis, Los Angeles, has 
been appointed an account execu- 
tive for Stromberger, LaVene, Mc- 
Kenzie, Los Angeles. 


Seton Made ABC Trade Editor 


and WUTV, 


New trade editor of American) 
New York, is 


Broadcasting Co., 
Adolph L. Seton, who moves over 
from the desk of copy chief of the 
network’s publicity staff. 


Sherman to Shelby Associates 

Benson Sherman has_ joined 
Robert Shelby & Associates, San 
Francisco, as an account execu- 
tive. 


Paper-Mate Opens 
$750,000 Campaign 
on Pens, Desk Set 


CuLver City, CaL., Nov. 17— 
Paper-Mate Pen Co. will spend 
$750,000 in Sunday supplements, 
newspapers, radio and television to 
promote Christmas sales for its 
pens. Particular emphasis will be 
given its new white pen and new 
desk set. About one-third of the 


ative advertising. 

On radio, the Christmas promo- 
tion will be heard on NBC’s “Fib- 
ber McGee and Molly” for a six- 
week period. Sponsorship consists 
of three participations each week. 

A four-color page will run in the 
magazine sections of the Chicago 
Tribune, New York News, Phila- 


American Weekly in the Los Ange- 
les Examiner, San Francisco Ex- 


special budget will go into cooper- 


aminer, Portland Oregonian and 
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| Seattle Post-Intelligencer. These 
|papers will carry the ad either 
Dec. 6 or 13. 


@ Paper-Mate has long-term tele- 
vision spot schedules on 22 sta- 
tions in the West, which will be 
devoted to the Christmas campaign 
in December. These stations are in 
Los Angeles, San Diego, San Fran- 
cisco, Seattle, Spokane, Tacoma, 
Portland, Salt Lake City, Denver, 
|St. Louis, Kansas City, Dallas, 
Fort Worth, Galveston, Oklahoma 
|City and Fresno. Sixteen spots a 
week run in Los Angeles, with 
|other cities getting smaller sched- 
ules in proportion to the size of 
| the market. 

| A “late shopping” campaign will 
include two newspaper ads, one on 
/Dec. 20, the second on Dec. 23. 
The ads will be full-page b&w 
in the Dallas News, Kansas City 
'Star, Oakland Tribune, and San 


delphia Inquirer and 20 other top pjego Union-Tribune. Two smaller 
markets papers, as well as in The | space insertions will run in dailies 


‘of 47 additional cities. 


# A publicity campaign for the 


|white pen and the desk set is 


also under way in the daily, trade, 


_business and financial press. 


The white pen was originally 
conceived for use by doctors and 
nurses but has been so well re- 
ceived by women that the com- 
pany estimates as much as 60% 
of its total production may be in 
the white style. An official said 
orders are coming in at a rate 
far in excess of production, which 
must be restricted so orders for 
standard colors can be filled. 

The desk set, which retails for 
$4.95, is being distributed almost 
entirely to stationery and drug 
stores. Production on this item is 
also said to be behind demand. 

Foote, Cone & Belding, Los An- 


_geles, is the agency for Paper- 


Mate. 


Janowicz to Hewitt, Ogilvy 

Ann Janowicz, formerly of Ben- 
ton & Bowles, has joined Hewitt, 
Ogilvy, Benson & Mather, New 
York, as a radio-tv time buyer. 
She will be assigned to Lever Bros. 
products. 


“business publications are important to us. 
as readers and as advertisers... 


It’s good to see both ABC and CCA members 
teaming up through National Business Publications 


to make their magazines continuously 


Men who 


more useful in their special fields.” 


edit and publish business peri- 


odicals are enthusiastic in the acceptance 


of their responsibility to both readers and 


advertisers. Knowing that better value to 


advertisers rests solidly upon better value 
to readers, business publishing executives 


are exceptionally eager to exchange ideas 


with other men in similar jobs. NBP has 


created a 


ian, who has resigned to join Look. 


forum for cordial and stimu- 


— 


— Stuart Peabody 


lating discussions of this sort. Because 


NBP provides this meeting place for men 
of both ABC and CCA audited member- 


publications, this association has made 


new records in growth. Today, with one 


hundred fifty-six 


member - periodicals, 


NBP is the largest association of its kind in 


the world and is using its fast-growing in- 


fluence to build a United Business Press. 


— 


For a United Business Press 


The national association of publishers of 156 
technical, professional, scientific, industrial, 
merchandising and marketing magazines, 
having a combined circulation of 3,504,667 
... audited by either the Audit Bureau of Cir- 
culations or Controlled Circulation Audit. 
eee 


serving and promoting the Business 


WASHINGTON 5,D.C. = 


NATIONAL BUSINESS PUBLICATIONS, 


1001 FIFTEENTH STREET,N.W. - 


INC. 


STerling 3-7535 


Press of America...bringing thousands of 
pages of specialized know-how and ad- 
vertising to the men who make decisions 
in the businesses, industries, sciences and 


professions . 


in the market of your choice. 


.. pinpointing your audience 
Write 


for complete list of NBP publications. 
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Weiss & Geller’'s New Workshop Motivates 
Employes to Tap ‘Basic Motives’ in Ads 


Cuicaco, Nov. 17—Employes of 
Weiss & Geller here now have a 
new impetus to turn their creative 
advertising thoughts along the 
road which has such milestone 
markers as “libido,” “unconscious 
motivations” and “ego catharsis.” 

The agency, which has long been 
pushing the use of motivational 
research for creating more effec- 
tive campaigns by use of the find- 
ings of social science, psychology 
and psychoanalysis, has set up a 
creative workshop at which em- 
ployes can bat around ideas along 
this line. 

The workshops, which any em- 
ploye can attend voluntarily, are 
divided into two sessions devoted 
to specific problems for individual 
clients. 

At the first session, an authority 
in psychology, psychiatry, sociolo- 
gy or related fields discusses the 
unconscious motivation of the seg- 


ment of the public the client is 
seeking to reach through adver- 
tising. 


ws Those attending are invited to 
submit copy ideas—for any type of 
media—based on the factors dis- 
cussed by the social scientist. These 
ideas are discussed by the social 
scientists and a panel of the agen- 
cy’s creative staff at the second 
meeting in an effort to pin-point 
ideas which correctly used the 
factors discussed in the first meet- 
ing. 

“We are not seeking ideas per 
se,” Ed Weiss, agency president 
said. “We simply want to expose 
as many of our staff members as 
possible to this type of thinking. 
When fresh, usable ideas are sub- 
mitted, as they were in the open- 
ing sessions, we regard them as 
bonuses the creative workshop 
can provide.” 


Speaker at the opening sessions | 
was Dr. Irene Josselyn, research 
director of the Institute for Psy- 
choanalysis, Chicago, and an au-| 
thority on child psychiatry. The} 
sessions were devoted to a cam- | 
paign for a children’s product. 

The meetings are moderated by | 
Joseph H. White, director of re-| 
search for the agency, and Mrs.) # 
Mary-Jane Grunsfeld, senior cre- 
ative research analyst for Weiss & 
Geller. 


Taverns, Not TV, 
Hurting Taverns, 
Distiller Declares 


| ATLANTIC City, Nov. 17—The 
|tavern business is not being hurt 
| by television, R. Robert Smith, v.p. 
'of Continental Distilling Corp., told 
|a meeting of the National Licensed 
| Beverage Assn. today in the Tray- 
| more Hotel. 
| Mr. Smith refuted a claim of 
GM to Air Army-Navy Game ‘many qualified trade observer’ 
The Army-Navy football game that much of the tavern’s decline 
will be carried on the National SALES BOOSTER—American Cone & Pret-| Can be blamed on the rising influ- 
Broadcasting Co. radio and tele- | zel Co., St. Louis, reports a 400% sales| ence of television in the home. He 
vision networks on Saturday, Nov. increase in the Pittsburgh area for its|called for a reappraisal of bar 
28. General Motors Corp., Detroit, Rold Gold pretzels after their debut in| operations, charging that most of 
will sponsor both the broadcast o new rotogravure wrap. The full-color|the tavern’s troubles “originate not 
and telecast of the gridiron classic. | cellophane wrapper was designed and pro-| Witcide the premises but in the 
Kudner Agency bought the time duced by Milprint Inc., Milwaukee litho- operation of the tavern itself.” 
for Cadillac cars and GMC trucks. grapher. He pointed out that if tavern 


Mitchell, McCandless Moves _ Names Halsted & Van Vechten note to the pohie take high salle 
Mitchell, McCandless & Klaus, _ Pittsfield Coal Gas Co., Pitts-| of ethical operations by displaying 

Cleveland transportation adverti- field, Mass., has named Halsted & | the code prominently on the pr 

sing company, has moved to the) Van Vechten, Red Bank, N. J., y ee 


Keith Bldg. to handle its advertising. ises. 


Stuart Peabody, Assistant 
Vice-President of The 
Border. Company, attended 
Williams College and began 
his career as a newspaper 
reporter. In 1912, he joined 
Procter & Gamble, leaving 
after 3 years to become a staff 
member of the H. K. McCann 
Company. In 1924, he joined 
The Borden Company, becoming 
Director of Advertising in 1930 


and Assistant Vice-President in 1946. 
Mr. Peabody is a Past President of 
ANA and onetime Chairman of The 
Advertising Research Foundation. He 
is a Vice-Chairman of The Advertising 


Council and a Trustee of 


Williams College. 


s Mr. Smith pointed out that on- 
premises consumption of alcoholic 
beverages now accounts for only 
35% of all alcoholic beverage but 
a few years ago did 65%. Bar busi- 
ness should not decline in a period 
when sales figures on semi-luxu- 
ries are sky-rocketing, he indi- 
cated. 

To help pick up some of this 
| business, taproom owners should 
introduce aggressive merchandis- 
ing methods to produce sales, Mr. 
Smith said. He recommended for- 
_mation of a shuffleboard league, 
|institution of business men’s nights 
|}and use of individual glassware in 
|which to serve drinks. 


Cleveland Agency Boosts 3 


Three promotions have been 
/announced by Meldrum & Few- 
smith, Cleveland agency. Robert B. 
Ralston, a member of the sales 
promotion department since Jan- 
fens has been named department 
head. He succeeds William K. 
Northrup, who has been advanced 
to v.p. and account supervisor. 
John E. Goulet has been named 
senior account execvtive. 


Names Kight Adver’:sing 


Sunday Creek Coal Co., Colum- 
bus, O., miner and shipper of bi- 
tuminous coal to Ohio, Michigan, 
Indiana and some southern states, 
has named Kight Advertising, 
Columbus, to handle its advertis- 
ing, public relations and _ sales 
promotion. 
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Department Stores 
Using TV Allocate 
About 9% to Medium 


New York, Nov. 17—The aver- 
age department store using tele- 


vision advertising allocates 9% )\and advertising, 


of its ad budget for the purpose. It 
favors one-minute spot programs, 
and rates the medium’s high cost 
as its greatest drawback. 

These and other related facts 
based on a survey of department 
stores using tv advertising in mid- 
1953 are presented in the current 
issue of Stores, official publication 
of National Retail Dry Goods 
Assn. 

Robert H. Cole, assistant profes- 
sor of marketing at the University 
of Illinois, conducted the survey 
to determine how department 
stores use tv. The study is based 
on 61 replies from stores using the 
medium and 21 replies from stores 
that have discontinued its use. 


® This latter group, the study 
shows, found that not only the 
costs but the various production 
problems of tv advertising were 
too much for them. Several con- 
ceded that it was not the medium 
but their own knowledge of how 
to use the medium that was at 
fault. Volume was very good, one 
store reported, but most of it 
turned out to be c.o.d. business in- 
curring large delivery expenses. 

Among the 61 respondents using 
tv, 38 said they use outside help 
in preparing their programs, 23 of 
that number receiving it from ad- 
vertising agencies. Fifty stores 
made the quick sale of specific 
items their primary goal in tv ad- 
vertising, and 60% of this group 
found results “satisfactory.” 

Use of tv advertising by depart- 
ment stores is increasing, the re- 
port says, and cites the fact that 
12 of 61 users started to use tv 
within the last six months. 


s Thirty-three stores reported in- 
creasing their advertising budgets 
to use tv, and 12 plan to increase 
their tv percentages in the future. 
Stores that have not increased 
their budgets to accommodate tv 
expenditures are facing the prob- 
lem of cutting other media outlays. 

Ten of the 27 stores which did 
not increase their over-all ad 
budgets said they reduced news- 
paper advertising in order to use 
tv. 

Percentage breakdowns of ad- 
vertising budgets by media, the 
survey showed, varied consider- 
ably with the size of reporting 
stores. The so-called typical store 
allocated 9% to tv; 4% to radio; 
80% to newspapers; 3% to direct 
mail, and 4% to all other media. 

However, 22% of the ad budget 
was allocated to tv by stores with 
an annual volume of less than 
$1,000,000, while only 6% was 
allocated to tv by stores doing 
over $20,000,000 annually. 


Wellworth Names Grossfeld 


Wellworth Trading Co., Chicago 
manufacturer of compressors, 
paint spray units, light plants and 
blowers, has appointed Grossfeld 
& Staff, Chicago, to direct its ad- 
vertising. Plans call for maga- 
zines, trade publications and di- 
rect mail. Silverman Advertising 
Agency, Chicago, had the account 
previously. 


Ebel to Ad Council Board 


Edwin W. Ebel, director of ad- 
vertising and merchandising for 
General Foods Corp., has been 
elected to the board of directors of 
the Advertising Council, New 
York. He succeeds the late Howard 
M. Chapin as a council director 
representing advertisers. 


Promotes Mrs. Jean Maupin 
Mrs. Jean Maupin, service di- 
rector of the Jefferson City, Mo., 
office of Jackson, Haerr, Peterson 
& Hall, has been promoted to as- 
sistant manager of the office. 


;manager of Simmons Co., 


Simmons Promotes Two 

John M. (Jack) Richey, member 
of the Cleveland sales staff, has 
been promoted to sales promotion 


headquarters in New York. The 


‘company has also promoted John 


Roemer, formerly assistant to the 
v.p. in charge of merchandising 
to advertising 


manager with headquarters in 
Chicago. 
Scripto in Special Drive 


Scripto Inc., Atlanta, is putting 
a special 45-day push behind its 
$1 push-button ball point pen, in 


addition to its regular program for | 


the new pen. The special campaign 
makes use of three-color ads in 
Sunday supplements in leading 
markets. Donahue & Coe, New 
York, is the agency. 


with | 


‘Christmas Cards 
Offered in Glass 


Point Marion, Pa., Nov. 17— 
This year, you can send your 
friends Christmas cards made of 
colored glass, which they can use 
as ash trays or coasters through- 
out the year. 
| Gift and stationery departments 
|of such stores as W & J Sloane and 
Lord & Taylor in New York, Nei- 
/man-Marcus in Dallas, and R. H. 
| Stears in Boston will carry this 
‘new product of the L. J. Houze 
Convex Glass Co., the nation’s 
largest manufacturer of sunglass 
lenses. The glass has been specially 


hardened to resist breakage, and has been promoted to industrial | 


the company claims a new manu- 


facturing process making it pos- 


sible to fire the designs into the) 


glass for permanency. 

In varying shapes and appropri- 
ate holiday designs, the glass cards 
are boxed in sets of four and eight. 
According to a company spokes- 
man, the item was introduced to 
the market too late to permit of 
either consumer or trade adver- 
tising this season, but an extensive 
campaign is planned for 1954. 
Greeting cards will be added to 
the line during the year. 


Permacel Boosts Fitzgerald 


George A. Fitzgerald, automo- 
‘tive sales manager of Permacel 
Tape Corp., New Brunswick, N. J., 


‘sales manager of the company. 


Advertising Age, November 23, 1953 


|Wingwax to Don Kemper Co. 


_ _Wingwax Co., Dayton, a division 
'of Davies-Young Soap Co., has ap- 
pointed Don Kemper Co., Dayton, 
to direct its advertising. Aviation 
publications and direct mail will 
be used to promote the company’s 
specialty wax, which is applied to 
exterior surfaces of aircraft to im- 
prove flying characteristics. 


Joins LaPointe Electronics 


Ronald W. Argenta, formerly as- 
sociated with Diamond Match Co., 
Springfield, Mass., has been ap- 
/pointed art director and assistant 
,advertising manager of LaPointe 
| Electronics Inc., Rockville, Conn. 


| Eechen & Roe Moves 


Eschen & Roe, San Francisco 
‘agency, has moved to 57 Post St. 


CAN YOU CUT HOBBING COSTS in bul! gears? 
Is it feed or speed that ups temperature when a 
chip tool whittles steel? How did aone-microwave- 
at-a-time pilot plant zoom to mass production? 
Specialized questions, these —for mechanical en- 


gineers. Vital 


questions that need an answer. 


The designers’ specialized business paper is 
edited to solve ’em. The more answers... the 
richer the editorial pay dirt... the more engineers 
dig for new ideas, new processes, new products 
in the ad pages, too! 
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VETS CAME TO COLLEGE in chino pants; now 
the dunkable suntans are selling like hotcakes 
from Princeton to Purdue. Men’s wear retailers 
see the college story in campus photos... get 
news from wool centers that wools will do well 
... pick up a tip for tropical suit promotions as 
tonic for spring... read the business shirt tale 
from makers bustling to catch up with orders. 
This is the course that merchants cram, the 
news their specialized business hangs on... all 
in their specialized business paper. 
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or bug bombs... 


aa Whether you sell 
pants or peanuts, 


bull gears 
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SQUEEZE BOTTLES AND BUG BOMBS, clever 
squirts, are selling millions of dollars worth of 
merchandise! New packaging moves a mass of 
things from stockings to sterling . . . sells canned 
roller bearings... revolutionizes marketing in 
broccoli and bras. There’s much to know about: 
designing, engineering, production, mérchandis- 
ing. And none of it stands still. You can bet your 
bonnet packaging people reach for their special- 
ized business paper, to keep ahead in the hot 
race for the customer’s dollar! It does a special- 
ized selling job, too. 


» 


In planning your business paper adver- 
tising, you'll find practical help in ABP’s 
many aids. Here are some of them. Send 
for the ones you want. 

THE MAN IN THE MIDDLE— 


a series of eight folders on how to advertise 
to dealers. 


1953 AWARDS FOR BUSINESS PAPER ADVERTISING— 


Two booklets: one on award-winning adver- 
tising in Merchandising Papers, the other on 
award winners in Industrial, Professional 
and Institutional Publications. Both are 
handbooks of effective business paper ad- 
vertising. 
YOU CAN ENTER ABP’s 1954 CONTESTS NOW— 
Contest No. 1—for advertising in Merchan- 
dising Papers 
Contest No. 2—for advertising in Industrial, 
Professional and Institutional Publications 
Closing date for entries: January 31, 1954. 
Write ABP for complete information. 
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Pocket-Size Books Art Shown | 


An exhibition of paintings com-| 
missioned as covers for pocket- | 
size reprint books is being held at | 
the Cartoonists & Illustrators | 
School Galleries, 245 E. 23rd St.,! 
New York, from now to the end. 
of the month. Thirty canvasses 
created for Bantam Books and’ 
Pennant Books, are on display. 


‘Mademoiselle’ Names Odney 


Barbara Odney, formerly with | 
Lady Ellen Co., has been named 
.editorial promotion art director of 
Mademoiselle, New York. 


Jeanne Sakol Leaves Popular 


Jeanne Sakol has resigned as) 
public relations manager of Popu-. 
lar Publications Inc., New York. 
Her successor has not been named. | 


wo MRS. VOTER 


— ee oe ne 


VIR. 
NEWARK. N. J. 
DEAR BOSS: 


WE KNOW YOU WILL VOTE FAIRLY 


ON OUR REFERENDUM NOV. 3. 
FAITHFULLY YOURS. 

NEWARA’S POLICE ano FIREMEN 

PLEASE DRIVE SAFELY AND BE CAREFUL OF FIRE 


IT WORKED—Just before the recent election, police and firemen in Newark, N. J. 

decided to use outdoor advertising to get their message over to the voters. United 

Advertising Corp. displayed posters throughout the city urging Mr. and Mrs. Voter 

to vote for a pay increase for police and firemen, and added a safety warning. 
The referendum was carried by a wide margin. 


WASHINGTON, Nov. 17—Two 
newspaper groups have won ini- 
tial decisions favoring their ap- 
plications for tv channels in Maine 
'and California. 
| Federal Communications Com- 
|/mission Examiner Claire W. Har- 
'dy has issued an initial decision 
proposing to grant Channel 13 in 
| Portland, Me., to the Guy Gannett 
Broadcasting Services. Examiner 
| Thomas H. Donahue has issued a 
_similar proposal to grant Channel 
'10 in Sacramento to the Mc- 
Clatchy Broadcasting Co. 

Application in the Portland case 
/had been in a hearing contest in- 


business 


PEANUT SHRINKAGE allowance is now granted 
in government goober loans. A beef drive is on, 
to prevent a glut as cattle are hustled to market 
by the drought. Brazil asks Americans to start 
food factories to raise her living standard (and 
earn up to 30% profit). An orange concentrate 
with a 5 to 1 ratio threatens competition in the 
frozen juice market. Such industrywide news 


ek Py p< OE IN MR $0 Mia OL: UN RBI DT Diy AY PS 


is specialized 


(and nothing specializes on your business 


LMI Tet OID 
Poor 


as 
pers ots a. ae Me EG % 


like the business press) 


Like one gear that drives another, the editoriat 
pages of a business paper put push into the ad 
pages. They tackle the specialized needs of 
specialized markets ...solve problems too fast- 
changing for the textbooks ... spark ideas that 
make business boom. Practically every man and 
woman of any job stature reads at least one 
business paper (they must, to stay on top). And 
practically every level of every business has its 


own specialized paper. Nowhere else does editing 


‘merchandise. 


coverage, in their business papers, keeps food 
people from perishing. It’s specialized news . . « 
basic fare for a tensely competitive business. 
Which makes it nourishing for advertisers, too. 


do so much to make advertising work; it draws a 
concentrated audience (all prospects ) . . 
ops searching what’s-in-it-for-me reading . . . and 
meshes with the advertising to build business in 
specific markets and move particular types of 


. devel- 


Practically everyone agrees that advertising impact grows out of editorial value, 
in a business paper. But how can you weigh editorial value? You can, of course, do some 
research in depth to get the answers. Or you can look close at the way the readers rate a 
publication. If it has a well-maintained paid circulation, you know it gives subscribers what 
they want and need ... it’s worth their dough. And if it’s value for the readers’ money, 
it’s value for yours, too. 


All ABP papers are bought-and-paid-for ... members of ABC. Now, 
2.3 million subscribers pay over $9,200,000 a year to read them... and 
the figures are growing steadily. This puts them on their mettle to 
make good with readers. They work together, in ABP, to find ways of 
bettering their editing .. . to make readers read more . . . and adver- 
tising work harder. 


205 East 42nd Street, New York 17, N.Y. MUrray Hill 6-4930 


THE ASSOCIATED BUSINESS PUBLICATIONS 
Founded 1906 


Portland, Me., Sacramento TV Channels 


| volving a conflicting application 
for Channel 13 filed by Murray 
| Carpenter & Associates. On Oct. 
30, the Carpenter group said it 
was unable to secure funds for 
the erection of a station. It with- 
drew its application after reach- 
ing an agreement with the Gannett 
group enabling Mr. Carpenter to 
buy WGUY and WGUY-FM in 
Bangor, Me., for $45,000. 


e Examiner Donahue said the 
McClatchy organization, which 
operates newspapers in Sacra- 
mento, Fresno and Modesto and 
one tv, five am and four fm sta- 
tions, is qualified by experience 
and a fine record of public serv- 
ice. Sacramento Telecasters, the 
opposing group, is composed of a 
large number of business and pro- 
fessional people, mostly new- 
comers to tv. 


Easy Washing Names 2 


Daniel W. Fowler, formerly pro- 
duction manager of Vance Pidgeon 
& Associates, Minneapolis agency, 
has been appointed advertising 
production manager of Easy Wash- 
ing Machine Corp., Syracuse. Mr. 
Fowler succeeds W. H. Midgley, 
who has resigned to direct his own 
business. George R. Cartwright 
has joined the company’s market 
research staff. Recently, he served 
with the U. S. Army in Germany. 


Crisler Appoints Wells 

Linton Wells, executive v.p. of 
WCHF-FM, New York, and pres- 
ident of Air Music Inc. until he 
sold his interests in both corpora- 
tions last year to Muzak Corp., has 
become an active partner and east- 
ern representative for R. C. Crisler 
& Co., Cincinnati radio-tv stations 
and newspaper brokers. Mr. Wells 
will make his headquarters in 
Greenwich, Conn. 


NBC Boosts Dietenderter 


George Diefenderfer, since 1940 
associated with the central division 
sales department of National 
Broadcasting Co., has been pro- 
moted to manager of radio net- 
work sales for the division. Mr. 
Diefenderfer will head a separate 
radio network sales department in 
Chicago. 


Names Moran, Hedekin 

The Herald, Smithfield, N. C., 
has named Moran, Hedekin & 
Fischer, New York, as its national 
advertising representative. 


PIONEER 
“Balloons 


use Balloons to... 

@ swell sales in sagging 
areas 

@ give new models a 

ig sendoff 

© boost dealer en- 

thusiasm every- 
where 


PIONEER Qualatex Balloons 


@ are inexpensive, easy to use , 

@ have real toy value as 
premiums 

© carrying printed adver- 
tising far and wide 

Get ideas, samples 


and imprint information 
Srom our Premium Dept. 


sw PIONEER S2met, 
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JWT Media Exec Lays Stress on Impact 
Value of Magazines’ Editorial Content 


Cuicaco, Nov. 17—‘“I buy cir- 
culation, yes; market coverage, yes; 
but, fundamentally, I buy the im- 
pact value of editorial content.” 

In these words John de Bevec, 
associate media director, J. Walter 
Thompson Co., Chicago, told the 
Agate Club today why he regards 
the editorial service of magazines 


bn” Or aa ¢ P 


0 Eo y 


BIGGEST 24-SHEET 
VALUE IN CHICAGO! 


Illinois Outdoor Adv. Co. 
4338 N. Kedzie Ave., Chicago 18 


National Sales Representatives: 


GEORGE £. THOMPSON & ASSOC. 


420 Lexington Ave. 201 N. Wells St. 
New York 17, N. Y. Chicago 7, Ill. 


as the Geiger counter by means 
of which it can be determined if 
there is pay dirt in terms of reader 
interest underneath. 

“We can buy acres of mountain- 
side, and know nothing of what is 
beneath,” he continued. “Every- 
‘body has circulation, but what do 
your editors give in the way of a 
Geiger counter to make that circu- 
\lation pay out for us? How do 


|| they interest the readers? How do 


they hold them and draw them 
through the book so that we have 
a chance to sell?” 


a Mr. de Bevec told the magazine 
group that figures are important 
in media selection, but not neces- 


'isarily the most important factor 


determining advertising value. 
“Media selection is not basically 

a mathematical job,” he insisted. 

“It performs an important function 


| 


‘ 


in advertising, which is not and 
never will be an exact science. We 


/attempt to apply science to adver- 


advertising just doesn’t lend it- 
self to mathematical computation. 
There will always be an immeas- 
surable area which will have to be 
resolved by judgment.” 

Mr. de Bevec contrasted the 
varying ways in which magazines 
reviewed the latest Kinsey report 
on sex behavior to emphasize the 
point that each publication has its 
own editorial policy, and that each 
editor decides how best to present 
or not present a certain area of 
editorial information to his readers. 


= “The successful editors of suc- 
cessful magazines,” he explained, 
“have an instinctive sense of what 
or what not to put in their books, 
and an equally perceptive sense 
of the proper slant to give the 
material they select. That sense, 
that priceless intuition, is what 
builds reader heat—and advertis- 
ing value.” 

He said that agencies suspect 
that advertisements in some maga- 
zines are noticed more than in 


tising insofar as it will go, but 


‘others, but asked, “How do we 
document this? While we can’t 
put our finger directly on the 
‘answer, we can get a number of 
important indications and remove 
/some of the mystery.” 

| Mr. de Bevec said that since 
‘magazine advertisers and agency 
‘men do not have time to study 
‘thoroughly the editorial charac- 
‘teristics and content of media, it 
lis up to their representatives to 
/keep buyers informed. 


|@ “From what I have seen,” he 
added, “many salesmen are not 
studying their magazines, not only 
their own magazines but others 
_in their fields. It is only by reading 
i\them  thoroughly—by _ studying 
| them—that you are able to discuss 
| your magazines intelligently. If 
you have questions, ask your edi- 
| tors.” 

The speaker said that editorial 
linage reports compiled by Lloyd 
Hall are used by the Thompson 
agency, but that since they are 
quantitative figures only, they are 
most useful in indicating trends. 


YOUR BIG 


CUSTOMER TODAY 


| Voluntary 


Se SER 
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JARLATH J. GRAHAM, associate editor of 
Advertising Age, will succeed Robert Mur- 
ray Jr. as managing editor on Jan. 1, 
when Mr. Murray leaves for Latin America. 
Before joining AA in March, 1950, Mr. 
Graham attended the University of Chi- 
cago; prior to that he was a copywriter for 
Russell T. Gray Inc. 


He suggested that magazine repre- 
sentatives could make _ special 
tabulations covering specific sit- 
uations which would be interesting 
and helpful to advertisers and 
agencies. 

Mr. de Bevec said that ABC 
reports are studied principally to 
determine how circulation is ob- 
tained and how much represents 
'demand on the part of the reader. 


| 


\s “Various items on the ABC re- 
|port,” he continued, “indicate 
|circulation obtained through vol- 
/untary methods, as distinguished 
from pressure selling methods. 
circulation is better 


|from your standpoint, because it 


‘renews well. It is better from our 


AND TOMORROW 


that young womans w hev teow 


Big Buyer on her own! 
Earnings and allowances give 
these girls $3,700,000,000 


a year to spend, fancy free. 


Getting gifts galore! 
Birthdays, Christmas, grad- 
uation, hope chest. Gifts she 
nearly always selects herself. 


Coaching Mom, Dad! 


Power in every field 


of fam- 


ily buying. She can pick a 
product...switch a brand. 


Here comes the 


bride! 


More girls wed at 18 than at 
any other age. Is your product 
on their shopping lists, for life? 


There’s one best way to reach the 7,500,000 
young women in their teens: 


seventeen sels! 


NEW YORK « BOSTON ¢ CHICAGO e 


HOLLYWOOD « ATLANTA 


standpoint, because high renewal 
rates are related to good reading 
of editorial. Which brings up a 
point. Why can’t we get the re- 
newal rate? This item is on the 
|ABC report, but it is optional to 
‘the publisher. If some magazines 
give it, why don’t all? I have never 
been given a satisfactory explana- 
tion. 

| “How many of your short-term, 
sampling subscriptions have been 
converted into regular subscrip- 
tions? A number of people may 
buy a magazine on a short-term 
basis becausé it is a bargain. But 
the number converting into regular 
subscriptions is of interest to us, 
as it indicates the saleability of 
| your product.” 


© Mr de Bevec said that what 
readers think about a magazine is 
a vast and unexplored area, and 
|that JWT has been thinking for 
|some time about exploring it. 

| “It seems to me,” he continued, 
“that every seller and buyer of 
advertising should spend some 
time ringing doorbells and talking 
|with magazine readers: We can’t 
'get conclusive evidence on the 
basis of a limited number of these 
conversations, but they will give 
us better insight. As a salesman, 
these interviews will give you 
valuable information that will help 
you explain your story to us.” 


Glick & Keefe Bows in N.Y.; 
‘Aids Education Contacts 


Glick & Keefe, 1790 Broadway, 
New York, has opened offices to 
help business organizations, pub- 
lishers, public relations consultants 
and agencies to sell products or 
services, or to get their clients’ 
information to educators in schools 
and colleges. The company is a 
member of the National Vocational 
Guidance Assn., the National 
School Public Relations Assn. 

Principals are Ira Glick, former- 
ly sales promotion and p.r. direct- 
or of Science Research Associates, 
Chicago, and Robert Keefe, form- 
erly booklet merchandising di- 
rector for Science Research. 


LaValley Boosted to A.M. 


William A. LaValley, formerly 
Cleveland district sales manager 
for Mansfield Tire & Rubber Co., 
Mansfield, O., has been promoted 
to advertising and sales promotion 
manager. 


——— 
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Department Store Sales... 


1953 


3% Sales Gain Breaks 5-Week Slump 


WASHINGTON, Nov. 17—After'! 
five weeks of slump, U.S. depart- 
ment store sales moved back into 
the plus column in the first week 
of November, according to the 
Federal Reserve Board. 

Cool and seasonal weather got 
the credit as the nation’s big stores 
reported a sales volume 3% higher 
in the week ended Nov. 7 than in 
the corresponding week of last | 
year. This was in sharp contrast to | 
an average sales decline of 5% for | 
the month of October. 

The new gain was made in spite | 
of a continued slump in much of. 


‘DEPARTMENT STORE 
SALES INDEX 


1947-49 equals 100 ° 


‘1 Week to Nov. 7, °53*..p122 
| Week to Nov. 8, '52"....118 


Week to Oct. 31, ’53*..113 
:{ Week to Nov. 1, ’52*....115 
4 Week to Oct. 24, ’53*..113 
fF] Week to Oct. 25, '52*..122 
: *Not seasonally adjusted. 


pPreliminary. 


the East, where the New York, | 
Philadelphia and Richmond dis- 
tricts still showed a sales lag in 
comparison with last year. 

All other districts, however, 
showed the effect of cool weather 
and seasonal promotions, in mov- 
ing ahead of last year’s sales levels. 
In the lead was the Chicago dis- 
trict, where the big stores reported 
an average 10% gain—along Chi- 
cago’s State Street the week’s sales 
were 20% ahead of last year. 

For the 44 weeks of the year 
through Nov. 7, department store 
sales were up 2% over 1952. 


% change from ‘52 
Week Ended 


Federal Reserve Oct. Oct. Nov. 


District, Area, and City 24 31 7| 
UNITED STATES ............ —7 <2 3| 
Boston District ............ —s —F =| 
Metropolitan Areas | 
Lowell-Lawrence ........ —13 —12 0) 
Cities } 
Downtown Boston ... —10 —8 1| 
Springfield _.............. . —7 4 71 
Providence ................. —7 —10 3) 
New York District ...... — —6 —3) 
Metropolitan Areas | 
PRS reree -11 7 7| 
IIE: csidsesvciesictstinina 1 2 —13 
BPERCUBO cncesversvceesesesse —12 r0 7 
Cities 
A. eee —9 -9 —4 
NINE — Sisentacsniakvickceres —12 -6 -—3 
Philadelphia District .. —7 r—10 —13) 
City 
Philadelphia _.................. -—8 r—10 —12 
Cleveland District ........ —Ii1 0 6) 
Metropolitan Areas 
MED © abnesadidistiatnnincess —9 —7 2 
TED sasdsiesecssdinvece —6 2 13 
Cleveland  ...icc0 Dl 0 5 
Columbus. oe --7 5 7 
Toledo. ........ . ' —11 1 6 
| eenreees sa 12 2 13 
City 
II sciciciticretsivecem —18 —2 1 
Richmond District ........ —li reso — 
Metropolitan Areas 
Washington ........... —13 —ll —5 
Downtown Washing- 
OOD titisccantnness stig —15 —13 —8 
Baltimore _............ ; —9 —14 —9 
PRACTIOTNE cncssesesssscsccessses —7 —-3 —8 
Atlanta District etn a rl 7 
Metropolitan Areas 

Birmingham ................. —13 —4 —2 

Jacksonville ................. —21 —8 0 

SEINE. destciemecsietebiticiacem 10 r—2 2 

Atlanta —6 —l 8 

Augusta janie —34 —22 —il 

New Orleans eadia 2 16 12 

Co ee 10 ° 6 
Chicago District ........ —6 3 10 
Metropolitan Areas 

SIDS... cescisciabibesdieanicen —2 5 16 

Indianapolis ..... —8 1 7 

Detroit cei —l1 1 5 

Milwaukee ...... ae 3 6 
St. Louis District ..... —12 ri 7 
Metropolitan Areas 

Little Rock. ................ —7 9 3 

Louisville .............. —li —4 4 

St. Louis . —11 2 10 

Memphis ..... ee —13 5 2 
Minneapolis District a r5 5 
Metropolitan Areas 

Minneapolis-St. Paul bg ° ° 

Minneapolis City . —6 

2, 8. seen ° ° 
Cities 

Duluth-Superior .......... 0 5 1 


Kansas City District .... 0 

Metropolitan Areas 

ge 4 —6 1 
IIL. Yasiadencnasideccoeans . —5 2: —5 
Wichita piieninctiiay” 3 —1 
oe 1 5 
Oklahoma City . oo —7 -3 —1 
TS  Weetitienionwmens “OO 4 13 
City 

en —10 2 4 


3 
| Metropolitan Areas 
Los Angeles ...........-.... 


Dalias District 

Metropolitan Areas 
— 

Paso 

Feet Werth: (2p 

Houston 


San Antonio .........-.... 


San Francisco District . 


Downtown Los 
Angeles 
Westside Los 
Angeles 


Bari WCB  cccccciccs.:.. 


San Francisco- 


SSN - cctetivtnarsndiintes 


—18 9 6 San Francisco City. —10 —6 5 WALL Names Representative 
1» 2 8| mated... 8 —0 -s WALL, Middistoms, I. Y. be 
11 6 —5 Salt Lake City .... —2 —11 —6 appointed Radio-TV Promotion 
15 0 9 Seattle. —4 —ll -1l Syndicate to represent it. This is 
14 43) SPOKANE eecrvrvervenerene «AAS a newly organized representative 
CGF TACOMA vrervvennennnnee 2 BO 18 Cith offices at 245 Fifth Ave., New 
“ot ‘York. 
r—Revised. 
ae ae 3 *_Data not available. 


Joins TV Cartoon Productions 
ls lie | William Love, formerly with 
Short Joins E. T. Howard | Staniford-Sandvick, has joined TV 

Richard Knight Short has joined Cartoon Productions, San Fran- 
the creative staff of E. T. Howard cisco, as business manager and 
—9 —-6 4 Co., New York. icontact representative. 


Here in Wisconsin, rural population dominates in 55 of 71 counties. 
And you have a market of big sales potential waiting for you. For in 
addition to having a host of specialized business buying requirements, 
these high income dairy farm families have need for the same goods 


RURAL POPULATION 
DOMINATES...and 9 out of 10 of 
the best farm families read the “Ag” 


and services as their city cousins. 


Important too, is that they have the cash income to satisfy these 
needs . . . income gained primarily from dairying operations, and 
spread evenly over the entire year. Makes a good year ’round market 

. with one month practically as good as another. 


Selling them in contrast with the non-farm market, has one impor- 
tant difference. They can be reached through a single medium . 
Wisconsin Agriculturist and Farmer, the localized farm 
publication that has been theirs . . . devoted exclusively 
to their best interests . . . for 104 years. 


g 


WISCONSIN 


ricultur 


Wisconsin farm families, like the 
Andrew Triebers of Racine County, 
photographed at their Thanks- 
giving dinner, are thankful for 
being rooted to a land where 
total crop failures are unknown 
and dairy income is five times 
that of the average U. S. farmer. 


IT’S THE NO. 1 
DAIRY STATE 
OF THE NATION 


Wisconsin has 2,504,000 milk 
cows, 72.2 more than the next 
nearest state. 


Its dairy herds produce more 
than 15 billion pounds of milk 
annually, 90 per cent more 
than the next nearest state. 


Income from dairy products 
alone is in excess of $580,000,000 


a year. 
. the 


ariak ‘AND FARMER 


DANTE M. PIERCE, Publisher, Racine, Wisconsin 
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Winners of Cleveland Adclub Performance 


Awards Analyze the Results of Winning Ads 


‘b&w ads in American Machinist 
-and in Machinery; six in Screw | 
Machine Engineering; two booklets 


CLEVELAND, Nov. 17—Box scores; 17 advertisers. 
of successful advertisers were; The entries were judged by 
posted here last week as the Cleve- | David F. Beard, general director 
land Advertising Club saluted 17 of advertising, Reynolds Metals 
companies for sponsoring programs Co., Louisville; Carroll d. Swan, 
that won top honors in the club’s| associate managing editor, Print- 


fifth annual Advertising Perform- ers’ Ink, New York; Sol Taischoff, | 
ance Awards competition. editor and publisher of Broadcast- 


Honored along with the com- ing & Telecasting, Washington; Cy 
panies were their agencies and 85| Norton, v.p., Assn. of National 


men and women from the adver- 
tising field and arts and crafts who 
helped produce the best-perform- 
ing, Cleveland-prepared advertis- 
ing during 1952. 


s Plaques and certificates were 
presented by D. James Pritchard, 
club president, and Carl F. Toll, 


national advertising manager of 


Sherwin-Williams Co. and general 
chairman of the club’s awards 
competition. 

Walter K. Bailey, v.p. of War- 
ner & Swasey Co., one of the win- 
ners, accepted on behalf of all the 


| Advertisers, New York, and Jo- 
seph Moore, publicity director, Jo- 
seph Horne Co., Pittsburgh. 


s Names of winners were an- 
nounced in AA Nov. 9. The fol- 
lowing paragraphs describe the 
campaigns and give the advertis- 
ers’ own analysis of the results. 

1. Aluminum Co. of America. 
Agency: Fuller & Smith & Ross. 

Objectives: To educate people 
| who were using aluminum for the 
‘first time in the manufacture of 


with machining problems and 
questions. 


Campaign: Twelve single-page 


for answering inquiries. 
Performance: 1,464 inquiries re- 
ceived, mostly from “the right 
people in the right companies”; 
readership, as measured by Starch, 
was consistently above average. 


es 2. Apex Electrical Mfg. Co. 
Agency: Meldrum & Fewsmith. 

Objective: To create extra 
wringer washer sales for dealers 
through a traffic-building package 
offer: a child’s fire-engine, a 
year’s supply of Rinso and an 
Apex washer, all for the price of 
the washer alone. 

Campaign: 600,000 lines of 
newspaper advertising, dealer tie- 
in displays and tv spots. 

Performance: 14,700 package 
deals sold by dealers from coast 
to coast. The one-month offer in- 


| defense material. To implant the creased wringer washer sales by sion of Libbey-Owens-Ford Glass 
idea that Alcoa is the place to go| 37% over previous month. Window Co. Agency: F&S&R. 
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displays installed: 7,000. “Hun-, 
dreds uf new dealers” were signed | 
by Apex and other Apex laundry | 
appliances gained during the pro- 
| motion. 

3. Baker-Raulang Co. Agency: 
G. M. Basford Co. 

Objective: To establish a volume 

of sales of industrial trucks which 
would permit mass production de- 
'spite a drastically narrowed prod- 
| uct line. 
Campaign: 182 pages of adver- 
\tising in 20 trade and business 
publications, with full pages in 
‘all but equipment papers; 800,000 
pieces of direct mail were used. 

Performance: Baker-Raulang 
sales rose 263% as compared with 
24.6% for the industrial truck in- 
dustry as a whole. The advertising 
produced 5,411 inquiries, an in- 
crease of 220% over the previous 
year. Inquiries accounted for 
$15.03 in traceable sales per ad- 
vertising dollar. 


/@ 4. Blue Ridge Glass sales divi- 


In the Missouri and Kansas Farm Market... 


31/ 


more of the BEST 
RURAL households 


467,000 Paid Subscribers pe. 


You can be sure your advertising reaches more farm 
households— reaches more of the Best farm households— 


in the Weekly Star Farmer. 


THE PROOF: The Kansas and Missouri Departments of Agri- 


culture each year detail farm income by county. 


In the 59 Missouri counties and 47 Kansas counties, 
each of which produced ten million dollars or more 
in farm income in 1952, the Weeki 
has 31% more farm subscribers than any other 


farm paper. 


In Kansas and Missouri, the Weekly Star Farmer has 98,262 
more farm subscribers (43% more) than any other farm 


paper (A. B .C.). 


Your advertising in the Weekly Star Farmer will sell the Most 


because it concentrates on the Best. 


Why settle for less? 


We ekly 


HArrison 1200 


— 


Chicago 202 S. State St. 


Star Farmer 


ivA 


> 


WEbster 9-0532 


Star Farmer 


. Largest Weekly Farm Publication in America 


New York 15 E. 40th St. 


Murray Hill 3-616) 


Objectives: To give homeown- 
ers, home buyers, builders and 
architects ideas on the use of pat- 
terned glass in homes; to obtain 
inquiries for an idea book and thus 
stimulate distributor and dealer 
activity with sales leads from the 
advertising. 

Campaign: Six b&w half-page 
ads in one “class” home magazine, 
four in two others; six pages in 
one builder-architect magazine, 
four two-third page ads in two 
others. 

Performance: The ads pulled 
18,015 inquiries, of which 13,362 
were from readers of home maga- 
zines, who sent 10¢ for the booklet. 


a 5. Brainard steel division of 
Sharon Steel Corp., advertising 
steel strapping. Agency: Griswold- 
Eshleman Co. 

Objective: To build a reputa- 
tion for superior service; to devel- 
op inquiries for sales leads; to 
build morale and stature of Brain- 
ard salesmen. 

Campaign: Series of seven ad- 
vertisements in 10 trade maga- 
zines; two were used on a 12-time 
schedule, the others six times. Al- 
so a series of three advertisements 
in three railroad magazines. 
Performance: Salesmen reported 
“wide recognition” of campaign by 
customers and prospects; salesmen, 
featured by name in ads, were 
constantly reminded of it on calls; 
inquiries increased five-fold and 
60% turned into sales. 


= 6. Central National Bank, ad- 


vertising its service. Agency: 
F&S&R. 
Objective: To successfully in- 


troduce a new branch bank in a 
new suburban shopping center. 
Campaign: In newspapers, nine 
84” insertions; six 18” insertions; 
six 20” insertions; 16 radio spots, 
12 tv commercials, car and window 
cards, direct mail pieces. 
Performance: After the four- 
week promotion, the new branch 
bank averaged 15% more business 
than did another branch office 
opened in a similar neighborhood 
but with less extensive promo- 
tion. 

7. Cleveland Electric Illumina- 
ting Co., promoting the purchase 
of electric clothes dryers. Agency: 
D’Arcy Advertising Co. 

Objective: To make the Cleve- 
land-Northeast Ohio market first 
in the nation in sales of these ap- 
pliances. 

Campaign: Eleven 108” ads in 
three Cleveland dailies, totaling 30 
insertions; use of suburban news- 
papers and those in three outlying 
counties; foreign language news- 
papers; five pages in local maga- 
zines, three billcard imprints, 276 
radio commercials, 71 tv _ spots, 
displays, direct mail. 

Performance: Among 33 utilities 
with 200,000 or more residential 
customers, the Cleveland firm 
rated first in 1952 electric dryer 
sales per 1,000 customers. 


s 8. Fostoria Glass Co., advertis- 
ing fine table crystal. Agency: 
F&S&R. 

Objective: To increase the lin- 
age of dealer-sponsored Fostoria 
advertising in newspapers; to be 
accomplished by providing dealers 
with mats which reproduce the 
crystal’s brilliance better and over- 
come the problem of poor repro- 
duction in newspapers. 

Campaign: Provided 45 new one 
and two-column mats to dealers, 
replacing an older mat service in 
use four years. The new mat serv- 
ice was merchandised by direct 
mail, with a letter and samples, 
and one advertisement in four 
trade magazines. 

Performance: Dealer-paid-for 
linage increased 21% over a cor- 


mat service was offered. 


|@ 9. General Electric Co.’s lamp 
division, advertising sunlamps. 


Agency: Batten, Barton, Durstine 


responding period before the new 


~ 7 ie onmeace ape cenamie SLL ces oe et as. see See Se WA Bal PS eee 2 Te a moh Sie ten 0) <i ean eh Ree pes ona? Tac aera es seni h No aes! ee Cong gm amen nO ac ery 2 SE aa aN Cale ease Soe ear RAMs A 
ut Ree ae CO et SEO er Bem a eia te — age ee mo Boi ecg ere ier Meh aes Re i ie SN ar ie ae a fe Oe es fash ne brea ee ie a Else ees hes pe See this: ie poe ote speligen kde tah his 
ein Bas: pit ile: ORG a cee”. sige Ramee ger vise Re Re a Aes See Pe. od 25 ikea OSE ot a NCEA oat ae ek 
a ies i ' meni a 
Lo 
3 a a Ad 
& | 
— eee , 
: —— “ 
tre 
: an 
4 pe 
; 
in 
- da 
on 
: fix 
ch 
ve 
ad 
of 
pr 
of 
me 
. 
sa. 
sir 
rs ia 
Rae sti 
pe to 
ae ce 
bes ste 
be de 
ae 
a ee en ee ee ee | tic 
is Et 
ce th 
gis ac 
as \ tr. 
Sp 
rere fe 
a Oo O 
69 
ee" ‘ tis 
Pe, © more RURAL households | pr 
~ Bs ee eee 
= a m 
e pc 
, a 3 
aging, | tis 
ay | 
St eae | 
ee | ‘ po: 
. ca 
| te 
nae | th 
ee gr 
ce > | 
a ae 2 7 * 
ee 4 Aiud errr: [Od Ce 
ite | cy 
ke | 
es | th 
er cr 
Bh. dr 
ne sh 
| ee gl 
‘ se 
ae tv 
a si 
he fa 
ae di 
a, pe 
Bee m 
ets! gc 
ae sa 
oe ce 
oe be 
sa pi 
3 ee : 
. ee | fs 
ec 
A 
Se | ‘ 
ir 
Sé 
m 
| ci 
‘ : se 
; | Sz 
nae eC ; ‘ 
2. ——_— —_— 
ae on in 
rs Kansas City 72 Cod 0 | 
a ee w 


ine 


A Ae ee 


Advertising Age, November 23, 1953 


& Osborn. | 
Objective: To stimulate retail | 
sales of GE sunlamps by concen- | 
trating a full season’s advertising| 
and promotion effort into a 10-day | 
period. 
Campaign: One full-color page| 
in two consumer magazines; 10, 
days of radio spots; commercials | 
on Fred Waring’s television show; 
five trade magazines; dealer mer- 
chandising material. Consumer ad- 
vertising covered 10 days; trade 
advertising, two months. 
Performance: In 1951, shipments 
of sunlamps were off 2% from the 
preceding year. In 1952, as a result 
of the “blitz” promotion, ship- 
ments went 23% ahead of 1951. 


® 10. Glidden Co., promoting paint 
sales. Agency: Meldrum & Few- 
smith. . 

Objective: To obtain a larger 
share of the paint market at the 
start of the spring selling season; 
to give Glidden salesmen extra in- 
centive to open new accounts; to 
step up sales activity of present 
dealers. 

Campaign: A two-week promo- 
tion, with two-color spreads in 
Collier’s, Look and The Saturday 
Evening Post; announcements on 
the Kate Smith Show; a 1,200-line 
ad in newspapers across the coun- 
try, plus “several thousand” small 
space dealer tie-in ads. 

Performance: The event pro- 
duced a sell-out of all specials of- 
fered. Back-ordering began in 
March, continued through June. 
Opening of new dealers increased 
69%, 80% and 87% over corres- 
ponding months the previous year. 


® 11. Harris-Seybold Co., adver- 
tising a new model offset printing 
press. Agency: F&S&R. 

Objective: To announce the new 
model to the graphic arts industry; 
to concentrate promotion in the 
potential market; to help develop 
sales for the new model. 

Campaign: Trade paper adver- 
tisements, three direct mail pieces, 
product folder, stories in external 
house organ. 

Performance: Letters and com- 
ments indicate the new model be- 
came known in the industry. Writ- 
ten response came from 9.76% of 
the potential market. Sales of new 
model, dating from start of pro- 
gram, total $2,065,000. 


# 12. Libbey-Owens-Ford Glass 
Co., promoting Thermopane. Agen- 
cy: F&S&R. 

Objective: To inform farmers 
that livestock production is in- 
creased and losses reduced by hav- 
ing buildings that are warm and 
dry in winter, cool in summer; to 
show how Thermopane insulating 
glass helps provide these condi- 
tions; te increase farm purchases 
of Thermopane, especially for 
service buildings. 

Campaign: Six pages each in 
two agricultural-leader magazines, 
six two-third page ads in four 
farm magazines in the general, 
dairy, poultry and breeder fields. 

Performance: Sales of Thermo- 
pane for farm use “increased tre- 
mendously.” Of 2,426 inquiries, “‘a 
good number” were turned into 
sales. Reports of Thermopane suc- 
cess coming in from farmers will 
be used as basis for 1953 cam- 
paign. 


| 
# 13. Ohio Crankshaft Co., ad-| 
vertising Tocco induction heating | 
equipment. Agency: Carr Liggett 
Advertising. 

Objective: To present actual) 
case studies to acquaint executives | 
in metal-working plants with cost- | 
saving advantages of Tocco equip- | 
ment; to obtain inquiries; to publi- 
cize Tocco’s merits so as to make 
selling easier for the company’s 
sales engineers. 

Campaign: 18 business papers, 
ranging from three pages each up 
to 12 pages each; three direct mail- 
ings of 5,000 each. 

Performance: The sales quota | 
was exceeded by nearly 250%.' 


|@ 14. The Ohio Development & 


Keyed ads brought 1,940 inquiries. | 
Sales engineers and management 
“expressed satisfaction” with the 
program. 


Publicity Commission, promoting 
Ohio as a vacation center. Agency: 
McCann-Erickson. 

Objective: To develop maximum 
tourist interest in Ohio, using a 
limited advertising budget. 

Campaign: A b&w half-page ad 
in Holiday, 20 tv announcements, 
10 radio plugs and distribution of 
eight 6” double-column newspa- 
per mats. 

Performance: Over half of Ohio 
radio stations and nearly all tv 
stations cooperated in the “Go 
Ohio” promotion lasting four 
months. Total requests for adver- 
tised Ohio booklets: 35,000. 

15. Standard Oil Co. (Ohio), | 
advertising Sohio X-Tane gasoline. | 
Agency: McCann-Erickson. | 

Objective: To capture a larger 
share of the Ohio retail gasoline 
market. 

Campaign: 890,000 lines in daily | 


and weekly newspapers in Ohio; 
three 24-sheet posters. 


Performance: The company’s re- | 


itail sales of gasoline increased | with Tom Sawyer illustrations, ski Agency. 
17.7% over the previous year. The 


gasoline consumption in the state 
increased only 5.1%. 


= 16. Westinghouse Electric Corp. 


won four awards in the competi-_ 


tion. The Westinghouse campaigns 
centered on an institutional pro- 
gram for a wide range of products, 
on the Westinghouse “twins’’—the 
automatic washer and electric 
clothes dryer, on a new pattern 
plastic for kitchen sink tops and 
tables and on training utility per- 
sonnel to install and service trans- 
formers. Agency for all four pro- 
grams was F&S&R. 

17. Warner & Swasey Co., maker 
of turret lathes, won two awards 
for advertising prepared by Gris- 
wold-Eshleman Co. One campaign 
promoted two specific machine 
tools, the other was an institution- 
al program, “selling” the firm and 
also the American enterprise sys- 
tem. 


-HARRIS-SEYBOLD WINS 
CLEVELAND ART AWARD 


CLEVELAND, Nov. 17—A calendar 


produced for Harris-Seybold Co., | 
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Sterling-Lindner-Davis depart- 
ment store, Lou Federman & 
Associates and the Clem Cykow- 


maker of printing presses, has won| ® F&S&R also took first p'aces 


|best-in-show honors at the fifth 
‘annual luncheon of the Cleveland 
‘Art Directors Club. 


jits art director, Art Merkel, and 
| Everett Henry, New York, who did 
the illustrations. 

Other firms whose advertising 
art won blue ribbons were Do- 
beckmun Co., Brodhead-Garrett 
Co., St. Mary’s Woolen Mfg. Co., 


with 
| Westinghouse Electric Corp., Ko- 
jnigslow Mfg. Co. and Aluminum 
Sharing the top citation were |Co. of America. 


Fuller & Smith & Ross, the agency; | 


advertising entries for 


McCann-Erickson Ine. scored 
firsts with advertising for Stand- 
ard Oil Co. (Ohio) and Leisy 
Brewing Co. Leroy Lustig Agency 
took first with Plymouth dealers 
advertising and advertising for 
Rosenblum’s department store. The 
Federman agency rated _ five 


Spicer division of Dana Corp.,| awards in art directing and design. 


BERNARD P. GALLAGHER 
Tenet iincnnisisiiendoreaill 


| 147 West 42nd St., New York 36, N. Y., LAckawanna 4-1631 


for the purchase and sale 
of magazine properties 
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Free your office 


from typing fatigue 


Typing fatigue is costly in any office . 


— 


needless errors, in lagging speed, in wasted 
supplies, in drooping spirits. But you can free 
your office from these expensive handicaps by 
installing IBM Electric ‘Typewriters! 


IBM’s remove the cause of typing fatigue 
.. they have the lightest touch, the easiest 


keyboard slope . . 
turned and spaced electrically. 


. even the carriage is re- 


More and more offices today are stand- 
ardizing on IBM’s because they find more 
work gets done faster, and looks better. Office 


morale is higher, job turnover lower. 
IBM’s be a fine thing for your office, too? 
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Name 


Company 


IBM, Dept. AO-.3 
590 Madison Avenue, New York 22, N. Y. 


[7 Please send illustrated folders on IBM 


Electric Typewriters. 


C] Ud like to see the IBM Electric Typewriter. 


Address 


City 
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Nielsen Tells Coffee Men to Boost 
Advertising to Hold onto Sales Gains 


Boca Raton, Fia., Nov. 17—Cof- 
fee men were told here today by 
A. C. Nielsen, head of A. C. Niel- 
sen Co., that they can increase the 
effectiveness of their promotional 
dollars and avoid deflation of sales 
in a normal economy by reducing 
some of their trade and consumer 
promotions and putting the money 
into consumer advertising. 

Mr. Nieisen warned a meeting 
of the National Coffee Assn. of the 
U.S.A. 


changes and their effects on coffee | 
sales may become one of the major | 


problems for the industry and re- 


quire more and better advertising. | 


He said that the coffee industry 
has been fortunate in that it has 
enjoyed steady and_ substantial 
sales increases in spite of unusual- 
ly large increases in price. But 
lest this fact lull the coffee pro- 
ducers 
trend will continue, he pointed out 
that this price-sale relationship has 
taken place under abnormal eco- 
nomic conditions. 


ws In fact, Mr. Nielsen explained, 
“we have seen very few food com- 
modities which—under normal eco- 
nomic conditions—are sensitive to 
price changes as coffee has been. 

“It may well be that, if the econ- 
omy turns downward, and regular 
coffee prices are not reduced cor- 
respondingly, there will be a sub- 
stantial acceleration in the already 
rapid trend toward the use of in- 
stant coffee. Such a trend would, 
of course, give the consumer the 
equivalent of a price reduction, be- 
cause the consumer is interested 
primarily in the cost per cup,” the 
marketing research executive said. 

Mr. Nielsen was able to give as- 
sociation members impressive sta- 
tistics on the growth of coffee sales, 
the part instant coffee has played 
in this growth and the relationship 
of coffee sales to tea sales. 


s He stressed that grocery outlets 
have grown increasingly important 
since 1940 in their share of coffee 
sales. In 1940 grocery purchases of 
all types of coffee except decaffe- 
inated were 926,000,000 Ibs. This 
has increased to 1,491 billion Ibs. 
for the 12 months through June of 
1953. This compares with non-gro- 


LATEST RESEARCH REPORT: 


© 34%, of Ebony families own their homes 

@ Medion income of Ebony families is $3,620 
@ 52.7% have attended high school 

@ 48%, of Ebony fomilies own automobiles 

© 65.2% own television sets 


Let us send you a copy— 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenue, Chicogo, Hil 
New York Office: 55. West 42nd Street 
Los Angeles Office: 1127 Wilshire Blvd 


that in the future price) 


into believing that this‘ 


cery sales (miscellaneous stores, 
,home delivery, institutions, manu- 
facturing and decaffeinated) which 
| were 820,000,000 Ibs. in 1940 and 
‘are 820,000,000 Ibs. 
months through June of 1953. 

Mr. Nielsen also gave the group 
| the following index comparing cof- 
fee and tea sales since 1940. 


Coffee Sales Tea Sales 


(equivalent Ibs.) (Ibs.) 
a 100 100 
. Saar 124 90 

ES <6 56 gh. 153 114 
: (re 186 126 
| (est.) 


. “Both beverages have done an 
‘excellent job, and it seems likely 
'that the superior trend for coffee 
has been due, in part at least, to 
the development of instant ccffee 


for the 12. 


_—which is more convenient to use 
and generally considered cheaper 
per cup,” he said. 

_ Mr. Nielsen also explained that 

‘all poundage estimates for coffee 

| were in equivalent pounds—that is, 

| computing that one pound of regu- 
lar coffee produces 35 cups while 

32 cups are derived from a 2 or 
4 oz. jar of instant coffee. 

He said that coffee consumption, 

»expressed in equivalent pounds per 
capita, has shown one of the most 
favorable growths in the entire 
food industry, except for certain 

new products. 

The figures he gave for this are: 


Equivalent Ibs. Per capita 

per capita Index © 

-- (15 yrs. and over) 

ae 9.4 100 
ae 10.0 106 

t << aae 8.6 91 
er 11.4 121 
ae 11.7 124 
erry 12.9 137 
| Pe 15.3 163 
(est.) 


| pound.) 
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Comparing coffee and tea, in 
the matter of growth, on the basis 
of equivalent numbers of cups sold 
through grocery stores, on a per 
capita basis (15 years and over), 
Mr. Nielsen came up with the fol- 
lowing figures. 


Coffee: Cups Tea: Cups 


per capita per capita 
ae 329 122 
410 114 
re 452 127 
| ee 536 135 
(est.) 


(According to Mr. Nielsen, the | 
above was computed at 35 cups | 
per pound for regular coffee, 32, 
cups per 2 oz. or 4 oz. jar of the. 
instant type. Tea bags are figured | 


-at 294 cups per pound and pack-| 
| aged tea is figured at 263 cups per | 


“It is interesting to note that on. 
a cup basis, tea bags are now ap-| 


| proximately equal to packaged tea, | 


although tea in the bag form costs | 
more per pound,” Mr. Nielsen said. | 
“This is an example of the general | 


trend toward convenience items in 
the food industry. A trend which is 
illustrated, too, by the develop- 
ment of instant coffee.” 


ws Mr. Nielsen added that one of 


the outstanding facts about coffee 


“is the extent to which it out-sells 


‘other major food items in the gro- 
_cery store.” 


He gave the following estimates 


for 1953 from the Nielsen Food 


| Index: 
Grocery Store 
Sales Increase 
(consumer $ Since 
in millions) 1940 
Coffee ...... 1,395 580% 
ee 506 46% 
Margarine .. 278 804% 
Ready -to-eat 
cereals . 256 204% 
Frozen orange 
eee 151 — 
a ae 134 163% 
Canned corn 127 oe 
Canned peas 116 ae 


Mr. Nielsen went on to say that 


and 


close of t 


of which 
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Railway Age 


Annual Review 


Outlook Number 


Furnishing the first authorita- 
tive report of the year’s railway 
operations promptly after the 


he year...the Annual 


Number forms a record much 


is not elsewhere avail- 


| able for several months to come. 


| This is th 
| tives and 
organizat 


e issue railway execu- 
business and financial 
ions look for, study 


and use as the comprehensive 
review, analysis and statistical 


summary 


The 1954 


of the whole field of 


railway operation. 


Annual Review and 


Outlook Number will be pub- 
lished January 11, 1954. Closing 
date: December 22, 1953. 


paid circulation 
on the Railroads 


128% growth in paid 
railway circulation 


Since the end of World War II, 


the paid circulation 


of Rartway AGE on the railroads, exclusive of 
circulation in the railway supply industry and 
other non-railroad organizations, has increased 


128% to an all-time peak. 


This growth is based on the increased demand for 
information resulting from postwar expansion 
and the fast-moving developments in railway 
improvements...all of which have emphasized the 
value of Rartway AGe’s exclusive weekly reporting. 


It is the result of peak reader interest on the 
railroads, which has developed this sharply increased 
primary circulation among RAILway AGE’s 
tremendous following of readers throughout the 


railway industry. 
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all these tremendous increases in 
sales of all brands did not neces- 
sarily mean that prosperity has 
been enjoyed by every coffee 
roaster. 

He said the first fundamental 
step which any roaster can take 
toward improving his individual 
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coffee men by telling them that a 
research project first conducted by 
his company in 1930 and kept up 
to date every year since then 
showed that the average executive 
is right, or substantially right, only 
about 58% of the time in his judg- 
ments on questions of markets and 


re ee) ee | 


_ WV 


s* So* S* 


position is to make a detailed study 
of the total coffee market to ascer-_| 
tain what types of coffee are most 


marketing. 


reason that the greatest single fact 


popular in each section of the! accounting for wide differences in. 


country. corporate profit margins is the dif- 
| ference in cost of distribution, and 
w “As an example, I’ll cite the fact he asserted that accurate executive 
that for the nine major areas re-| decision based on marketing re- 
ported by Nielsen Food Index, the search can cut this cost substanti- 
per capita consumption of regular ally. 

coffee varies all the way from 24% | 

above the national average for one Names Cruttenden & Eger 

of these territories to 34% below 


“And with respect to the instant meat casings and packaging ma- 
type of coffee, one area is 86% terials, has appointed Cruttenden 


above the national per capita av- & Eger Associates, Chicago, to han- | 


idle its advertising. The program 


: : » | Will include magazines, direct mail, 
the national per capita average. |literature and special promotions. 


Mr. Nielsen underlined the im- | Previously, Ross Llewellyn Inc., 
portance of market research to the Chicago, had the account. 


erage while another is 62% below 


This, he said, accounted for the 


; ) Transparent Package Co., Chi-| 
the national average,” he said. cago manufacturer of specialized | 


THREE-D COLOR—At Eastman Kodak’s 1954 color show preview in Rochester, these 

observers examine a 3-D print (lower right), part of the exhibit which will tour 11 

cities next year. Left to right are Adolph Stuber, v.p. in charge of sales and adver- 

tising; A. D. Johnson, assistant advertising director, and Wallace Elton, president, 

National Society of Art Directors and v.p. of J. Walter Thompson Co. Shows are 

for San Francisco, Los Angeles, Houston, St. Louis, Minneapolis, Chicago, Detroit, 
New York, Philadelphia, Boston and Toronto. 
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RAILWAY AGE circulation : 
(November 2 issue) 
railroad. =. .. 1,248 : 
; 
allothes. .... 3,758 ot a a 


total net paid 15,006 


In the face of competition from free distribu- 
tion publications which entered the railway 
field after World War II (most of which have 
since departed), RAtLway AGE has moved 
sharply ahead in paid circulation on the 
railways. 


Railway men have given their verdict in favor 
of Raitway AGE to the tune of 128% more 
paid circulation than during the restricted 
levels of war and depression. 

And during the postwar period subscription re- will 
newals to Rartway AGE have averaged 83.64%, 
... proof of sustained reader interest. 
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The basis for RatLway Ace’s overwhelming 
leadership is in its editorial service. Over 80%, 
of its feature articles are read by more than half 
of the subscribers. Its weckly feature “Week At 
a Glance” is read by 90%, of subscribers. 
These results, gathered from Raitway AGe’s 
continuing monthly survey of readership, em- 
phasize the top-ranking position of RAmiLway 
AGE in the railway industry. 


This preference of the railway industry itself 


confirm your judgment in scheduling 


dominant space for 1954 in railway industry’s 
exclusive weekly — Rartway AGE. 
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Patent Licenses 
Available Through 
Switzer Settlement 


CLEVELAND, Nov. 18—The con- 
sent settlement of the govern- 
iment’s anti-trust suit against 


Switzer Brothers Inc., and a group 
|of firms interested in the manu- 
| facture and sale of daylight fluo- 
'rescent materials will make it 
possible for some licensees to ob- 
tain simple patent licenses instead 
of combination patent and trade- 
mark licenses. 

The settlement, announced ear- 
lier this month (AA, Nov. 2), ends 
litigation which got under way 
June 28, 1950. Daylight fluores- 
cent materials such as paints, lac- 
quers, yarns and fabrics are wide- 
ly used in the preparation of ad- 
vertising displays and signs. 

(In Washington, a spokesman 
for the Department of Justice ex- 
plained that price fixing was not 
a factor in the case, as reported 
by ADVERTISING AGE. He empha- 
sized that the case dealt primarily 
with the combined use of patents 
and trademarks to impose re- 
straints beyond the legitimate 
scope of the protection provided 
for by the patent and trademark 
laws.) 


# Robert C. Switzer, president of 
Switzer Brothers Inc., commented: 

“Since Switzers introduced day- 
light fluorescent advertising ma- 
terials five years ago, the firm has 
granted nearly 4,000 licenses for 
the manufacture and sale of day- 
light fluorescent displays and oth- 
er devices. Holders of the licenses 
already enjoy the various patent 
rights which the Switzers agree to 
give upon application. 

“Within the past 12 months, and 
prior to the settlement with the 
government, the operation of the 
Switzer licensing plan was greatly 
modified by placing the sale of 
all licensed daylight fluorescent 
materials on a royalty-paid basis 
whereby al] trademark and patent 
royaities are paid by the manu- 
facturer of the materials instead of 
by the display maker... 

“Our merchandising program 
has been based from the beginning 
on recognition of the fact that day- 
light fluorescent materials them- 
selves require careful application 
for effective fluorescence, color 
brightness and light fastness. The 
government has in no way chal- 
lenged these objectives...” 


Pasco-Nair Forms TV Unit 


Pasco-Nair, Hartford agency 
headed by Samuel Pasco and Mer- 
win Nair, has formed a subsidiary, 
Tel-Air Productions. Located at 42 
Asylum St., Hartford, the new unit 
will handle films and slides for tv 
accounts. 


(ADVERTISEMENT) 


Appointed by A. E. Staley 


i 
a 


Louis E. Doxsie has been appointed 
materials and methods superintendent 
of A. E. Staley Manufacturing Co., 
Decatur, Ilinois, manufacturers of 
corn and soybeans. Like most other 
men who are getting ahead in busi- 
ness, Mr. Doxsie is a regular reader 
of The Wall Street Journal. What an 
advertising medium! 
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3% Ad Budget Spurs _ ‘ii seve caitinsint 
Candy Chain’s Growth 2:2 232732. 5 


Immigrant Klein Hopes 
His 59-Store Barton’s 
Chain Can Make It 5% 


By Charles Downes 


New York, Nov. 17—Barton’s 
Bonbonniere, which operates a 
chain of 59 candy stores in four 
cities, and which has a sales vol-| 
ume said to total $10,000,000, 
plans to expand nationally in 1954. 

This information and details of | 
the company’s development since | 
its first store was opened here in| 
1940 were given to AA last week, 
in an exclusive interview, by 
Stephen Klein, founder and presi- 
dent of the chain. 

Mr. Klein, who fled from Vienna 
when Hitler in- 
vaded Austria, is 
a candy maker by 
trade, and before 
World War II op- 
erated a chain of 
35 confectionery 
stores in Austria. 
He came to the 
United States in 
1939 with his 
wife and three 
children from 
Belgium, after 
posting his own bond with the U.S. 
consul at Antwerp, because he 
didn’t know a soul here. 


Stephen Klein 


® He started making his Continen- 
tal chocolates in a small way in 
Brooklyn with an original invest- 
ment of $150. Originally, he sold 
his candy himself from office to 
office in the garment center. Peo- 
ple liked it. They reordered and 
told their friends. Mr. Klein devel- 
oped sufficient business within a 
few months to open a small fac- 
tory in Brooklyn. Shortly after- 
ward he opened his first store at 
Broadway and 8lst St., and, he 
says, he knew it was the first link 
of a new chain. 

Mr. Klein attributes his success 
to two things: a quality product 
and consistent advertising. Since 
he opened his first store he has 
always appropriated 3% of sales 
for advertising. The company is 
currently spending $300,000 for 
newspaper space and radio spots. 
It also does considerable direct 
mail business, and direct mail pro- 
motion before all of the major 
holidays. 

However, as the company opens 
up new outlets nationally and in- 
creases its present volume of busi- 
ness, Mr. Klein plans to raise his 
advertising appropriation to 5% of 
sales. This, he hopes, will be pos- 
sible within the next two years. 


a “I have always been a firm be- 
liever in the value of advertising,” 
Mr. Klein said. “In Austria we 
used commercial films of candy 
making and of people buying and 
serving candy. The films were 
shown in movie theaters and we 
paid the theaters for showing the 
films. We also did outdoor adver- 
tising, using posters on advertising 
kiosks, showing handsome men 
and beautiful women laughing and 
enjoying themselves.” 

In 1941, the year after he had 


|has one store, he uses the Newark | Whenever they think of candy. | 


agency. 


|@ Several agencies have tried their | 
‘hands at Barton’s advertising in| ® “The reason for the success of | 
the past but were never able to the movies,” Mr. Klein pointed out, | 


opened his first store here, Mr. 
Klein started advertising in the 
New York Times. That year, his 
advertising was limited to 800) 
lines. This year, with 50 stores in| 
New York, he is running more 
than 50,000 lines in the Times, in 
addition to regular schedules in the 
New York Post, Herald Tribune 
and World-Telegram & Sun. He also 
uses daily news spot programs on. 
radio stations WOR and WQXR. In 
Philadelphia, where he operates 
one store, he uses the Bulletin and 
Inquirer; in Newark, where he| 


he said. “But it is something very 
simple. Maybe you call it institu- 


identification, I don’t know. But we 


will think of Barton’s Bonbonniere 


News; in Detroit, where he has| “We want to sell the idea of Bar- 
seven stores, he uses the Detroit t0n’s with quality and pleasing art 
News. | work and very little copy. We want | 

Doyle Dane Bernbach Inc. is the ®Y€-catching, stopper-type ads | 
| with a quality that will reflect the | 
quality of the company. 


i 


satisfy Mr. Klein. In 1949, im- |‘ ‘is that they have tried to give 
\pressed by the advertising that people what they think they want. | 
Doyle Dane Bernbach was doing | Instead of debunking ideals they 
'for Ohrbach’s, Mr. Klein went to) glorify them and help people to) 
| the agency and discussed his prob- | | sell themselves on their own illu- 
lem. | sions. Ziegfeld glorified the Ameri- 

Before that, Mr. Klein admits, | can girl. We glorify the art of the 
several large agencies turned down quality confectioner in our adver- 
his account because his budget was tising, subtly but scrupulously ex- | 
not large enough. ‘tolling the quality and value of | 

“What I want our advertising to our Continental chocolates, and all 
do is a little difficult to explain,” | that the flavor of the term im- 


a te ay te 
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BARTONS 
Continental 


INTRIGUE-ING—The full- 
page newspaper copy at 
left, one of a series pre- 
pared by Doyle Dane Bern- 
bach for Barton's Bonbon- 
niere candy chain, alternates 
with smaller space typified 
by the two ads at right. 


90.4% of the hirds are 
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plies.” 


dio advertising, Barton’s carries on | first requirement is a good product, | store building into a lively poster, 
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sound, no advertising in the world | light,” the magazine says, “trans- 
In addition to newspaper and ra-| will help it in the long run. The|forms a typical apartment-over- 


a continuing direct mail campaign the second is ‘sound merchandis- and gives a lift to a drab street.” 


at all holiday seasons in all 48) 
states. All Jewish holidays are) 
strictly observed. All Barton stores| = It should be noted that he re- two basic precepts: 
are closed Saturdays, the Jewish | gards advertising as a means to an. 
Sabbath, and newspaper advertise- | end, in much the same way that) 


he does packaging and store de-. 


ments tell the closing hour each 
Friday. 


s The company’s out-of-town 
stores are supplied by refrigerated 
truck or by air from its factory, 
which now occupies 200,000 square 
feet at 80 DeKalb Ave., Brooklyn, 
in a completely modern building. 
All of the company’s 1,000 em- 
ployes submit te regular medical 
inspections, and every precaution 
is taken to maintain sanitary man- 
ufacturing conditions and quality 
controls. 

Mr. Klein is a stickler for sani- 


lieves that “advertising can make 


ing.” 


sign. Barton’s packaging has all 
been designed, as have the stores, 
to further company identification 
and to help impress the idea of 
Barton’s quality and Continental 
flavor upon the public mind. The 
company has 300 different types 
of packages, many of which have 
been designed for use as acceptable 
household utility dishes. 

Some of the company’s stores 
have won architectural awards, 


notably its 50th St. store, which) 


last year won an award and a 


| testimonial from Architectural Fo- 
tation and quality. While he be-| 


rum. Designed by Victor Gruen, 


| architect for all of Barton’s stores, 


In breaking rules, however, the 
architect carefully abided by the 
(1) put the 
customer in a buying mood, and 
(2) give the merchandise the best | 
possible break. To these ends, “he 
designed what he calls a ‘toyshop | 
for adults,’ and furnished it with | 
a number of clever display devices. 
In short, he gave an old three-stcry | 
Victorian building a Continental 
Look that has multiplied the sale | 
of Barton’s Continental choco-| 
lates.” 


s Associated with Mr. Klein in) 
the management of the company | 
_are his five brothers (Morton, who 
has charge of purchasing; Sol, who 
heads the design and packaging 
department; Eli, who _ handles) 
shipping; Arthur, who operates the | 
Detroit stores; and Isaac, in charge 


or break a company,” he insists| it breaks all the rules of store de- of production) and Herbert Ten-| 


that “if a company’s product isn’t sign. “Brilliant paint and neon zer, an attorney, who is board Fresno, Cal., as account executive. 


chairman and treasurer. 


The name of the company, in-| 


cidentally, had an interesting ori-| 
gin. In 1940, when Mr. Klein 
opened his first store, President | 
Franklin D. Roosevelt was run-| 
ning for reelection for a _ third 
term and made his famous cam- 
paign speech ridiculing three op- 
position congressmen, Martin, Bar- 
ton and Fish. The popularity of 
the speech at the time, and the ease 
with which people remembered the 
phrase, by some strange quirk of 
idea association, caused Mr. Klein 
to decide that Barton would be 
an ideal name for his company. 

That is the apocryphal version of 
the story which many people seem 
to believe, Mr. Klein says. The 
true story, he insists, is that he 
chose the name Barton from the 
telephone directory because it has 
alliterative euphony in association 
with bonbonniere. 


Grant Joins KBIF, Fresno 
Ray Grant has joined KBIF, 


in hand! 


Building product salesmen will tell you that the nation’s active architects and 


engineers are elusive birds. And only P/A has been able to capture so many of 
them! We now offer you the undivided attention of 24,675 of these men who head 


up U. S. building product and equipment specification teams. 


Among these P/A architect and engineer subscribers are the principals of firms 


designing 90.4% of the dollar volume of architect-designed buildings...as proved 


by a survey of projects now on the boards of architectural firms in all 48 states. 


This is the largest verifiable coverage of the market ever offered by any magazine! 


But that’s not all. P/A alone gives you top coverage of the entire specification 


team...including 10,769 designers and draftsmen. (And don’t let anybody tell 


you otherwise... these fellows have a lot to say when it comes to specifying!) 


For the full story, write or phone your P/A representative today. 


Architecture’s most 
widely read magazine... 


Progressive Architecture 


Reinhold Publishing Corporation 


330 West 42nd Street 
New York 36, New York 


World's largest publisher of architectural books 


Coming 
Conventions 


*Indicates first listing in this column. 

Dec. 27-29. American Marketing Assn., 
winter conference, Mayflower Hotel, 
Washington, D. C. 

Jan. 8-10, 1954. Advertising Assn. of the 
West, midwinter conference, El Conquis- 
tador, Tucson, Ariz. 

*Jan. 17-20, 1954. Newspaper Advertising 
Executives Assn., annual meeting, Edge- 
water Beach Hotel, Chicago. 

*Feb. 15-16, 1954. Inland Daily Press 
Assn., midwinter meeting, Drake Hotel, 
Chicago. 

Feb. 18-20, 1954. Southwestern Assn. 
of Advertising Agencies, Houston. 

April 4-6, 1954. American Public Re- 
lations Assn., 10th anniversary conven- 
tion, Shelton Hotel, New York. 

April 12-18, 1954. National Advertising 
Agency Network, management confer- 
ence, Boca Raton, Fla. 

*May 24-25, 1954. Inland Daily Press 
Assn., spring meeting, Congress Hotel, 
Chicago. 

May 24-30. National Business Publica- 
tions, annual spring meeting, White Face 
Inn, Lake Placid, N. Y. 

June 14-17, 1954. National Industrial 
Advertisers Assn., 32nd annual conven- 
tion, Hotel Sheraton-Mt. Royal, Montreal, 
Can. 

June 20-23, 1954. Advertising Federation 
of America, 50th annual convention, Bos- 
ton, 

June 27-30, 1954. Advertising Assn. of 


the West, 5list annual convention, Salt 
Lake City. 
*Oct. 4-5, 1954. Inland Daily Press 


Assn., annual meeting, Drake Hotel, Chi- 
cago. 


Pulse Adds 11 More TV Cities 


Pulse Inc. has added 11 more 
television cities to its regular sur- 
veying area. Studies are now being 
made or soon will be conducted in 
Boise; Butte; Columbia, S. C.; El 
Paso; Fresno; Macon; Little Rock; 
Scranton-Wilkes-Barre; Tucson; 
Wichita, and Worcester, Mass. Sev- 
en other new markets have been 
added to the Pulse list since June, 
bringing the researcher’s total tv 
market coverage to 72 areas. 


Petry Promotes Steese 


William H. Steese, who has been 
on the representative’s radio pro- 
motion staff for some time, has 
been promoted to radio promotion 
manager of Edward Petry & Co., 
New York. This fills the vacancy 
created by the resignation of Seth 
Dennis. Meanwhile, Walter Dun- 
can, NBC radio sales presentation 
writer, has joined the Petry radio 
sales promotion department. 


Heads Duffy Creative Unit 


Paul W. Buchholz has been ap- 
pointed manager of the creative 
department of John Duffy Co., 
Cleveland agency. 


SCHOLASTIC 
MAGAZINES 
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Converse Awards for Advancing Marketing ‘"®s. that: | 


Go to McNair and Chamberlin of Harvard 


MONTICELLO, ILL., Nov. 17—Ed- 
ward H. Chamberlin, professor of 
political economy, Harvard Uni- 
versity, and Malcolm P. McNair, 
professor of retailing, Harvard 
graduate school of business ad- 
ministration, were presented with 
Paul D. Converse awards for ad- 
vancing the science of marketing 


keting department in the college 
of commerce at the University of 
Illinois. 

The awards were presented at a 


symposium attended by staff mem- | 


bers of the university and some 60 
invited guests, which discussed the 
role and nature of competition in 
the marketing economy. 


at a conference here over the. 


weekend. 

The Converse awards are pre- 
sented biennially by the Central 
Illinois chapter of the American 
Marketing Assn. in honor of Mr. 
Converse, who is head of the mar- 


SIMPSON-REILLY, LTD. 
Publishers Representatives 
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I NGPLES HALLIBURTON: BLDG. 
SAN PRANCISCO CENTRAL TOWER 


|# In his contribution to the sym- 
| posium, Prof. McNair asserted his 
belief that “we are tending a little 
too far in the direction of sweet- 
ness and light and away from fric- 
tion in training people” for execu- 
tive positions. “We don’t want to 
| smother initiative and competition. 
Our job as teachers is to breed 
business leaders who are just natu- 
rally tough competitors.” 

In a list of ten business policies 
which Prof. McNair said would 
best serve to maintain healthy, 
vigorous competition among busi- 
nesses, he asserted, among other 


CREE ee ee 


Advertising Age, November 23, 1953 


Be ct 


e@ Business should be willing to) 
employ discriminatory prices (in) 
line with his assertion that the 
Robinson-Patman Act is being in- 
iterpreted in a legalistic and un-| 
realistic manner). 


| 
} | 
|@ Business should refrain from use| 
‘of the fair trade device in many) 


| instances. 


| 


_e Greater consideration should be | 
given to development of private. 
brands, largely as a retailer’s de-_ 
vice to protect himself against the | 
loss of individual status which | 
arises from the widespread use of | 
fair trade pricing. 

He also urged a more important 
place in business for marketing | 
research, the development of in-. 
ternal competition in large busi- | 
ness through decentralized man- | frequently promoted competition. validity of non-price competition. 
agement, the utilization of a vari- | Product differentiation and adver- 
ety of distribution channels, and tising have two strikes on them 
an exploration of the possibilities that classical economists (from with these economists, he said, 
of vertical integration, especially whom he _ dissociated himself) | who consider them pure waste. He 
on a voluntary basis, which he said’ still are not too well sold on the emphasized that this is an unre- 


WHICH TWIN?—Arthur “Red” Motley, Parade publisher, grins at his cardboard 

likeness set up in Evansville, Ind., where the Sunday Courier & Press distributes 

the supplement. Newspaper guys and gals all sport fiery red wigs. Mr. Motley spoke 
at a combined meeting of Evansville sales execs and advertising clubs. 


s Prof. Chamberlin emphasized 


Population “eee ee eevee Peewee eee eee eeee 
Radio Homes...... 
Farm Radio Homes. . 


Retail Sales... 


WJR is the one salesman that can effectively and economically 
increase your volume in all of this rich market area. Every single 
day of the year WJR, the most influential voice in the Great Lakes 
region, will carry your advertising message to millions of buyers 
in Michigan, Ohio, Indiana, Pennsylvania and Ontario. Let WJR’s 


success and popularity 


Contact WJR or your Christal representative today to get the most 
for your advertising dollar in one of the nation’s richest markets. 


ETE: $13,613,431,000 
Filling Station Sales. 
Passenger Car Registrations .............. 4,116,934 


‘alistic approach, and suggested 
“ \that one test of the validity of ad- 
almost /0%0F the 
nations Sales 


vertising might be to regard the 
takes place 


w Other speakers at the seminar 
included Wroe Alderson, partner, 
Alderson & Sessions, Philadelphia, 


~\ 
] 
; t 7 
‘ \ 


f 


eee 


advertising itself as a product and 
see whether people would pay for 
it or not. 

Y RE who discussed the theory of com- 
petition and suggested a “county 
agent” approach to the marketing 

sd / o problems of small business, per- 
/ht WURe primary haps centered around universities. 
Small business, especially when 

it is starting, needs staff help 

- which it is unable to supply for 


Under such a test, he intimated, 
a good deal of advertising might 
prove unwanted, but a surprising 
amount would probably meet the 
test. 
coverage AlE2 itself, he said. 

o Joel Dean, professor of business 
economics, Columbia University, 
declared that business men and 
economists view competition dif- 
ferently, and recited a long list of 
business conditions and practices 
which, he said, business men con- 
sider as essentials of sound com- 
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petition. The very same list repre- 
sents a tendency toward monopoly, 


EY 
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" 
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in the view of many economists, 
he said. 


te 
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gs Ewald T. Grether, dean, school 
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of business administration, Univer- 
sity of California, asserted that in 
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his view there is a long-range drift 
away from the free market con- 
cept. The country has not lost faith 
in the concept completely, he said, 
and right now free markets are in 
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MARKET DATA 


% of total 
U. S., market 


pace pears ce ccace. «3,785,540 
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Rp sceeeetesnaes $ 3,266,766,000 
ps heeveeereves $ 739,614,000 
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do a real selling job for you! 
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WIR, Fisher Building, Detroit 2, Michigan 
W4IR, Eastern Office: 665 Fifth Avenue, New York 22 
Represented Nationally by the Henry |. Christal Company 
Canadian Representatives: Radio Time Sales, (Ontario) Ltd. 


better odor than at any time in 25 
years, but special interests are 
pecking away at the basic prohibi- 
tion of monopoly by sponsoring 
special legislation which exempts 
one group or another from one or 
another aspect of practices which 
are inherently anti-competitive or 
monopolistic. : 


Livingston Leaves Kletter 


Norman S. Livingston has re- 
signed as v.p. in charge of radio, 
tv, and motion pictures for Edward 
Kletter Associates, New York. He 
has handled all broadcasting activ- 
ities for Serutan and Geritol since 
September, 1951. 


_Johnson Buys DuMont Show 


Walter H. Johnson Candy Co., 
Chicago, will sponsor the Thurs- 
day telecast of “Captain Video” 
over the DuMont network starting 
Jan. 7. Time was bought through 
Franklin Bruck Advertising Corp., 
‘New York. 


Bir, The Goodwill Station 
eS Radio Network 
50,000 watts 


KHJ]-TV Names Bowman 


Robert Bowman, a member of 
the production staff of KHJ, Los 
Angeles, and recently a packager 
of tv shows, has been named na- 
= account executive of KHJ- 
| TV. 


AN IMPORTANT AREA FOR YOU 
—A FAMILIAR AREA TO US 
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Better Homes and Gardens 


All records broken—city by city—as up 
to 10,000 people a day visit a model 
home in a single city! 


Never before have so many people, in so 
many cities, in such a short period of time, 
come out to see a single model home! 


Never before have builders shown such en- 
thusiasm, nor backed a home promotion so 
solidly. Never before have so many alert 
forward-looking newspapers, radio and TV 
stations sensed such tremendous public in- 
terest in a single model home and served 
their audiences such thorough news and 
editorial treatment of it. 


You'll find the details on following pages— 
but there’s a lesson to be drawn right now. 


‘Readers’ Choice 


A vast market for any 
consumer goods and services! 


A magazine which can move such tremen- 
dous throngs is also a prime mover of any 
consumer goods or services. 


By editorial planning, BH&G preselects 334- 
million families of high income and home 
ownership, who read BH&G for one signif- 
icant reason—they want to raise living 
standards even higher. 


Cit 


++ 
+++ 
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MEREDITH PUBLISHING COMPANY, Des Moines, lowa 


” Home 


On every page, BH&G shows them how and 
what to buy to do it with. And since this is 
just what BH&G readers look for, BUYING 
ACTION follows. 


Buying Action for what? For everything 
up-and-coming people BUY—from a lip- 
stick or a face powder to a new car, a power 
tool, a new home, a bigger basket of gro- 
ceries——or a trip around the world. 


Third largest of all man-woman magazines, 
BH&G is the only one of them to grow great 
by showing people how to live a more fruit- 
ful, richer life. 


Whatever you offer consumers, BH&G is your 
primary medium. It gives you 3%4-million 
families screened for the BUY on their minds. 
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This is the story of a home 


This is the story of a home—but it is first of 
all the story of an idea which was born over 
10 years ago, born actually in time of war. 
Before Pearl Harbor there had already been 
stirrings in American minds toward a new way 
of living. Strangely, war itself developed and 
shaped that thinking. At that time BH&G 
editors, adding postwar planning to the daily 
job, were studying and analyzing the begin- 
nings of this trend, a trend which they felt to 
be the birth of a whole new philosophy of 
living. Maybe it was to be years away, but the 
signs were present unmistakably. People were 
going to want to relax, have more fun, live 
more leisurely, more comfortably. They would 
think more about homes— wanting homes de- 
signed with the new living style in mind. 
Functional Home Design was the term people 
used—and it meant just that. 


Soon the pages of BH&G began to blossom 
with inspiring features on The Home of the 
Future, clearly ahead for some postwar year 
not easily pinpointed. 


The trend is crystallized 


Even the early rush of postwar building 
showed some bits of the new living trend, 
although sheer physical housing was obviously 
the first demand. More and more the trend 
developed. Continuous BH&G research brought 
positive proof that all of the wartime dream- 
ing and hoping and planning were soon to find 
expression in a Functional Home Design that 
embodied all the characteristics of new 
American living. 


Early in 1952 BH&G editors felt the time had 
arrived to crystallize the trend and ideas, to 


build a home for functional living, a home 
people desired and needed. 


From a panel—a home plan 

To all the research, all the documentation, a 
“consumer panel’ was added. A group of 
intelligent couples, each of which was planning 
a new home, was brought together. Joining 
them were a builder, an architect, several 
BH&G staff members. Hours of discussion of 
living needs, living desires, house design. At 
their service were BH&G’s many years of 
study, analysis. From this experience and the 
deliberations of the panel, came a practical 
home plan—a plan which was, as nearly as 
possible, a composite of all their ideas, prefer- 
ences and needs. 


Thus was born The BH&G Readers’ Choice 
Home! 


Study this plan to see the wonderful living in BH&G’s “Readers’ Choice” Home 


TERRACE AND PLAYGROUND LIVING 
1 Gravel area for playground 28 Draperies for sun control, privacy 
equipment 29 Hanging light adjusts in height 
2 Sandbox 30 Built-in TV, radio, phonograph 
3 Bench 31 Coats and hats go here 
4 Barbecue 32 Dual-purpose sofas sleep guests 


33 Pegboard for versatile wall 


GARAGE treatment 


5 Panel for rake, hoe, light tools 

6 Storage for bulky garden equipment 
7 Shelves for pots, buckets, plant food 
8 Off-season-clothing storage 

9 Automobile 

10 Multipurpose power tool 

11 Workbench 


ventilation 


control 


36 Wardrobe opens to dressing area 
37 Vanity mirror 

38 High windows assure privacy 

39 Lavatory with dressing counter 


UTILITY 


12 Planned space for washer, dryer 

13 Closet for laundry, cleaning 
supplies 

14 Heating plant 

15 Air-conditioning unit 

16 Hot water 

17 Water softener 


BATHROOMS 


KITCHEN 


18 Work counter with window above 
19 Refrigerator set flush with counter 
20 Built-in oven 


22 Sliding glass creates pass-through unit 


46 Enclosed shelves for luggage, toys 
47 Daytime-activities space with 


TERRACE ROOM 


bedrooms , 
23 Traverse matchstick blinds 48 Good spot for second television 
24 Dining area 49 Wardrobes open to each sleeping 
25 Glass doors open to garden, terrace area 
26 Door here closes off sleeping wing 50 Folding screen for quiet, privacy 


27 Fence for privacy 51 Roll-type blinds stop glare 


Architects, Brooks Buderus, Gerald A. Siegwort * Cooperoting on pilot house, Arlington Heights, Ill. — Builder: Trude Land Development Compony 


34 Awning-type windows afford 


PARENTS’ BEDROOM 


35 Carpeted for comfort, sound 


40 Lavatory, counter, mirror 

41 Medicine chest full width of room 
42 Glass bubble in ceiling for light 
43 Shower compartment 

44 Linen closet 


CHILDREN’S SLEEP AND PLAY AREA : 
21 Family eating and serving counter 45 Second heating, air-conditioning 
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Decorator: Tomas of John M Smyth Company «© landscar e Designer: Williom Dean © Plantings by: Clovey Ravina Nurseries. 
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The idea 


The next step was to make the home a reality. 
An architect was commissioned to design a 
house carrying out the preferences of the 
group. The results were so gratifying, the fin- 
ished home so “right,” that BH&G decided 
to use it for an extensive model home pro- 
motion. Better Homes and Gardens had 


worked with builders and department stores 
in various areas on BH&G Five Star Model 
Home promotions. But BH&G had never spon- 
sored a mass promotion designed to get a model 
of the home built and displayed in many dif- 
ferent areas simultaneously throughout the 
country. 


This is also the story 
of a magazine 


It is also the story of a magazine be- 
cause, without the underlying philoso- 
phy which has guided Better Homes 
and Gardens, such a home could not 
have been designed — and erected by 
thirty-six prominent builders. 


Thus, the home has tremendous implica- 
tions. It is dramatic proof of the power 
and influence that one magazine can 
wield in the minds—and the faith—of 
its readers. 


This reader-faith of 334-million family- 
readers in Better Homes and Gardens 
didn’t just happen. It was built slowly 
and patiently year by year. It is the full 
and ripe fruit of an editorial and adver- 


tising philosophy built consistently and 
unfailingly on service to readers. 

From the very beginning, Better Homes 
and Gardens has followed a definite 
course. It has urged its readers to strive 
for higher goals—for a better home—a 
better way of life—a happier family. 
And—even more important—it has 
helped them achieve these goals. 


The following pages will give you some 
details of the most successful home pro- 
motion ever undertaken in America. 


As you read them, we believe you will 
agree, even more strongly, with our 
statement on the first page of this 
advertisement — 


A magazine which can move such tremendous throngs is 
also a prime mover of any consumer goods or services. 


ecomes a reality 


Never before such response! 

The Readers’ Choice, Five Star Home #2309, 
was introduced at the National Association of 
Home Builders Convention in January of this 
year. Response was enthusiastic. Within a 
short time, 36 of America’s leading builders 
agreed to build the home and take part in this 
most significant nationwide promotion. 
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WILLIAM WEIR, 
MILLER HOMES, INC. 
Birmingham, 
Michigan 


(DETROIT) 


THE BOX SCORE 


DECORATOR: THE J. L. HUDSON CO. 


ADDRESS OF HOME: 1805 Kinross 


Birmingham, Michigan 


HOME OPENED October 3 
ATTENDANCE Ist DAY 3,500 
ESTIMATED TOTAL ATTENDANCE 200,000 
NEWSPAPER ADVERTISING 5,698 lines 
NEWSPAPER EDITORIAL 8,286 lines 
RADIO & TV TIME 27 minutes 


SELLING PRICE OF HOME $33,900 


*“Have sold a number of other homes as a direct 
result of this promotion” 


“Your model home promotion terrific,” 
says builder Weir. ‘The pulling power of 
Better Homes and Gardens has resulted 
in making this the best model home pro- 
motion in our history. First Sunday— 
3,500 visitors. Second Sunday—5,500. 


Attendance to date (13 days) 24,000. Ex- 
pect to put through nearly 200,000 before 
home is closed. Three different families 
have made cash deposits. Newspapers 
here have been extremely cooperative.” 
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“Home sald before ground was broken on the model. 
Another under construction currently — also sold.” 


Here’s builder Stowell’s complete tele- 
gram. ‘Opening day count exceeded 5,500. 
Averaged 1,500 on week days. Traffic so 
far indicates will exceed 7,500 today. 
Attendance hampered by State Fair air 
show and JC rodeo. From builder’s and 


KEN STOWELL 


KEN STOWELL CO., INC. 


Wichita, 
Kansas 


supplier’s point of view this is the finest 
home promotion ever witnessed in 
Wichita. People are extremely enthusi- 
astic over the home and plans, particu- 
larly those with children. I am most 
interested in joining your 1954 program.” 


THE BOX SCORE 


DECORATOR: HINKEL’S 


ADDRESS OF HOME: 2630 North Belmont 


HOME OPENED September 20 
ATTENDANCE Ist DAY 5,500 
ESTIMATED TOTAL ATTENDANCE 27,000 
NEWSPAPER ADVERTISING 14,518 lines 
NEWSPAPER EDITORIAL 3,486 lines 
SELLING PRICE OF HOME $24,500 
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Builder liked home so well he moved 
into it himself. 


“House given enthusiastic reception,’ 


’ 


says builder Bishop, ‘‘by 


approximately 12,000 people since September 6th opening. Quality 
of people looking and interest shown excels other model home 
promotions in this area. Estimate total attendance to reach 20,000 
for three week period. Yes, I would like to join 1954 program.” 


‘- 


NS 


“READERS’ CHOICE” HOME _ 


TRUETT A. BISHOP, 


BUILDER 


Dallas, 
Texas 


THE BOX SCORE 


DECORATOR: RICK FURNITURE & CARPET CO. 


ADDRESS OF HOME: 4130 S. Better Drive 


HOME OPENED September 6 
ATTENDANCE Ist TWO DAYS 6,000 
ESTIMATED TOTAL ATTENDANCE 20,000 
NEWSPAPER ADVERTISING 9,603 lines 
NEWSPAPER EDITORIAL 1,344 lines 
RADIO & TV TIME 29 minutes 


SELLING PRICE OF HOME $29,950 


“Estimate about 74,000 will view Better Homes 
and Gardens house” 


ALBERT BALCH, 


COMMUNITY BUILDER 


Seattle, 
Washington 


THE BOX SCORE 


DECORATOR: THE BON MARCHE 
ADDRESS OF HOME: East 73rd and 42nd N.E., 

View Ridge 
HOME OPENED September 20 
ATTENDANCE Ist DAY 4,000 
ESTIMATED TOTAL ATTENDANCE 74,000 
NEWSPAPER ADVERTISING 4,480 lines 
NEWSPAPER EDITORIALS 574 lines 
RADIO & TV TIME 54 minutes 
SELLING PRICE OF HOME $25,000 


“BH &G house advertised as ‘Star’ in Seattle’s 
Parade of Homes” 


Says builder Albert Balch, “‘Better Homes 
and Gardens house in our View Ridge has 
had largest attendance of any model house 
to which admission was charged in our 
firm’s history. We have been given top 
award in Seattle Master Builder’s Parade 


of Homes. More than 60 homes entered 
in Seattle. Sign me up as first builder in 
your 1954 program.” Admission of $1 
was charged to Parade of Homes—with 
proceeds to spastic and cerebral palsy 
rehabilitation program. 
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Attendance 


M. K. STOLTZ, 


SENECA CONSTRUCTION CO. 


Spokane, 
Washington 


THE BOX SCORE 
DECORATOR: THE CRESCENT 
ADDRESS OF HOME: 5103 Northwest Bivd. 
“18,000 attendance over Labor Day week end” 
HOME OPENED September 4 
“‘Readers’ Choice promotion very success- Labor Day week end, and many people 
oe, oS Sere — ful,” wires builder Stoltz. “Attendance to were on holiday outings, the amazing 
ESTIMATED TOTAL ATTENDANCE 50,000 date, 50,000. Potential sales encouraging. total of 18,000 people turned out to see 
We are interested in joining next year’s the home in the first four days. City, 
NEWSPAPER ADVERTISING 18,668 lines promotion.” Chamber of Commerce and Home Build- 
ers’ Association Officials were present at 
RADIO & TV TIME 23 minutes Even though this home was opened on a the press preview. 
SELLING PRICE OF HOME $30,000 


JOHN R. WILSON 


THOMAS WILSON & CO., INC. 


Raleigh, 
North Carolina 


Tt. 


THE BOX SCORE 
| ao DECORATOR: IVEY-TAYLOR COMPANY 
f\ : ADDRESS OF HOME: 511 Transylvania Ave. 
ogee HOME OPENED August 28 
“Builder provided sand box play area for ae ee — 
children as parents inspected the house.” ee eee eee anne 
; NEWSPAPER ADVERTISING 19,453 lines 
“Opening day successful from standpoint of attendance and 
interest,” says builder Wilson. ‘Prospective sales possible. We NEWSPAPER EDITORIAL 3,479 lines 
would be interested in 1954 program. Estimated total attendance 
20,000.” The Mayor of Raleigh, and Chamber of Commerce RADIO & TV TIME 45 minutes 
per cera pn eo lila people came from as far away sii alin i ae ‘eit 
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PAUL GUERIN, 


BUILDER 


Phoenix, 
Arizona 


THE BOX SCORE 

DECORATOR: DORRIS-HEYMAN 

“More far reaching than any previous ADDRESS OF HOME: 7630 North 6th Ave: 

model home attempt in Phoenix area.” HOME OPENED September 6 

“Electric eye count, first 10 days’ attendance, was 43,000,” adds Sonnaee 10 ae 7A 
Paul Guerin, builder. ‘Prospective sales potential encouraging. 

Definitely interested participating in 1954. This is the greatest a ey Ber 

model home promotion ever undertaken in Arizona, and we consider NEWSPAPER ADVERTISING 24,910 lines 
it a distinct privilege to have been selected to build the Readers’ 

Choice home.” NEWSPAPER EDITORIAL 9,472 lines 

RADIO & TV TIME 6 half hours of TV shows 

plus 50 TV spots 


SELLING PRICE OF HOME As of October 4, 
keeping home open— 
not up for sale. 


“Not only contract signed to sell the model home, 
but we have made a number of other sales as the 
crore ne result of this promotion. 


Birmingham, 
Alabama 


THE BOX SCORE 


DECORATOR: LOVEMAN’S 

y ADDRESS OF HOME: 2304 Chestnut Road 
HOME OPENED September 13 

ATTENDANCE Ist DAY 6,000 


ESTIMATED TOTAL ATTENDANCE Over 20,000 


66 9 
NEWSPAPER ADVERTISING 451 toa We had a very successful show 
There isn’t much to add when the home look forward, with interest, to your 
en ee a is sold during the showing—and several 1954 program.” 
ee Sid iden other sales came from the same promo- A TV show was done from the home itself 
tion! The class of people attending the -consisting of interviews with people 
SELLING PRICE OF HOME $45,000 showing was of high caliber. Says going through the home, and their re- 


Mr. Byrd, “I assure you that we will actions to it. 
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BURTON W. DUENKE BUILDING CO. 


“Again amazed by the daily pull of 
Better Homes and Gardens Five Star Home stories” 


BURTON W. 
DUENKE, 


Kirkwood, 


Missouri 
(ST. LOUIS) 


staxenre it 


} Better Homes «Gardens 


S anieiael 


THE BOX SCORE 


DECORATOR: MINNA ELMAN 


HOME ADDRESS: 718 Craig Woods Drive 


HOME OPENED August 30 
ATTENDANCE 1st DAY 10,000 
ESTIMATED TOTAL ATTENDANCE 100,000 
NEWSPAPER ADVERTISING 1,778 lines 
NEWSPAPER EDITORIAL 672 lines 
RADIO & TV TIME 30 minutes 


SELLING PRICE OF HOME $30,000 


expected attendance of 100,000! 


subdivision. 


What more eloquent than an attendance 
of over 35,000 in ten days—with a total 


Home was used to open new 25-acre 


“Promotion was excellent for bringing 


Mail to BH&G editors indicated families traveled 
many miles to see the home. 


new housing development to public,” 
says builder Duenke, in giving us the 
above information. ‘I am again amazed 
by the pull of Better Homes and Gardens 
Five Star Home stories. Very much 
interested in 1954 program.” 


“Astonished by reception of radio, 


“ 
. 


and people of Springfield” 


Builder sold house before it opened. Because of 
crowds, family who bought home forced builder 
to close it after 9 days. 


“Our Readers’ Choice Home great suc- 
cess," wires builder White. “Have had 
over 6,000 attendance first week— expect 
5,000 more through September 20. House 
sold three weeks before completion. We 
were astonished by reception of radio, 


newspaper and people of Springfield. 
House has been talk of the town...Would 
be disappointed if we do not get to join 
BH&G in your promotion next year. Many 
thanks for your cooperation in making 
our model home a real success.” 


Springfield, 
Missouri 


THE BOX SCORE 


DECORATOR: VANGUARD 


ADDRESS OF HOME: 19 Brentwood Boulevard 


HOME OPENED September 12 
ATTENDANCE Ist TWO DAYS 4,100 
ESTIMATED TOTAL ATTENDANCE 11,000 
NEWSPAPER ADVERTISING 6,706 lines 
RADIO & TV TIME 100 minutes 
SELLING PRICE OF HOME $28,500 
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“Built on Portuguese Bend with an unrestricted 
view of the Pacific.” 


FRANK 
VANDERLIP, JR., 


Rolling Hills, 


California 
(LOS ANGELES) 


PALOS VERDES CORPORATION 


THE BOX SCORE 


DECORATOR: BARKER BROTHERS 


ADDRESS OF HOME: 15 Cinnamon Lane, 


Portuguese Bend 


HOME OPENED October 3 
Frank Vanderlip, builder, advised that total attendance of about 25,000. The ATTENDANCE Ist TWO DAYS 1,500 
his promotion got off to a late start, with dining room will be specially decorated 
attendance on the first two days of 1,500. for Thanksgiving, he says, and the local ee Oe ee ere saaaani 
By the end of the first week, it had risen paper will take a special photograph— NEWSPAPER ADVERTISING (incomplete) 
to 3,500. Mr. Vanderlip will continue the to be used as a full page shot by the 
promotion for 90 days, and counts on a decorator. NEWSPAPER EDITORIAL 1,218 lines 


RADIO & TV TIME 28 minutes 


SELLING PRICE OF HOME (Not available) 


“READERS’ CHOICE” HOME 


“Many waited in line 14 hours to see the home!” 


“3,  & 


FRANK SHARP, 


FRANK W. SHARP 
CONSTRUCTION CO. 


Houston, 
Texas 


THE BOX SCORE 


DECORATOR: SUNILAND FURNITURE CO. 


ADDRESS OF HOME: 4901 Libbey Lane, Oak Forest 


HOME OPENED September 20 ‘All this interest and attendance in 
ATTENDANCE Ist DAY 7,500 102 degree temperature.” 
ee woven Are wee The Better Homes and Gardens Readers’ 4 and 5 miles away to see the home— 
perwenenen sareeamanes 9464 lines Choice Home was shown as part of the _ there were 20 policemen directing traffic. 
Parade of Homes in Houston. ‘“There “Interested in joining 1954 program,” 
NEWSPAPER EDITORIAL 4,382 lines never has been anything to compare with says Mr. Sharp. 
this model home program in the South- 
RADIO & TV TIME 30 minvtes west,”” wires builder Frank Sharp. “At- Sharp developed the Oak Forest area 
tendance at the BH&G Home will be where the BH&G home and all other 
SELLING PRICE OF HOME $21,000 


between 40- and 50,000!” People parked homes in the parade were built. 
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“20,000 attendance... prospective sales better than 
previous model home promotions!” 


FRED DEBLASE, 


BUILDER 


Rochester, 
New York 


THE BOX SCORE 


DECORATOR: HARRIETTE THOMAS 
ADDRESS OF HOME: 160 Maybrook Road 
HOME OPENED September 20 
i de ii A picture that speaks for itself! 


“Model home opened September 20th,” says Builder DeBlase. ‘“To 
ESTIMATED TOTAL ATTENDANCE 25,000 date 25,000 attendance. Model home sold. Prospective sales better 
than other previous model home promotions. Interested in the 1954 
program.” Interesting fact: Visitors were asked to contribute to 
NEWSPAPER EDITORIAL 3,808 lines charity. Over $500 was collected opening day. 


NEWSPAPER ADVERTISING 7,224 lines 


SELLING PRICE OF HOME $50,000 


“The power of Better Homes and Gardens... 
is unbelievable” asad. naman 


BUILDER 


Albuquerque, 
New Mexico 


THE BOX SCORE 


DECORATOR: MODESTA'S MAPLE SHOP 


ADDRESS OF HOME: 801 Richmond Drive, S.E. 


“... greatest open house promotion oo eee 

ever staged in New Mexico’”’ ESTIMATED TOTAL ATTENDANCE 20,000 

“Immediately after appearance of Sep- unseen! Keep our company in mind for ei lal Miia wees 

tember (BH&G) issue our offices received any future Better Homes and Gardens SELLING PRICE OF HOME $35,000 
over 1,000 telephone inquiries regarding promotions. This is the largest and most 
Readers’ Choice home. One woman stated publicized showing of a home in New 
she had planned her dream home for Mexico. Hope to have attendance of over 


years, but wanted to scrap the plans and 20,000.” 
buy the Readers’ Choice home sight- 
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L. P. Smith is developer of many subdivi- 
sions in and around New Orleans, chairman 
of New Orleans Parade of Homes 


“Attendance Saturday and Sunday 10,000,” wires builder Smith. 
“Some good prospects. All like it very much. Interested in 1954 
program. Showing continues for one month.” 


L. P. SMITH, 


BUILDER 


New Orleans, 
Louisiana 


THE BOX SCORE 


DECORATOR: NU-IDEA FURNITURE COMPANY 


ADDRESS OF HOME West Henfer Avenue 


ATTENDANCE Ist TWO DAYS 


HOME OPENED 


ESTIMATED TOTAL ATTENDANCE 


NEWSPAPER ADVERTISING 


NEWSPAPER EDITORIAL 


SELLING PRICE OF HOME 


10,000 


October 3 


35,000 


2,285 lines 


2,663 lines 


$37,000 


“READERS’ CHOICE” | 


FLANERY, 


BUILDER 


Midwest City, 
Oklahoma 


(OKLAHOMA CITY) 


DECORATOR: OK FURNITURE & 


ADDRESS OF HOME: 


HOME OPENED 


ATTENDANCE Ist TWO DAYS 


ESTIMATED TOTAL ATTENDANCE 


NEWSPAPER ADVERTISING 


NEWSPAPER EDITORIAL 


RADIO & TV TIME 


SELLING PRICE OF HOME 


THE BOX SCORE 


RUG COMPANY 


(Dorothy Hosmer) 


2824 Bella Vista, 


Ridgecrest Estates 


September 6 


5,800 


16,000 


1.078 lines 


1,064 lines 


30 minutes 


$28,500 


“Total of 12,000 attending opening 


“Before home was open people swarmed 
over the home to get an advance look.”’ 


Says builder Flanery (who works closely with Midwest City 
developer, W. B. Atkinson), “My Five Star Home had good 
publicity, which I consider very worth while with estimated total 
of 12,000 people attending opening week. Estimate 16,000 will see 
home. I have some very promising contacts.’’ Even on third week 
end, when all furniture had been removed, people continued to 
come— 1,000 visitors! 


3 : tern [qc ares i ea on ind Rees bee edie 3 Se yee ack PS ek aed ewer wks ee ee ie Sh de rec tren having ew gE Ode a ye 58 ; Com, ane (lac ie ‘ 3 Rows nae . beac sae eae FiPiges, eC. sie aeanabe.! ei gala Minot ale Wen Seats, dae 
a pik it. | Mae Ora ee oer SE Pritts Oc8E i iia lees Te. Se aia < Ea a ae tare ae, Rec: ne ; jets NNEC rk MOLE Ma gE a oe se RCE MRR ae 3 Res en ew PA ig PER hs igh oe Hepes 7, : ct eae Cee he ei, eae rae Fae" Seen dari iies TK 2% 
: yen sete oles (Ki Stpaeae ay Ceca ie eek POR = Pea RE acts Ug 0 Fo Me ek ae : ee : i aie ct baer aaa RN at AS cee ii fee a eS eg a Pig ede a” FAW MP Ets tae bey et ok i oe) cat oe sts Vig = eee sh ate eae ie oR ae © 
gorse Cor ey Soe 2 VOOR ae pe 5 aaa ool er Sig's Se ee ee Be TE | oy 3 Lata preg raga aera ae ip Areas is oe Cote Soe ach ate oh ot rt) eRe ee og Seti ts) SAY tea Ty. oe ee Fe ee es ah 
SES ARI Soy ge ERY Ee I Re SEE << >. CRM NRE Ie As oT game Naa Ey SR arene nae See an RN ae Cece oer Sees 
% : bee eerie ke eo; eee ; ; ; ara ee aoe nc Se ae ; P ah oe Peis “Sait cle, ara oe bayer e Soca Mere 
wore eS 1S pg RSM Die: leche Im ge Pee te as SRR hac 7 (eat 2 cas ae eo teen Pe ae ee ne RE SEAL ae CI etc a Sk ace Soe aay -- Ps , ee Oe: Pee a eee 
r: . : . ‘ . - = ie E ee WEE ¥ i‘ “ A AME ogg AN 
: ¢ : : F rs Beat ae ae 
- + = - 2 3 ae a 
‘ 
. 
° 
< - : ge ’ 
: c | i jos * 4 - Po 
ie - lings <a atie tt J ; . 
ees ae ae hae ee ih, i. 
SAS Ee. tees ee a, ee ° - “ P| 
% 4 ae < is i: aa ae Py . —, . ‘ i ; 
wee ogee - we ore ~-e 4 ™S 4 Ai”, oy, ? ay »* t ay ‘ g ‘ a 
Ra Eee OR See, 07 Re RL ae, SE OR, -— 
ad en eh te ® wy Pron oe 3 ~ caries . ae Pog » alia ie & 
4 & Pate ‘ * ‘ * 2Ne * Se ae TE hs. . Pom x * Pa ee Tone. “ae > a : Pes 
io A” NI ee \ 3 oO ges . Pa er Oa eae Ps * . 
Piss Eh yi Tt ae Se ia . . Di NE tee ce . : on 
=..§ . MAS Sha pea? Seder tie ue tare ; . . 
a er" . aes Sy 0 a @ i af BoM. ‘ 
se oak ae ‘ = all J ° — , 
% ane a a eg ! Py a tee] hs eae cate tu. Si ome Set airite I aes | Pe j - 
Bes id, A a ‘ Has ee : : aie egress ne ee 2 : r . Se % 
: ae . i ba ie aon mt Sg ae > oe P pees  /a Pen, far gio 
retiree sees ) So ee te . : ol ae it” Se Mee os “ig batho Es 
caper ae ae ce ne ie 3 ae ge Poe) ag eed wee <a aaanei » 3 i a epee 
aE nae oe RN es a + Leer i rm : s 8 | ee a 7 » , * Bs. i ey 
Bie as a tc 2 & in Bi :| ame es _ & mee 4 . + 2 “4 Sone 
ae ae os —: Ol ieee , B , a Ries ‘ $ . ~ ? = ~ Sg) 
; j 0 Saas :. 4 2 ; * i ‘ - ‘ , j : P Sige. 
. : es eee 4 ‘, : ir 7 ee 
4 ae eee et : a ah, z he, < may ree 
a eS eee a_i Ul ot ee be mh SPT ste 
ilies ‘ <2. REGS: : ; 2 : ie tee % Te em é is Se 
Be ims 0 Poi ee : : ae ies » .¥e alld be: So 
Pipe ‘ - — sane) : ; ‘ , pe re 
; eo ee ail 8 ive . ae omen — hey ce ike 
iene hag . a re! ee i sco i lle a Po are, : te ox. 
Pa ail 2 . eas Since. ee " » & . [aoe 
ag, a a 5 sige se ey a a. ss Rae 
SE OO cas. eek Rags og : ~ : waa : ae 
“ol Scie epee, aieaae ahi ee di ss aoe = epi a 
Pit i TE SS : \. ei : ae 
a " = a 
5 alia hae ia Mas . ee 
ec oaeal ! < . a _ . “ve 9» . : 
e.2 sor ot, ° ° ~ ee s. rn acme . ry oe 
: Te Ss ae eS a ee Oe cea te : ; Ue 
: AP, : is Ma iy * - ” bs 4 pat 
vs re BES 
, acs 
ee — 
Bis 
ee c 
a aay a 
of J : shee 
r . rf ek ‘ es se 
sae? Siena * feo 
ee ee nah ak ea aise : LR 
|. igs eu Kee . aM 
8 ; ees poet Se : Os Ss ee Dees : Bh “me pee 
‘ ase 
Bed ehteas he Ps 
ait So 
see 
Mines 
BA Seri 
agi i 
ae 
= ene 
Peet ise 
pe 
ee 
PEE 
; . a aia 
Veg "ED , ey 
fence, A o Bs Rare) US oP 
a K. H. PS spe 
= , ea, tia, = 
e “A ft “hy, : 
& — ‘ i , 
4 a : f head oe 
= 
» eer 4 : ‘ F 
ee ” - Beaks 
te Se = {ieoibe 
7 fs J ie ay 
~ ate 
— * : dest 7 : 
~ 77 m meee er : oe 
ee er, Se it OR ae ‘ : omg — ety 
; eK a 7 a # eee 4 if ba Niet 
a  Seege i t : ; 4 g : Saree. 
Cortera oh ie , = a -g a — ae 
Sr a: tale aed gees asks ' “ ae — ie 
Be ee ee cane eee pom a Ou - : 42 — a 
hee gi Sa ee <hee oa ¥ * aks > a - ais 2 ML eooeanamenaae 1 pena t i 
eae Teh ae a ‘ ; mS tes aemerine : 
3 x a2 @ Peres | rey vd ‘4 > - ere Sm we ; ent ae = 
2 ae aoe : mS ek ; Ba S — SS Seaman ee 
; é . . a a giuricst fe Pie Sat * et ‘ te hes 
me, ~ oA fm y : —— pad re 
Se Py eee * . / . —— i a et — — es eS 
cs op ee  AMEODOROM. 4 vin libitecme ts ; os 
< ; “ Pau“ “a 
" ~ - : . ; oo aoe ™ Bae ae 
i : ‘ a 4 ad Be AS «ge, 4 fess 
‘, . ~ = 
yar ‘ : a = Pas io ae het ee Lay 
ys ‘ ; : 0 - a a heey. 
i i oo. a § * wor. . id oe eraeN 
wage oe ge . * <a * ie ’, beget wid es we + . ra ie hee 
‘ —~e  - - & te ore Py 
ing, : © 85 Oe ga? 22 , eth ot aw, tary ee 
"he Mek Ay, a ig - +: wit | time sare oda eer es hie oe & oer: 
, "4 a .? ae, % ge y, , eg d oem eae 
“ gb e. Yt * ‘ a + ae, ede Pi Pie | bas - hy ve 4 ti, ‘ 
3 S 
as Eo 
‘ re By wits 
; hee ri 
omy rr é r aa 4 oe Fey aie wy bor Ses is $ . ae ine fe = ia pee Spe basse é : hes Rie ‘ 4 nar Saeee 
4 Re ee ote a PT ge Seay mr i . SAR es hi eae Tile hex: on ried ae i oa ae lh tid NE Wee ae i f # Bs pe Tar Meir ae Mas ee ee £ ; Bs" i ae : Lek ee arto as: Fy teat © i ras cf © ec OUR AR Sr, Gan coh oer. ee ¢ iF ote Pi 


KELLEY 


Palo Alto, 
California 


WILLIAM K. 


(HARE, BREWER & KELLEY, INC. ) 


THE BOX SCORE 


DECORATOR: HENRIQUES OF PALO ALTO 
ADDRESS OF HOME: Ladera, Menlo Park 
HOME OPENED - August 29 
ATTENDANCE Ist DAY 3,000 
ESTIMATED TOTAL ATTENDANCE 8,000 
NEWSPAPER ADVERTISING 7,126 lines 
NEWSPAPER EDITORIAL 2,478 lines 
RADIO & TV TIME 38 minutes 


SELLING PRICE OF HOME $43,500 


DECORATOR: SOUTHEAST FURNITURE CO. 

Crowds had no regard for builder’s well ADDRESS OF HOME: 27832 St. Mary's Way 
organized plans to keep traffic flow HOME OPENED September 20 
even over six hour period! ATTENDANCE Ist DAY 8,000 

There’s little to add when the builder calls his promotion “best ESTIMATED TOTAL ATTENDANCE = 14,000 
idea of decade!’ “Opening gross success,” he says, ‘8,000 plus sseelalielii sileinatin pe 


attended opening day. Reception gratifying. Estimate total attend- 
ance 14,000. Appreciate your part. Thanks.” He informs us that NEWSPAPER EDITORIAL 009 ten 
the mayor of the city came out for the opening. 


Even though builder had several good sales prospects, he refused 
to talk sales until promotion was over. 


Newspaper Headline, October 3: | 
“BH &G Readers’ Choice Home held open until 
November 1 by public demand.” 


Hare, Brewer & Kelley did things “‘Cali- printed to be given away at home site. 
fornia Style” in their showing of the 4,000 people came out first week end, 
BH&G home! 40,000 invitations were and 8,000 at latest writing. 

distributed, and 40,000 brochures were 


HAMER CULP 


(PEAK IMPROVEMENT CO.) 


Salt Lake City, 
Utah 


THE BOX SCORE 


RADIO & TV TIME 37 minutes 


SELLING PRICE OF HOME $46,000 including 
furnishings. 
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“It simply proved the tremendous influence of 
Better Homes and Gardens’ 


Streets around BH &G home had to be staverted to 


‘one way’ because traffic was so heavy. 


Mr. V. A. Place, president of the building 
organization, indicated that when you 
show enough model homes, it isn’t long 
before you begin to recognize the people 
who always visit this type of thing. In 
this instance he had never seen so many 


people that he didn’t know. In his opinion, 
it simply proved the tremendous influence 
of BH&G. A woman who had just finished 
building a $60,000 home asked the Place 
Company to try and sell her home and 
build her a BH&G house! 


V. A. PLACE, 


PLACE & CO. 


South Bend, 
Indiana 


THE BOX SCORE 


DECORATOR: ROBERTSON BROTHERS 


ADDRESS OF HOME: 1631 Southbrook Drive 


HOME OPENED September 19 
ATTENDANCE Ist TWO DAYS 4,500 
ESTIMATED TOTAL ATTENDANCE 20,000 
NEWSPAPER ADVERTISING 4,608 lines 
RADIO & TV TIME 13 minutes 
SELLING PRICE OF HOME $32,850 


“There never has been anything in Colorado Springs 
to compare with the response to this opening!” 


DON PRICE, 


SALES AGENT 
. 
MODERN HOME BUILDERS — of 


Colorado Springs, 


BUILDER i 4 


Colorado 
THE BOX SCORE 

DECORATOR: HOME FURNITURE GUILD GALLERIES 
ADDRESS OF HOME: 1014 Jupiter Drive, 

Skyway Park 
HOME OPENED September 13 
ATTENDANCE Ist DAY 4,000 
ESTIMATED TOTAL ATTENDANCE 14,000 
NEWSPAPER ADVERTISING 27,307 lines 
NEWSPAPER EDITORIAL 2,677 lines 
RADIO & TV TIME 21 minutes 
SELLING PRICE OF HOME $36,000 


‘ | ly 


Adv. Agency reports: “Frankly I was amazed 
with the turnout and attribute the response 
to the magic of BH &G.”’ 


“We are enthusiastic over promotion of 
Readers’ Choice Home,” says sales agent 
Jenkins (home was built by builder Don 
Price). “Estimated attendance 14,000, 
which is far greater than any similar 


showing. Have a number of people in- 
terested in building similar house.’’ People 
came from Pueblo, Denver—and even 
New Mexico—to see the home! 
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Police had to direct traffic and street was roped off 


WILLIAM TRUDE, 


TRUDE LAND DEVELOPMENT CO. 


Arlington 
Heights, Ill. 


(CHICAGO) 


THE BOX SCORE 


DECORATOR: JOHN SMYTH 
ADDRESS OF HOME: 215 West Orchard Ave. 
HOME OPENED August 28 
ATTENDANCE Ist DAY 7,200 


ESTIMATED TOTAL ATTENDANCE Over 35,000 


! 
Wy 


~Foae P , 
. * / 
— ly 


“Home already sold and several 
interested in a duplicate” 


“T’m very excited about the results of the 
BH&G 2309 home,” says Mr. Trude, 
builder. “‘Had 7,200 the first day, 25,000 to 


The home is on a beautifully landscaped 
site in an exclusive suburb of Chicago. 
Over 10,000 visitors returned cards to reg- 


NEWSPAPER ADVERTISING 19.222 lines 
date. Estimate 35,000 people will see home ister for prize drawing and for their com- 
een Semen aor oe —sold after it was open for $40,000 ments on home. The comments were 
RADIO & TV TIME 60 etniten including air conditioning and all appli- most favorable. 
ances. Include me in the 1954 promotion.” 
SELLING PRICE OF HOME $40,000 


(with air conditioning and all appliances) 


\ 


FLOYD R. 
KIMBROUGH, 
KIMBROUGH HOMES, INC. 

Jackson, 

Mississippi 


THE BOX SCORE 


DECORATOR: SID JONES, INC. 


ADDRESS OF HOME: 3925 Old Canton Lane 


“$250,000 custom-built home sales 
as result of promotion” 


HOME OPENED September 6 


ATTENDANCE Ist DAY 2,500 to 3,000 


“Better Homes and Gardens Readers’ 
Choice model home here outstanding suc- 
cess,” telegraphs Mr. Floyd R. Kimbrough, 
builder. ‘‘More than 5,000 people passed 
through first two days. Crowds continue 
daily. $250,000 custom-built home sales as 
result of promotion. Greatest advertising 


promotion ever experienced by us and 
we have had many previous home promo- 
tions. We are definitely interested in join- 
ing you for 1954 promotion. We expect 
fully 25,000 people to pass through this 
home. People are coming from distance of 
more than 200 miles.” 


ESTIMATED TOTAL ATTENDANCE Over 25,000 


NEWSPAPER ADVERTISING 24,044 lines 
NEWSPAPER EDITORIAL 7,010 lines 
RADIO & TV TIME 15 minutes 


SELLING PRICE OF HOME $27,500 
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T. J. DANIEL, 


W. S. DANIEL CO., INC. 


Little Rock, 
Arkansas 


Could have sold dozens if he had built them! 


“The home was sold before it opened,” says builder T. J. Daniel, 
“and the family who bought it insisted they wanted it furnished just 
like it appears in the magazine.”’ Mr. Daniel added that there was 
more interest in this home than any ever built in the Little Rock 
area—he could have sold dozens if he had built them! 


“Promotion was very successful— 


4 GENE RESAR, 


" BUILDER 
, * 
5 lit Ohio 
(CLEVELAND) 


THE BOX SCORE 


DECORATOR: BURKE FURNITURE 
ADDRESS OF HOME: 206 Miami Avenue 
HOME OPENED August 29 
ESTIMATED TOTAL ATTENDANCE 10,000 
NEWSPAPER ADVERTISING 8,330 lines 
NEWSPAPER EDITORIAL 1,988 lines 
SELLING PRICE OF HOME $32,500 


; © ee Se eae 
ates WS EE a 


THE BOX SCORE 
DECORATOR: STEINKAMP'S 
ADDRESS OF HOME: 7208 Amburst Drive 
HOME OPENED September 20 
ATTENDANCE ist DAY 3,000 
ESIIMATED TOTAL ATTENDANCE 10,000 
NEWSPAPER ADVERTISING 3,038 lines 
NEWSPAPER EDITORIAL 1,022 lines 
RADIO & TV TIME 30 minutes 


SELLING PRICE OF HOME $22,750 


intend to join you 


in your 1994 program.” 


A special “Gene Resar-BH &G Readers’ Choice Home 
Newspaper Edition” was issued by local paper 


“T would estimate that 10,000 people have 
seen the Readers’ Choice Home,” adds 
builder Resar. 


5,000 BH&G miniature folders were 
mailed. Printed balloons were given to 


all children on opening day, as well as 
stamped combs to all adults. 


Mr. Resar said it was the best promotion 
he had ever participated in from a pro- 
motion standpoint. 
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“A capacity crowd going through every minute 


house was open 


HAROLD ROSENDAHL 


HAROLD R. ROSENDAHL CONST. CO. 


Edina, Minnesota 


(MINNEAPOLIS) 


Many sets of plans for home sold by Twin 
City BH&G Home Planning Centers. 


“Very pleased with results of National Home Week attendance. 
House layout and design very interesting. Received many favor- 
able comments. Estimated attendance first week over 10,000. 
House open for two weeks and estimated number of people will 


Even though no other houses were open near the BH&G house, most 
of Sunday afternoon crowds made the road practically impassable. 


THE BOX SCORE 
DECORATOR: CRAFTONE, INC. 
ADDRESS OF HOME: 5301 Chantery Drive 
HOME OPENED September 20 
ATTENDANCE Ist DAY 8,000 
ESTIMATED TOTAL ATTENDANCE 15,000 be about 15,000.” 
NEWSPAPER ADVERTISING 7,190 lines 
SELLING PRICE OF HOME $37,900 


“No model home opening in St. Petershurg had ever 
drawn a third of 


‘Model home sold. Builder reports his sales 
good. Suppliers’ sales excellent as 


result of promotion!” 

“Have several prospective buyers,’ reports builder Siefferman. 
“Our first venture in model homes—this is the largest to ever hit 
this area—we are definitely interested in 1954 promotion.” Builder 
also received four letters from families in the North asking if he 
would be interested in duplicating the home in Florida for them. 


the people who attended our opening.” 


CLAIR 
SIEFFERMAN, 
BUILDER 
St. Petersburg, 
Florida 


THE BOX SCORE 


DECORATOR: MAAS BROTHERS 


ADDRESS OF HOME: 202-171st Ave., 
North Reddington Beach 


HOME OPENED August 30 
ATTENDANCE Ist DAY 2,800 
ESTIMATED TOTAL ATTENDANCE 22,000 
NEWSPAPER ADVERTISING 14,223 lines 


NEWSPAPER EDITORIAL Thirteen separate stories 
appeared on the home 


RADIO & TV TIME 146 minutes 


SELLING PRICE OF HOME $33,000 
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E. M. RYAN, 


EDWARD M. RYAN, INC. 


Pittsburgh, 
Pennsylvania 


THE BOX SCORE 


DECOR ATOR: 


CHARLES BECK & COMPANY 


Builder said most had studied every 
detail of plans before seeing house. 


ADDRESS OF HOME: 1269 Pinewood Drive 


HOME OPENED September 13 

Even before this promotion began—on from West Virginia. ATTENDANCE Ist DAY 3,600 
August 22, to be exact —300 people were ‘We consider Readers’ Choice promotion 

at the site. As no local publicity had very successful,’’ says builder Ryan. ee eet Sere os a 

broken, this was attributed entirely to “12,464 attended in two week period. NEWSPAPER ADVERTISING 11,781 lines 
subscriber copies of BH&G in this area. Our sales are good, and we are definitely 

There were Ohio visitors, as well as many interested in 1954 promotion.” NEWSPAPER EDITORIAL 4,868 lines 

RADIO & TV TIME 29 minutes 


SELLING PRICE OF HOME $39,000 


READERS’ CHOICE” HOME — 


J. E. NUCKOLLS 


BUILDER 
NUCKOLLS CONSTRUCTION COMPANY 


Tulsa, 
Oklahoma 


THE BOX SCORE 

oe 

Builder selling other homes as a result 
of the promotion. 


DECORATOR: TREND OF BROOKSIDE 


ADDRESS OF HOME: 3717 South Birmingham 


HOME OPENED September 20 

ATTENDANCE Ist DAY 1,000 As with so many other builders, Mr. —_ 3,000 adults. We are definitely interested 
Nuckolls expresses interest in next year’s in 1954 home promotion.” 

ESTIMATED TOTAL ATTENDANCE 3,000 


promotion, even before the end of this 


SELLING PRICE OF HOME $28,500 


over-all picture. Estimated attendance 


sities ainsibtitaiaae 2478 tees year’s. “Our promotion of Readers’ Choice = The house was shown by the Oklahoma 
Home won local competition in the Parade Osteopathic Hospital Auxiliary during 
RADIO & TV TIME 190 minutes of Homes,” he says. ‘We are pleased with National Home Week, with tickets at 25c 


for the hospital’s new building fund. 
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WILL FRY & 
CLAUD COCHRAN, 


(FRY & COCHRAN) 


Corpus Christi, 
Texas 


THE BOX SCORE 


DECORATOR: SHOWROOM OF FINER 
FURNITURE AND 

LICHTENSTEIN’S 

ADDRESS OF HOME: 307 Meldo Park Drive 
HOME OPENED September 20 
ATTENDANCE Ist DAY 2,000 
ESTIMATED TOTAL ATTENDANCE 6,000 
NEWSPAPER ADVERTISING 4,494 lines 
NEWSPAPER EDITORIAL 4,746 lines 


RADIO & TV TIME Approximately 25 minutes 


SELLING PRICE OF HOME $31,750 


They swarmed out to home before 
it was announced locally 


That’s right—about 1,200 a day, or a total attendance of 21,800! 
‘Readers’ Choice Home Promotion was successful,’’ say the builders, 
“from our standpoint in comparison with previous home promo- 
tions. We are interested in joining you for 1954 program. Thank you.” 
Here, again, they came from near and far—some people from over 


100 miles away! 


i f '* 
; 
RRR 


Readers’ Choice Home 


So many people came through the house 
while it was in the construction stage, said 
the builders, that many extra hours had 
to be spent before actual completion! 
People came from all over southern Texas. 
With 2,000 people attending the first day 


“South Texas Home Builders Association picked 


‘ ee 
Ae be S 
i Re “A . a 


as ‘Home of the Month’.”’ 


—6,000 in all—builders Fry & Cochran 
considered the model home showing a 
success, “‘created more interest than most 
model homes.”’ They are already consid- 
ering joining for 1954. 


RALPH SHARP 


C. W. SHARP & SONS 


Dayton, Ohio 


THE BOX SCORE 


DECORATOR: TOWN & COUNTRY 
FURNITURE SHOP 


ADDRESS OF HOME: Upham St. & Stroop Road 


HOME OPENED September 20 
ATTENDANCE Ist DAY 4,000 
ESTIMATED TOTAL ATTENDANCE 21,800 
NEWSPAPER ADVERTISING 2,954 lines 
NEWSPAPER EDITORIAL 2,464 lines 
SELLING PRICE OF HOME $37,500 
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pti men te ce 


MICHIGAN CITY, INDIANA 


Builder William Bartlett, hampered by strikes and bad weather, 
will open his model of Five Star Home No. 2309 on November 7. 
Since breaking ground, builder Bartlett has been running news- 
paper ads inviting people out to see home during construction. He 
reports that more than 4,000 persons have seen the home already! 
Even more important, Mr. Bartlett says he has already sold 16 
lots in a new subdivision as a direct result of Model Home 2309. 


BATON ROUGE, LOUISIANA 


Construction of Five Star Home No. 2309 has begun in this city 
—not included in original list of 36 cities. Mr. Opie Shelton, Vice 
President of local Chamber of Commerce, will build the home. It 
will be sponsored by local N.A.H.B. chapter. Mr. Shelton plans to 
open the home early in December. 


COLUMBUS, OHIO 


Builder Homer Friend, delayed by illness, will open his home in 
November. He has made arrangements for 30 radio and TV spots, 
seven pages newspaper advertising, and press party with tour of 
home. Suppliers and furniture store are planning additional adver- 
tising and displays. 


What does this great promotion 


mean to national advertisers? 


We believe two logical conclusions can be drawn: 


The BH&G Readers’ Choice Home Program was a dramatic 
1. demonstration of the power, impact and influence Better 
Homes and Gardens wields on its readers every day, every week, 
every year. And we repeat: 


A magazine which can move such tremendous 
throngs is also a prime mover of any 
consumer goods or services. 


It was a further dramatic demonstration that interest can 
2. be aroused, and thus sales can be made, given an idea—a 
theme that is natural yet fresh, new yet sound; presented in ample 
space in a medium that speaks authoritatively—-and carried right 
to the local level with well planned and executed follow-through. 


It is in the period of “hard sell’”’ that BH&G stands out in moving 
consumer goods efficiently and effectively. One of the hardest 
worked, hardest working magazines in America, BH&G is relied 
on heavily by manufacturers in seeking sales leads among its vast, 
yet select audience. 


They’re screened for the buy on their minds! 


By editorial planning, BH&G preselects 
families of high income and home owner- 
ship who want to get more out of life. 
Then BH&G shows them what to do, 
how to do it, and what to buy to do 
it with. 

BH&G is third largest of all man-woman 
magazines—and the only one to grow 
great by the simple—and _ inspiring- 
process of showing people how to raise 
living standards. 


ANOTHER BIGGER MODEL HOME PROMOTION FOR 1954 IS TO BE ANNOUNCED IN JANUARY! 


If what you have to sell is of interest to 
alert, progressive, well-off people, 
BH&G is your primary medium. 


The more you study what BH&G has 
to offer, the more you’re bound to con- 
clude that you cannot do without these 
334-million families screened for the BUY 
on their minds! 


MEREDITH PUBLISHING COMPANY, Des Moines, lowa 
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_ handed a diploma, there have beer a lot Z ; 
~ changes i in America’s schools. You ought to 
_ know about them. They mean a gigantic 
market for a wide range of products— 
_ building and maintenance products and all — 
the new tools of education. In public schools — 
_ the next few years will see millions of pupils — 
‘more than present enrollment —a $17.6 bil- 


~ lion need for new facilities. Colleges, now | 
_ over the two million mark, will double en- — 
rollment in a decade, need $5 billion in new _ 
* facilities. Let us tell you about education’s — 


Advertising Age, November 23, 1953 
Uses ‘Lite’ for Nylon Ad 


Push-Button Juke 
Diamond Hosiery Corp., New 
York, will use a full page in the Box Featured in 


eae — of Life under the 

‘brand name Fruit of the Loom to [jj 

tell “The Truth About Nylon Ho. Disc Supermarket 
/siery,” and to emphasize that man- Lonpon, Nov. 17—His Master’s 
ufacturing methods determine yoice has introduced a record su- 


quality and length of stockin egage 
wear. Dealer kits leeiuding nena | permarket in its Oxford Street 
showrooms in London. 


ed ads, counter demonstrators, and . 

a variety of point of sale material, /t is the first self-service opera- 
plus radio, television and publicity | tion of this kind in Britain. 
scripts are being mailed to stores. The entire basement floor of the 
Cunningham & Walsh is the agen- | HMV store has been set aside for 
icy. ‘the new department. One wall is 


lined with a multi-channel record 
Samuel Leaves Leitz Inc. /panel featuring push-button ear- 


Stanley C. Samuel has resigned | Phone service. The panel contains 
Q as advertising manager of E. Leitz 24 top-selling tunes. To hear any 


Inc., New York, U. S. distributor | one, you press the appropriate but- 
of the Leica camera and accesso- ‘ton and lift an earphone to your 
ries. No successor will be named ear. 


for the time being, AA was told. 
AND UNIVERSITY |Mr. Samuel’s future plans were 
~ disclosed. 


‘Joins Mactadden Group 
Frank E. Smith, formerly with 


L'N@!S |the Macfadden Men’s Group. 


AMERICAN WEEKLY, 63 


This is ENTHUSIASM ¢ 


M4, AA ("1 
—¢E Gurney 1” 


The h : 
‘AMERICAN WEEKLY 


creates 


ENTHUSIASM” 


NEW ADDITIONS to The AMERICAN WEEKLY'S family of powerful distributing 
newspapers increase this great Sunday magazine's strategic market coverage 
and strength . . . Knoxville, Tenn. Journal, starting January 31st—Huntington, 
W. Va. Herald-Advertiser, starting January 31st—Corpus Christi, Texas Caller- 
Times, starting September 5th—all next year. 


= ENTHUSIASM is interest raised to the buying pitch! 


VESEY STREET, NEW YORK 7, N. Y. 


Industrial Sports Journal, has been 
9 ON. cei Mter AVE. |appointed promotion manager of 


The record continues to play as 
long as the button is pressed. If 
you take your firmger from the but- 
ton, it automatically stops. 


@ At the rear of the showroom 
there are “help yourself” racks 
containing more than 1,200 discs. 
They are classified according to 
such headings as “disc jockeys’ 
choice,” “film hits.” “swing,” ‘“con- 
tinental cabaret” and “this month’s 
releases.” 


The racks hold rotating record 
|trays, so that a customer may 
browse through the titles without 
removing a disc. The press-button 
| panel also ties in with the racks. 
| Next to the titles of the 24 records 
‘in the panel, there are rack num- 
|bers telling where the record can 
,be found. 

| To listen to any record not in 
‘the push-button jukebox, a cus- 
'tomer simply removes it from the 
‘rack and takes it to one of 24 
turntables in the showroom. Each 
\turntable is equipped with two 
‘sets of earphones so that two per- 
sons can listen to the record simul- 
| taneously. 


's All of this can be done without 
the aid of any sales person. Signs 
advise customers not to file un- 
wanted records, but to place them 
‘on lower shelves where they are 
picked up later by store personnel. 
‘If a customer decides on a pur- 
chase, he takes the record to 
‘checkout counter. 

_ To inaugurate the self-service 
system His Master’s Voice rede- 
|signed the whole floor. The varied 
{color scheme and shiny steel fix- 
tures are in the modern motif. 

G. M. Fenwick, showroom man- 
|ager, told AA the new department 
'is designed to work on the same 
principles as the grocery super- 
market. HMV says it will save 
customers time and lead to a faster 
turnover of stock. 

Mr. Fenwick said that the first 
'week’s operation was “highly suc- 
cessful.” Traffic was well above 
normal, he said, and, during the 
usual lunch hour rush many more 
customers were serviced through 
the mechanical sales force. He also 
pointed out that the self-service 
features make it unnecessary to 
increase the staff to handle the 
‘greater traffic. 


Barschdort Takes PR Post 


Minnesota Power & Light Co., 
Duluth, has named Arthur C. 
Barschdorf to the new post of di- 
rector of public information, cov- 
ering public relations, advertising, 
publicity, company magazines and 
stockholder relations. Mr. Barsch- 
dorf, who was awarded a Nieman 
Fellowship at Harvard last year, 
was most recently a member of the 
editorial staff of the Hammond 
Times. 


Best Foods Boosts Two 

Best Foods Inc., New York, has 
promoted Raymond R. Sills to 
national products manager of Rits 
Products Corp. and John B. Miller 
to national sales manager for Shi- 
nola and Bixby shoe polishes. Mr. 
Sills formerly was in charge of 
sales for Rit. Mr. Miller came to 
the company one year ago as assis- 
tant director of sales coordination. 
from Johnson & Johnson. 
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Advertising Age, November 23, 1953 


Wows 


BP inn, ee 


"hh America’s hoepitais.. Sentsne conic 
tion of $3.8 billion still leaves a deficit of 
- 850,000 hospital beds to be met in the next — 
_ five to ten years. The compact, easy to 
" reach, easy to seli hospital market buys 
3,500 operational and maintenance items * 
_ in big business volume. Construction, cur- 


rently $750 million annually, means al 
EAGLE STILL FLIES—Printed in the 1870's by Snyder & Black, New York, this old 


poster features the eagle which still appears on Eagle Brand condensed milk _ tremendous hospital market for quality © 
deal tealvcs Ga. tikocien he Gbtcer oo tesa Concent Wk, a “building materials and equipment. You 
chandising manager for Eagle yen fh ga milk, and Sam Thompson, v.p. 4h Be to go to the now. Let us tell 
res go to the oneaneemee 
Sheep Raisers state. site teiecn sama _ 1958-1954". ‘No obligation, of course 


| manager of industrial fastener | 

~ Sales for the Waterville division | 

H t R ‘of Scovill Mfg. Co., wre 
ope 0 alse Conn. 


More Ad Funds Here are the 


Seek Assessments Under 
California Law to Hike 
Lamb Wool Promotion 


San FRANCISCO, Nov. ithe 
nation’s. sheep raisers. will 

spending between a million and 
a million and a half dollars yearly 
by 1956 or 1957 to advertise and 


* = & 
promote the consumption of wool | i vera € 
products and of lamb. a coun in Via 10 

This is the belief of officials of | 
the National Wool Growers Assn. 
who were in attendance here at| 
the 93rd annual convention of the! 
California Wool Growers Assn. | i a e 
Two committees, one on lamb pro- COMPARE the CIRCULATIONS of the advertising leaders: 
motion and advertising and the 
other on wool promotion and ad-_ iii ' ' : mee ' \ 1 
Yaar Be Fe gtie ere _to} F . AIRCRAFT MERS. F ENGINE MFRS. 

e association that advertising , es j RICA 
budgets be increased through as- Only American Aviation Deptt 10,034 pyre 
sessments on the individual grow- | offers A.B.C. circulation : 
er. to prove reader demand — AVIATION AVIATION 

The wool promotion committee plus C.C.A. to insure WEEK WEEK 
urged that the wool industry complete coverage. ATI 
place itself under the California 7 . h f aon Wek page 
State Marketing Act, as are 18 Circulations shown from ; 4 
other agricultural industries, and | latest (June,1953) ABC and : ; 
to establish a Wool Advisory CCA publishers’ statements. j i TERMINAL AIRPORTS 
Board. The board would be com- Airline circulation figures AMERICAN AMERICAN 
posed r° growers appointed by the are totals of all U.S. AVIATION AVIATION 
state department of agriculture, and foreign carriers. ; 
and its function would be to de- 6 AVIATION AVIATION 
termine how promotional funds WEEK WEEK 
would be spent. AVIATION AVIATION 

AGE 

s Under this plan, the advertising bi eee . be 
budget could be increased by 10 


Sank Wan Wek pled ean. | AMERICAN AVIATION is Ft RST in circulation growth: 
mittee said that a broad promo- 
tion program is necessary to keep 


up interest in wool as a clothing 58% gain in paid circulation; E _t ' ! 
fabric, in the face of intense com- 123% gain in total audited | gained 9,982 paid 
petition from synthetic fibres. circulation in the past AMERICAN 
Perry Holley, divisional man- year! All figures on graph AVIATION plus 11,304 controlled 


ager for Producers’ Livestock, Og- 
den, Utah, referring to the promo- 
tion of lamb, said that only 3% 


obtained by subtracting AVIATION 
circulations shown on the _ WEEK 
June, 1952, statements from 


me, 
gained 4,760 paid 


-ons i i IATION 
oe pear tage ley those shown on latest AVIA 10 gained 3,461 controlled 
the U. S. is in lamb sales. two- 
thirds of that amount restricted to (June, 1953) statements. | apa 


only seven cities. 


© , Sct - 
pniink, Gang eleaie eundd eoaate AMERICAN AVIATION is unsurpassed in editorial prestige: 


a larger customer demand for! 


lamb, he said. It is a natural for Sa, 
PromeTen, the growers believe, Respected throughout the world as the authentic \ D_ 
rire al posed a oo voice of the industry with more editorial awards )—_mee 
“ € ) . 3 ae . ——* 
has great versatility in prepara- than all other aviation magazines combined! 
tion. 
To support a broad national ad- 
vertising program, the suggestion) i ete ee ee ee — — 
was made that growers be assessed 
10¢ to 15¢ per ewe, or 1¢ to 2¢ Write for complete information 
er pound of wool. 
dies ' AMERICAN AVIATION PUBLICATIONS, INC. 
ABC Film Names Clark Advertising Office © La Guardia Airport, New York, N. Y. 
William L. Clark, formerly as- SORIA 


sistant sales manager of WPIX, 
New York, has been named west- —— —————— 
ern manager of ABC film syndica- 


tion, with offices in Los Angeles. CREO mame 
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Tucker Joins Eldridge Co. 

John F. Tucker Jr., formerly 
advertising manager of Benjamin 
Foster Co., has been named a 
copywriter of Eldridge Co., Phil- 
adelphia. 


Wet nte. H 
a ae el 


Makepeace to Picard, Marvin. 


D. E. Makepeace Co., Attleboro, 
Mass., maker of laminated pre- 
cious metals and wire, has ap- 
pointed Picard, Marvin & Redfield, 
New York, to handle its adver- 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


tising. 
Names Pacific Advertising 


Utah, has appointed Pacific Na- 


land, Ore., to handle advertising ris Timbes Inc., 
of its White Satin sugar. agency. 


Amalgamated Sugar Co., Ogden, Maynard Stitt Joins Timbes 
Maynard Stitt, formerly with 
tional Advertising Agency, Port- Hill & Knowlton, has joined Mor- 


Mobile, Ala., || 


Are you 


; Pee oS hs oe ee al E 


100th City in the United States in Population 
31st City in the United States in Per Capita Income 
2nd Largest Machine Tool Center in the World 


15th in Nation in Total Postal Savings 


These are but a few of the figures which prove that Rockford, Illinois is 
a remarkable market for your product. Retail sales for the year ending 
June 30, 1953 total $215,238,977. The impressively large lineage of 
nationally advertised products in the Rockford Morning Star and 
Rockford Register-Republic is proof of the value of this market. It is 
also proof of the effective coverage that these two papers give their 
advertisers. More than 30% coverage is given 100 towns receiving home 
delivery. For more information on the rich Rockford Market, write giving 


us the name of your product. We will send you all available market 


data as it effects you. 


READ ABOUT REMARKABLE ROCKFORD 


7 


131,123 ABC CITY ZONE 
441,222 ABC RETAIL TRADING ZONE 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 


‘OLD STORY—Burton Browne Advertising, 
| Chicago, turned out this college ad for 
Ravland Corp., Chicago maker of tv pic- 
ture tubes, pointing out that tv sets im- 
| prove with age when they get a new Ravu- 
land tube. The ad ran in 12 radio-tv-elec- 
tronics publications. 


Business Accounts 
for 1/3 of Travel 
Overseas: ‘Fortune’ 


New YorK, Nov. 17—Business 
travelers now constitute about one- 
third of the U.S. overseas travel 
market. The American traveler 
who goes abroad for business rea- 
sons goes more often than non- 
business passengers and spends 
more money on his trips. 

These facts are brought out in 
two parallel studies of today’s 
travel market by Fortune. 

One of the studies was conducted 
among passenger lists supplied by 
five leading travel lines (two air, 
three steamship). In the second 
study, Fortune polled a sample of 
5,000 of its own subscribers, chosen 
at random. 

In the travel lines sample, 30% 
named business as the reason for 
their most recent trip. In the mag- 
azine’s own sample, 36% traveled 
| wholly or partly for business. In 
ithe first greup, over a third re- 
‘ported incomes of $20,000 or more 
and nearly two-thirds $10,000 or 
more. In the second group, 63% 
reported $20,000 or more. In each 
study, almost exactly the same pro- 
portion of business travelers took 
pleasure trips to countries other 
than those in which they conducted 
business. 


s In the travel lines sample, when 
the travel spending of each in- 
come category was estimated for 
the past five years (number of 
trips overseas multiplied by money 
spent on last trip), the $10,000- 
and-over group accounted for 74% 
of total spending. 

Only one-third of the $10,000- 
}and-over bracket went abroad dur- 
|ing the three summer months. 
|Nearly two-thirds of the under- 
$6,000 group took their trips during 
those months. 

In the Fortune poll, 39% of re- 
spondents reported trips outside 
the U.S. during the past two years 
(average: 3.2 trips each), and 
15.2% had visited overseas coun- 
tries. Of those who _ traveled 
abroad, only 20% traveled in sum- 
mer. 


Titus Joins Cole & Weber 


David F. Titus, formerly with 
the Don Lee network and the Co- 
|lumbia Broadcasting System, has 
been appointed director of radio 
| and tv production for Cole & Web- 
|er, Seattle, Portland and Tacoma. 
Mr. Titus will supervise tv pro- 
duction for offices in the three 
cities, and radio productions in 
Seattle and Tacoma. 


Hammer to Janis & Co. 


Lina Hammer, formerly with 
the public relations department of 
Roosevelt College, Chicago, has 
joined Martin E. Janis & Co., Chi- 
cago public relations consultant. 
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Advertising Pages and Linage in National Magazines 


Official Figures for October and Year-to-Date as Compiled by Publishers Information Bureau 


Publications with an * report directly to Apvertisinc AGE 


Pages Lines 

Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. Jan.-Oct 
1953 1953 1952 1953 1952 1953 1952 

Weeklies, Bi-Weeklies, Semi-Monthlies 
*Capper’s Weekly ............. 6.4 58.2 46.1 14,229 9.950 130,141 104,444 
*Christian Advocate ........... 28.4 198.8 220.3 11.767 12,635 82.255 91,200 
RAG rae 146.7 1,030.4 1,259.5 99,720 101214 700.512 856.215 
as 45 cee aa ns vs ealeduns 93.1 768.5 750.2 39.883 32.653 329.509 321.723 
MESSY 5 Asics, ay Ve eich aa Clke 20.0 181.8 152.8 20.031 21.022 181.777 158,522 
Se ee 463.5 3,484.8 3,100.7 315.014 248.197 2,368,514 2,107,814 
A Ee ainda 153.6 1,151.5 1,139.7 104.448 88,938 782.835 774,709 
POOR iokdacdsccceccccs 491.9 3,016.0 2,953.6 219711 177,246 1.292.254 1,265,742 
IE ores oi ccestccec ce: 275.5 2,456.7 2,548.2 115559 123.451 1,030,578 1,069,049 
\\!*Presbyterian Life .......... 31.6 191.1 142.8 13,285 9.462 80.276 60,013 
+Saturday Evening Post ........ 539.8 3,624.0 3,505.1 366.933 280.541 2,463,452 2,382,606 
t*Saturday Review ............ 113.9 655.3 574.4 47,821 33,764 275,210 241,211 
t*Sporting News .............. 21.8 295.0 295.4 23,658 47,373 320.111 320,343 
RRS eae 332.3 2,939.6 2,957.8 139.415 140,890 1,232,781 1,241,898 
U. S. News & World Report .... 275.6 2,142.5 1,891.1 115,697 103,137 899,262 793,846 
S| 2,994.1 2,625.7 22,194.2 21.537.7 1.638.171 1,430,473 12,169,476 11,789,335 


§Changed from weekly to bi-weekly July 23, 1953. tFive issues in October 1953; four issues in October 1952. 
in October 1953; five issues in October 1952. |!/Three issues in October 1953; two issues in October 1952. 


Women’s 

American Family ............. 23.7 
2. eee 54.7 
i a. aCe eee 70.6 
4. ae 87.3 
Good Housekeeping ............ 181.1 
*Holland’s Magazine .......... 17.9 
., SEES ere 49.7 
Ladies’ Home Journal .......... 113.5 
McCall’s Magazine ........... 92.0 
Parents’ Magazine ............ 81.5 
ME RGA 6d 5,38-4.04.0 <i. 068 50 88.2 
Today’s Woman .............. él. 


2 
*Western Family: 
Southwest Edition .......... 44.2 
#Mountain Edition ......... 41.1 
#No. Calif. Edition ....... ‘ 44.2 
#Northwest Edition ......... ot 


184.7 
391.1 
453.2 
652.9 
1,262.4 
156.2 
414.0 
924.5 
678.4 
651.5 
1,084.2 
468.4 


340.0 
301.8 
326.5 
325.4 
649.1 
621.6 
310.4 


Sere 87. 

Woman's Home Companion ..... 78.1 

. Serer 40.8 
per errr rr ee 1,171.6 1,191.5 


tSee note at end of linage tabulation. #Not included in totals. , 
Because the figures above for Everywoman’s, Family Circle and Woman's Day represent only advertising that appears in 
20% or more of the total circulation base of each publication they are not complete. Listed below are total advertising 


pages and“ines for these three publications. 
CUOFVOMINTS occ ctsvcceces 72.2 


466.3 
682.5 
660.4 


260.1 
154.2 
203.1 
241.9 
222.7 
256.4 
386.0 

59.5 
257.0 
288.0 

59.0 
569.4 
114.1 
546.7 
135.3 
189.3 
221.8 
299.0 
189.9 
640.6 
324.6 
269.1 
923.1 
416.0 
273.7 
389.9 
187.7 
187.0 

98.8 

63.9 
701.8 
342.1 
936.4 


1,244.5 10,408.1 


643.1 
1,541.5 


1,439.3 


i. Sree ee ee rire 91.1 
WD MED G.dcdiwdnic cou naes 88.7 
General 
SAmerican Artist ........... 34.7 
*American Forests ........ P 15.5 
American Legion ..........06.- 22.7 
American Magazine ............ 23.6 
Argosy erated 33.0 
Atlantic seca eek vaedaaiew 36.7 
SChristion Wordle 2.2... ccccesss 40.9 
*Columbia paraincnt:s 9.8 
Coronet eee demaenaan 26.0 
COMONEUON csscescvcseces 17.9 
*Eagle Magazine ........... 8.3 
Per eee ieee ; > 72.7 
Se SEE: bb beso ec ree vsnes 17.8 
REE Cigeeteessceaese ints 80.7 
ror eorireine Sewer aera 14.5 
CENMIOMNER cc cccvecsecss Danses 22.7 
Pee Tee Te eee 32.6 
SEE PUNO  ekéecovewvesrdeas 52.5 
Harper's Magazine ............ 24.4 
EEE aeace deena edad 144 890% 79.1 
*Improvement Era ............. 33.4 
EE, Woh 00005 64d 06d sere 46.1 
ae 76.5 
National Geographic ......... ‘ 38.6 
eee eee 30.8 
CEE, “Feebededad canvewa’s 46.9 
*Promenade ent Pee 29.1 
Redbook Magazine ............ 17.4 
ae rr ree 10.3 
oe AOC eer ee 11.2 
Town & Country ............... 129.0 
AE er ere ce ree ee 45.5 
i... QEeETTre or ; ae yr, FS 
We ED nas vciscass s0see 1,249.0 
#Not included in totals. |||September-October issues combined. 
Home 
SE SOE Sacedaveceysc«'s 84.7 
Better Homes & Gardens ....... 201.3 
*Flower Grower ............... 40.0 
ED. earn tsdencvens 206.4 
ee PPP eres 150.4 
J ROT Prrr Tree Tree errs ce 117.1 
EE oc dive cdcssace 160.0 
- 8 reer err ere 959.9 
Fashion 
ESSE OTT Tee re reer 94.9 
GN astannedcenadiovensws 91.4 
kL rr eee 150.0 
a ee Ae ee 87.0 
WE SS GN added eede basiaenuwe 176.9 
eee eee 600.2 


Movie-Romance-Radio 
Dell Modern Group: 


Modern Romances ........ 38.1 

Modern Screen ....... 37.2 

Screen Stories ........ 29.7 
Fawcett Women’s Group: 

Motion Picture ........... 28.7 

True Confessions ...... e 35.2 
Hillman Women's Group ....... 14.0 
Hillman Romance Group ..... 5.4 
Ideal Women’s Group: 

Intimate Romances ...... 17.7 

eee 17.1 

Movie Stars Parade .... 17.1 

Personal Romances .. ee 18.9 
*Quality Romance Group ........ 6.0 


"5,302.2 


165.0 
372.1 
402.6 
621.3 


1,239.4 


178.3 
437.4 
928.5 
712.4 
622.9 


1,020.6 


550.9 


362.4 
308.8 
330.3 
338.1 
695.4 
659.6 
282.2 


9,242.6 9,251.0 


~ 586,152 


30,961 
39,060 
38,008 


14,553 
6,510 


111,761 
323,797 


16,324 
15,954 
12,722 


12,345 

15,095 
6,030 

2,316 


7.615 
7,352 
7,342 
8,130 
2,268 


10,918 
20,919 
26,780 
35,692 
70,608 
10,392 
26,323 
83,923 
67,257 
32,967 
53,637 
33,402 


20,126 
17,834 
18,362 
19,121 
38,889 
60,517 

7,509 


599,859 


27,308 
37,241 
39,438 


79,215 
‘167,742 
194,386 
279,995 
540,349 

67,041 
177,500 
628,511 
461,212 
279,010 
737,080 
200,916 


145,875 
129,534 
140,037 
139,577 
278,179 
422,639 

60,857 


~ 4,720,507 


200,011 
292,732 
283,014 


109,233 
64,736 
85,442 

101,677 
95,568 

107,591 

165,538 
40:445 
46,774 

123,479 
24,798 

387,207 
49,016 

371,882 
85,004 

130,214 
94,967 

131,879 
79,537 

435,382 

136,339 

184,095 

542,738 
98,911 

186,175 

163,751 
74,543 
80,209 
41,486 
42,946 

471,184 

146,883 

550,601 


~ 5,450,230 


406,080 
973,804 
239,246 
726,338 
558,484 
409,740 
506,693 


385,871 
410,085 
645,004 
423,314 
909,504 


2,773,778 


141,711 
144,721 
118,023 


111,174 
135,354 
46,745 
24,495 


77,189 
78,916 
79,014 
75,331 
15,876 


tFour issues 


70,760 
159,439 
172,642 
266,353 
530,604 

76,476 
187,353 
631,290 
484,360 
266,790 
693,940 
236,190 


155,442 
132,482 
141,669 
145,537 
297,820 
448,474 

55,315 


“4,733,248 


175,758 
278,203 
302,371 


111,978 
70,658 
76,840 

111,284 
85,140 

104,690 

172,153 
39,631 
26,026 

149,549 
26,048 

381,981 
47,799 

376,637 
72,971 

136,944 
95,170 

140,649 
73,886 

430,465 

121,892 

167,352 

497,742 
92,425 

188,761 

182,171 
84,175 
89,418 
45,456 
39,275 

483,222 

134,665 

495,508 


5,352,561 


3,820,385 3,474,332 


352,662 
380,531 
679,026 
416,465 
888,857 


2,717,541 


143,500 
151,553 
125,539 


125,694 
147,520 
48,356 
22,231 


95,864 
87,175 
87,091 
91,273 
15,120 


Pages —. —————Lines — 
Oct Oct. dan.-Oct.  Jan.-Oct. Oct. dan.-Oct. 
1953 1952 1953 1952 1953 1953 
*Screenland Unit ............. 25.5 27.3 187.2 248.6 10,947 80,305 
*Secrets Romance Group: 
Revealing Romances ......... 21.4 19.1 169.0 139.1 9,186 72,517 
ME Stine diab anes whee oad 24.3 20.5 205.4 184.2 10,418 88,126 
True Story Women's Group: 
| Eee eee eee 47.0 42.0 369.0 344.9 20,176 158,258 
Radio-TV Mirror ........... 33.0 28.1 235.0 235.9 14,166 100,732 
True Experience ............ 35.4 31.0 257.1 249.7 15,188 110,290 
True Love Stories .......... 34.3 30.9 250.0 250.0 14,709 107,194 
True Romance ...........0.. 34.1 29.7 250.1 254.4 14,624 107,299 
WO) WOE Ziv) chica caieness 63.4 60.8 485.2 490.0 27,178 207,990 
FON GNUNE. na ecanseddaswan 583.5 604.4 4,855.5 5,059.1 250,085 2,081,260 


NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups 
Qroup as a whole PLUS additional advertising carried by each individual publication. 


Business 
eee te CR ae 626.2 495.4 4,822.8 
t{Dun's Review ....... 4s Ramen 176.4 81.0 978.0 
|||*Financial World ............ 73.6 141.1 414.9 
ORE OTE TP ee 40.3 40.4 381.9 
2 SIR ern 209.0 170.3 1,448.5 
tModern Industry ............. — 107.8 646.9 
Nation’s Business ............. 47.1 46.4 382.4 
WE GO in cicneccccceccs 1,172.6 1,082.4 "9,075.4 


4,574.7 


657.9 
447.5 
356.0 


1,286.3 
1,016.3 


335.4 


“8,674.1 


262,796 
108,589 


30,932 
16,933 


132,088 


20,167 


~ 571,505 


~ 4,337,714 


109,065 
210,015 


2,168,544 
advertising carried by the 


1,920,046 


275,960 


187,872 


149,345 
812,910 


625,933 


143,582 


~ 4,115,648 


tFive issues in October 1953; four issues in October 1952. {Dun’s Review and Modern Industry combined effective August 
1953. Pages and lines for the new publication, Dun’s Review and Modern Industry, are listed under Dun’s Review. ||!Four 


issues in October 1953; five issues in October 1952. 


Youth 

t*American Boy-Open Road .... 10.8 

EET Secdbe ees Odesdca 22.7 

gS eer ee ; 25.3 

WE GUE Aides ies ke d¥eyece 2.6 

§Scholastic Magazines ......... 31.5 
WO BOD inka ciaceicceds 92.9 


“102.8 


247.7 


~~ 779.2 


62.4 
224.3 
188.4 

20.5 
235.9 


731.5 


4,619 
9,739 
17,246 
1,096 
13,226 


~ 45,926 


27,666 
99,102 
149,471 
7,049 


103,929 
~ 387,217 


26,726 
96,248 
128,152 
8,803 
99,010 


~ 358,939 


tAmerican Boy and Open Road combined effective September 1953. §Four issues in October 1953; five issues in October 1952. 


Magazine Linage Trend Figures in Thousands 


ocr.[7,638 


stt.j |, 30) 


Outdoor & Sports 
*American Rifleman ....... és 69.1 
. FS - SPP ert Te 73.6 
*Fur-Fish-Game ............ : 25.1 
*Hunting & Fishing ........... 22.9 
SE das veneers visedes 77.2 
SE CE Ai 5. pie ees-ba ue bem 53.8 
2. Serer Tiree 321.7 
Mechanics & Science 
Mechanix Illustrated .......... 88.5 
Popular Mechanics ............. 187.8 
gk er eee 156.3 
#Ht*Science & Mechanics ...... 163.7 
eer rrr 432.6 


“378.4 


559.8 
631.5 
206.9 
247.1 
631.7 
538.7 


“2,815.7 


759.6 


1,556.1 
1,290.9 


475.4 


4,082.0 


Not included in totals. tSeptember-October issues combined. 


Detective & Fiction 


Dell Men’s Group ............ 17.6 
#tt*Macfadden Men's Group .... 61.8 
*Popular Fiction Group ........ 16.4 
*Thrilling Fiction Group ...... 9.7 

. Pee rree TTT er 43.7 


23.3 
74.7 
149 
11.6 


~ 49.8 


157.4 
553.6 
135.4 
106.4 


399.2 


495.7 


2,623.9 


737.7 


1,484.3 
1,245.2 


354.7 


3,821.9 


191.1 
332.8 
137.1 
136.4 


~ 464.6— 


138,109 


19,829 
42,070 
35,002 
23,218 


96,901 


7,574 
26,510 
3,663 
2,173 


“13,410 


240,101 


270,893 


88,809 
105,985 


270,938 
231,026 


1,207,752 


170,160 
348,557 
289,150 
106,480 


~ 914,347 


67,749 
237,509 
30,298 
21,614 


~ 119,661 


82,236 
142,780 
30,654 
28,075 


~" 140,965 


#Not included in totals. {Formerly Sport Men's Group. Master Detective added to group in September 1952; Climax added 
in March 1953, dropped after September 1953 issue. 


Farm 
+Capper’s Farmer 67.1 
+Country Gentleman ..... 100.3 
Farm Journal ... frevcs 122.6 
{§Farm & Ranch—Southern 
Agriculturist ...... 46.0 
§Progressive Farmer pivken 
Successful Farming .... 3 108.4 
ee ae 557.8 


56.3 
101.3 
111.9 


38.0 
110.5 
99.0 


“517.0 


592.3 
911.2 
938.9 


429.4 
979.0 
895.5 


4,746.3 


523.8 
856.9 
928.0 


348.3 
931.4 
925.5 


4,513.9 


28,779 
43,011 
52,573 


19,722 
77,063 
48,747 


269,895 


262,875 
403,447 
402,655 


184,201 
665,784 
402,856 


2,321,818 


356,718 
582,767 
397,730 


236,714 
633,102 
416,348 


2,623,379 


tChanged from 680-line page to 429-line page in February 1953. {Changed from 680-line page to 429-line page in January 


1953. §See note at end of linage tabulation. 


Newspaper Sections (I) 
(Nationally distributed 
with Sunday newspapers) 


tAmerican Weekly 57.2 

PGES - ceseuss 59.6 

This Week Magazine 85.3 
Total Group ...... 


Newspaper Sections (II) 
(All other newspaper 
sections and comics) 


iFirst 3 Markets Group ....... 49.7 
N. Y. Herald Tribune-This Week . 35.3 
\||New York Mirror Magazine ... 49.7 


49.1 
51.8 
83.1 


31.6 
25.0 
49.5 


502.9 


484.2 
712.5 


2021 1840 1699.6 
Changed from 1,000-line page to 850-line page on May 11, 1952. 


370.8 
367.7 
637.4 


1,375.9 


254.9 
385.1 


48,623 
50,612 
72,456 


171,691 


42,199 
29,963 
48,716 


427,267 
411,310 
605,264 


1,443,841 


333,864 
305,152 
401,990 


335,613 
312,026 
541,305 


‘1,188,994 


254,425 
249,061 
381,157 
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tFive issues in October 1953; four issues in October 1952. 


pears in an edition representing 25% of the total circulation of the magazine, it is counted in the totals as .25 pages. No 


64 Advertising Age, November 23, 1953 
— Pages——_—__—_——_. ———— signees — Pages Lines - — 
Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. Jan.-Oct. | Oct. Oct. dan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. Jan.-Oct 
1953 1952 1953 1952 1953 1952 1953 1952 | 1953 1952 1953 1952 1953 1952 1953 1952 
New York Times Magazine ...... 202.2 166.1 1,805.4 1,526.5 171,806 141,262 1,534,521 1,299,214 | Foreign 
Puck—The Comic Weekly ..... 13.2 159 115.3 129.3 24,973 30,479 «220,217 247,267 ite Sedernatlonsl: - 
RES Ae 350.0 “288.1 3,119.0 25911 317,657 273,044 2,795,744 2.431.124 | English Edition ............. 579 581 5189 558.3 39,355 39,525 352,750 379,695 
Changed from 1,000-line to 850-line in January 1953. ||\Changed from 1,000-line page to 980-line i 2’Spanish Edition ........... 03; — 490.2 — 40,970 — 333,200 —_— 
ee "1952. = = — nonenehtevenees er rrerer cs 38.9 33.3 316.4 335.1 16,345 14,000 132,930 140,770 
| Newsweek-Pacific: 
eo eee 44.0 393 3723 333.0 18,480 16,520 156,380 139,860 
All figures in the following groups were compiled by Advertising Age | Tokye Edition ..........+-+- 63.2 75.5 642.3 630.6 26,530 31,710 269,710 264,880 
Popular Mechanics: ; 

Comics Magazines | ee... 26.5 26.0 2504 2369 5936 5,376 56,086 53,032 
seiretal 2 Units) tert 10.5 7.0 45.2 38.5 3,969 2,646 17,073 ee i ~~~ oie ston 248 32.0 232.7 267.2 5,544 7,168 52,092 59,808 
SAAR ie sis enn ks 50 30 28 175 1890 1,134 8,253 | same 

Unit B ...... +2002 eee ee ees 55 4.0 23.3 210 2,079 1,512 8.820 aie See 45.0 40.0 3840 4355 8190 7,280 69,888 79,261 
§#Archie Comic Group ......... 6.0 7.0 27.0 33.5 2,268 2,646 10,206 12,663 ; 52.5 446.0 533.5 9,555 9,555 81,172 97,097 
: BEE: sc.dnche0e0ean nes 52.5 : ' i i : : 
§itHarvey Comics Group ....... 9.0 7.5 41.5 35.5 3,402 2,835 15,687 13,419 | Austrian 6 0 258.0 ss 7,644 paren 46,956 a 
National Comics Group: RCT fro ; 
(Teled 2 Walled ......c00cs. 12.0 7.0 110.2 99.2 4,536 2.646 41.643 37.561 | British PEPTTT TT ETTORE Poet 78.5 71.0 ae ey yen oe a en ape 
Red Unit 6.0 4.0 57 2 51.7 2 268 1 512 21 487 19 471 | CED. kpodedecoecsessres 87.0 85.0 707. 760. e 15,470 128,765 5 
#Blue Unit , ‘ : ‘ ; ; i hho ‘ aes ; 6.0 3.0 53.7 48.1 2 268 1.134 20.165 18.100 Danish Pe ECT IEE CT Teer 48.5 43.0 367.0 300.5 8,245 7,310 62,390 51,035 
Quality Comic Group .......... 6.0 6.0 60.0 47.0 2,268 2,268 22,680 17,766 — a .......... roa aa eas ana by Rg 4 pop od ae} 
ee ee er ee ee ae oe, ae A350 | Frente (Darla) .....-..0000. 100.0 91.0 670.0 691.0 17,500 15,925 117,250 120,925 
Total Group ........++-.++. 1.0 613.0 3112 862778 = 6,804 4,914 117,608 = 105,072 French (Provincial) ......... 96.0 96.0 632.0 689.5 16,800 16,800 110,600 120,655 
§September-October issues combined. #Not included in totals. 7. SRA 26.0 32.0 181.0 261.0 4,550 5,600 31,675 45,675 
German (Germany) ......... 70.0 80.0 520.6 532.0 12,740 14,560 94,640 96,824 
Canadian National Weekend Newspapers (Rotogravure Linage) | — can = a3 ted se oe 
SE ees halon oa rdeeek' 713 685 575.0 4986 71,292 68,530 575,080 497,938 pareadendempbieteaen } : all. : 
NE ee ho 5 - dahk a 777 715 5392 += S1L.0-—«77,703« 71,534 = 538,901 510,99 | tabla wevvveseeeceeeeeees TER a “ae Tih a a a 
kN eee 98 824 772.8 685.8 93,870 78,253 733,887 651,237 | japanese Troop ............. 29.0 28.0 2485 2465 5,278 5,096 45,227 44,863 
Weekend Picture ............. 107.3 84.0 750.7 639.2 104,622 81,938 732,044 623,203 Latin American (English) .... 6.0 7.0 62.0 96.0 738 861 7,626 11,808 
<r 355.1 306.4 2,637.7 2,334.6 347,487 300,255 2,579,912 2,283,277 NY 6b 5400490060 00080050 71.0 86.5 632.0 732.5 12,922 15,743 115,024 133,315 
Five issues in October 1953; four issues in October 1952. FAA ec erer ree 26.5 27.0 236.0 257.0 4,823 4,914 42,952 46,774 
' . pratense aie Norwegian ........+.0s.s00. 32.0 21.0 207.5 160.0 5,440 3570 35.275 27,200 
PEE: Sb bipedexaeedeoes 91.5 92.0 775.4 835.9 16,012 16,100 135,700 146,289 
Canadian ; 
Serr ererr rere? 66.0 59.6 617.6 594.6 11,814 10,561 110,548 106,431 
Canadian Home Journal ........ 48.4 52.2 397.9 407.5 32,943 35,519 270,536 277,080 Southern Hemisphere ........ 51.0 54.0 425.0 496.4 9,282 9,824 77,350 90,348 
Canadian Homes & Gardens ...... 60.3 57.6 496.2 457.4 41,004 39,184 337,343 308,977 PE seewereneeussive vas 55.0 50.5 370.1 367.7 10,230 9,393 68,847 68,368 
CE. beaws.wh es 0 04-5 d:04.9 > 60.7 53.2 439.1 403.4 41,294 36,171 298,578 i S| errr 72.5 69.4 722.9 765.6 30,450 29,155 303,555 321,580 
—* PPP POT YY eee eee Eee rr ae pay 9 phy on py poe 403,235 | Time-Latin American .......... 103.3 93.7 967.4 923.7 43,400 39,340 406,315 388,010 
SE £3 S5taees $4669 60iee 0 ' 63. . J , 43, 3,501  . Se. errr Tiere 70.3 62.5 646.2 572.8 29,505 26,250 271,390 240,590 
Reader's Digest: RRR rr eerie re 56.5 45.3 406.2 117.6 23,730 19,020 170,590 49,400 
— = a ee oe eee bry 103.0 755.0 745.0 18,928 18,746 137,410 oo AE aeeorrrrerrrrrri rrr 59.5 51.2 473.0 390.6 24,990 21,490 198,680 164,090 
ren RPT rir err 0.0 107.0 792.0 765.5 20,02 9,474 144,144 i 1,789.4 
aan ie i y- yoo a 7“. <n — a4 Bk meres 1,789.4 1,731.5 14,7584 15,160.1 459,435 “443,191 3,913,175 3,960,051 
Revue Populaire .............. 36.5 38.5 278.3 280.7 25.577 26.961 194.773 196.519 | *Not included in totals. ‘Started publication in December 1952. ‘Started publication in November 1952. Started publication 
NE Sn 54.0 40.0 346.7 280.5 37 834 27.987 242 788 196.417 | in October 1952. ‘Started publication in July 1952. 
tSaturday Night .............. 98.4 97.7 730.6 773.3 66.906 66.434 496.797 525.837 | NOTE: All sectional advertising of Everywoman's, Family Circle, Woman's Day, Farm & Ranch—Southern Agriculturist and 
Tein 231.8 186.7 1,741.8 1,431.6 97,370 78,400 731,500 601,300 | Progressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the par- 
Total Group $044 9099 7513 0 68890 511226 467205 3897880 3560 297 ticular edition carrying the advertisement to the total circulation of the magazine. For example, if a page advertisement ap- 
Coeceeseesesecse . ° ’ le A . ’ ’ , ’ ’ ’ 


| sectional advertising is reported that does not represent at least 20% of the total circulation base. 


Seattle Broker Works Out Big Promotion 
with Wholesaler, Grocers, Manufacturers 


SEATTLE, Nov. 19—Competition 
has stiffened, and not just for the 
consumer’s dollar. There’s more of 
it also for such matters as the 
ear of the food store manager and 
the eye of the consumer as she en- 
ters the store. 

And new competition brings new 
promotions, such as was recently 
put on here by coordinated action 
of manufacturers through cooper- 
ative advertising, the wholesale 
grocery handling weekly food page 
advertising, the food broker, and 
61 retail food stores. 

The results seemed to please 
every one who was in the act. 

Here is what was done: Graves- 
Chambers Co., one of the larger 
brokerage firms here, went to 


OIL HEAT AND FUELOIL SALES TO THE PUBLIC 
AND INDUSTRY in 1952 amounted to $684 304 000 
for equipment, $1,750,053,000 for oil and 
$123,026,000 for servicing! When the cost of 
materials used by dealers and contractors is 


added to these—THE TOTAL IS $2,557,383,000! 
Here is a REAL market—and an expanding one! | 

777,604 Burners and Units were sold in 1952 | 
making the total in use 6,345,876. As the average 
age of burners in use increases—the need for 
repairs or replacements will similarly increase. 

The dealers, excellent in their cooperation with 
FUELOIL & OIL HEAT Editors through question- 
naires, estimate that in 1953 their sales will run 
about 5%% ahead of 1952—or near the 800,000 
oitheating installation mark. Over the last 5 
years, the dealers’ forecasts ran considerably 
lower than their actual sales—indicating their 
conservative thought. ; 

if your product is used in oltheating equipment, 
or by fueloil and oitheating dealers who deliver 
fueloil, you will want to place your message in 
the me — in the feld—FUEL- 
OIL & ONL HEAT. 


fueloil & oil heat 


HEATING PUBLISHERS, Inc. 


2 W. 45th St., New York 36, N.Y. 
(MUrray Hill 2-4786) 


American Wholesale Grocery, 
which supplies IGA stores, and 
proposed a joint and concentrated 
promotion tied to American 
Wholesale’s weekly food store ad- 
vertisement for IGA stores. The 
key to the promotion was Graves- 
Chambers’ two dozen or so top 
brand name accounts in the food 
field. The food page ad was to be 
concentrated on products handled 
by Graves-Chambers. In_ turn, 
Graves-Chambers, well in advance 
of the promotion, would do the 
“detail” work at 61 IGA stores in 
the metropolitan Seattle area. 


a American Wholesale not only 
agreed to the promotion, but it 
stepped up its usual space from 
one page to two and added a sec- 
ond color, a pineapple yellow. The 
ad featured “golden values” and 
played up Dole pineapple products 
with pineapple chunks pouring 
from a can down through the ad. 

Other products featured includ- 
ed Green Giant corn, Bluhill mar- 
garine, Duncan Hines cake mixes, 
Peter Pan peanut butter, Wrisley 
soap, Snow’s clam chowder, Hi-C 
orange ade, Uncle Ben’s rice, and 
Girard’s dressings, in 27 products 
represented by Graves-Chambers. 
The only advertised products not 


|represented by Graves-Chambers | advertising and the related promo- 
| were four fresh meat items, plus tion at the retail outlets. 

potatoes, celery and coffee—coffee | Added value from the coordi- 
was included for the tie-in with nated program was also indicated 
canned Pream (powdered cream).|in the comment by Mr. Kays as 
'to the growing demands on store 
ws Three weeks before the ad managers’ time from salesmen rep- 
broke, Graves-Chambers began its resenting brand lines. The after- 
detail work. When the promotion poon ApvertisinG AGE talked to Mr. 
broke, each of the participating |Kays one IGA store manager, call- 
stores had in-store advertising ma~ | ing in, reported that he had al- 
terial supplied by manufacturers | ready had 10 salesmen around so 
for their products. These ranged far that day and averages 80 a 
from recipe books and banners up week. Yet food manufacturers are 


to electric flashing signs for Dole putting increasing pressure on their 


and Green Giant, beach balls for food brokers to get out and do the 

Peter Pan, and giant plastic dis-| “detail” work at point of purchase 

play cakes for Duncan Hines. Mass jn retai} stores. 

displays were in place, and store | 

clerks were decked out in leis and Harder-Freez Sets Trade Ads 
The Harder-Freez division of 


birds nest straw hats. 
Tyler Refrigeration Corp., Niles, 


Results were good. Phil Kays, 
advertising manager of American | Mich., has earmarked an increased 
Wholesale, reported 8,000 cases of Portion of its 1954 promotion budg- 
advertised foods were moved, as in- | = for et ae apecagy ace ~ pro- 

‘ P ‘gram wi ack up distributors in 
dicated by a check with the stores |their dealer contacts. Breaking in 
before and after the promotion. January will be a spread in Elec- 
He estimated the sales value of | trical Merchandising. Sizable space 
the merchandise at about $48,000. | in trade publications every month 

|of the year will follow. 
s Beyond the value of the goods 
actually sold was the promotion|N. W. Ayer Appoints Five 
value in building store traffic. The| Donald Russell, formerly a copy- 
boost came at a time, Mr. Kays| writer of John Falkrer Arndt & 
said, when all food store volume |C°., Philadelphia, has joined the 
was off in the area. One of the par- | £°PY department of N. W. Ayer 


- ; Son, Philadelphia. Verne E. 
ticular advantages seen was in the | Burnett Jr., formerly a director 


lift for store morale through the! and ty account supervisor of Leo 


\the Ayer radio-tv department in 
|New York. Albert Lewis, a free 
| lance artist, has joined the art de- 
/partment as a layout man.*Marston 
|Myers has been transferred from 
/plans-merchandising to Philadel- 
|phia service. Andrew K. Allen has 
returned to radio-ty in New York 
after nearly three years in the U. S. 
Air Force. 


Reorganizes Scranton Agency 
Lawrence L. Russoniello, for- 
merly with Al Paul Lefton Co., 
Philadelphia, has reorganized An- 
thracite Advertising Agency, 
Scranton, Pa. Mr. Russoniello is 
president. I. L. Dailey has been 
appointed secretary-treasurer. 


Gould Named Ad Manager 
Bernard Gould, formerly adver- 
tising manager of Eutectic Welding 
Alloys Corp., has been appointed 
advertising manager of Rubber & 
Asbestos Corp., Bloomfield, N. J. 


FCC Okays Pittsfield TV 


The Federal Communications 
Commission has authorized a tv 
station for Pittsfield, Mass., to be 
operated by Western Massachusetts 
Broadcasting Co. on Channel 64. 


XNOW WHAT 
YOU DRINK 


Pencil Size 


HOME BAR SET OF EIGHT $13.95 


A nique 
size and splash of the newspaper | Burnett Co., Chicago, has joined) "*"'% 


KRUSE-RIEKE - 
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It’s the'‘Age of Accumulation’’, period of biggest buying. 


What is it that 


begins at 18... ends at 


° Women in the Age of Accumulation are big buyers — 
and MOTHERS are the biggest buyers among all women! 
PARENTS’ MAGAZINE gives you twice ihe percentage of Mothers 35 and uader—ln 
35... the Age of Accumulation—as the average of the 4 leading Women’s magazines! 


and offers advertisers the greatest, 


longest-sustained selling opportunity ? 


Ask for complete details. 


*Source: Special tabulation, Daniel Starch & Staff 


52 Vanderbilt Avenue, 


PARENTS’ is the only major magazine concentrated exclusively on MOTHERS— 
1,500,000 mothers with more than 3,000,000 children—a $7 Billion market! 


New York 17 


Instantly measures strength of all liquors, 
beers and mixed drinks. See your dealer 


Glomour Packed or order direct. Sent postpaid. $11 O5 


AuBsURN, 
INDIANA 
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|r CHEVRON GAS STATIONS - 


i 


gas mileage 
up to 15% 


STANDARD STATIONS:INC.. 
# ad 


FOR DECEMBER—This is the December 24-sheet poster that Standard Oil of Cali- 
fornia will use to promote its improved motor oil. 


Standard of California Opens Gas and Oil 
Drive in Newspapers, Radio; Outdoor Next 


San Francisco, Nov. 17— A} 
heavy campaign is being used by 
Standard Oil Co. of California to) 
introduce its two new “improved” | 
products, “wide-range Chevron) 
Supreme gasoline” and RPM 10-30 
motor oil. 

Starting with newspapers 
throughout October and November, 
Standard is laying heavier em- 
phasis on outdoor posters from 
November through January. Con- 
tinuing throughout the  four- 
month period, the program will 
be supported by point of purchase 
posters and radio and television 
announcements. 

The “wide-range” Chevron 
Supreme is defined only as an 
“improved method of gas pro- 
duction” and is being promoted 
under bold headlines which con- 
tend that “throughout the West— 
no other gasoline equals the new 
Chevron Supreme for all top per- 
formance qualities.” 


= A series of four newspaper 
ads, appearing in some 125 or 
150 newspapers in seven western 
states, Hawaiian Islands and 
Alaska are in two colors, red 
and black where available and 
b&w elsewhere. The first § ad, 
breaking in mid-October, ran full 
pages in these papers, the suc- 
ceeding two are 1,700 lines, and 
the final in the series, appearing 
about Nov. 23, will be 1,600 lines. 

Two-sheet posters will be used 
in service stations, starting in 
November. Standard Oil sponsors 
two morning radio programs, 
“Farmer’s Digest” on KNBC, San 
Francisco, from 6:15 to 6:45, and 
“Farmer’s Highlights” on KFI, 
Los Angeles, 6:15-6:30, weekdays, 
as well as the “Chevron Theater” 
on television. The latter is a half- 
hour program appearing at various 
times over stations in San Diego, 
Los Angeles, Phoenix, San Fran- 
cisco, Portland, Seattle, Spokane 
and Salt Lake City. The “wide- 
range” theme is currently being 
pushed on these programs. 

Heavy advertising will be tem- 
porarily suspended during Decem- 
ber, except for radio and televi- 
sion, but starting in January 
Standard will erect 24-sheet five- 
color posters in every marketing 
area in the seven states, Hawaii 
and Alaska. Four news programs 
in as many Alaskan cities are also 
carrying information on the new 
gasoline. 


s RPM 10-30 motor oil began its 
program a week or two earlier 
than Chevron, through similar 
means. The first of a series of 24- 
sheet posters will go up this month 


perimental laboratory method for | 


testing petroleum products in var- 
ious types of weather and road 
conditions. 

The San Francisco office of 
Batten, Barton, Durstine & Osborn 
handles Standard’s advertising. 


a Real Live Dentist 
to Review Ad Copy 


| New York, Nov. 18—Toothpaste 
,ads as a dentist sees them will be 
_the future promotion policy of 
| Bristol-Myers Co. 

| Dr. Walter Barton Elvers, ortho- 
dontic specialist, and until his ap- 
pointment by Bristol-Myers a den- 
‘tal practitioner, has been named 
| assistant to Dr. George L. Wolcott, 
company medical director. Dr. El- 
vers will view dental ads from the 
dental angle. 

Advertisements for the com- | 
pany’s two anti-enzyme tooth- | 
pastes, regular Ipana and ammoni- 
ated-chlorophyll Ipana A/C, al- 
ready are screened for medical 
accuracy, according to Dr. Wolcott. 
In addition, all claims are re- 
viewed by legal experts. 

The appointment of a dentist at 
executive level is “unique,” in Dr. 
Wolcott’s opinion. He said it was, 
however, “a natural progression of 


the company’s traditional policy of. 
close cooperation with the dental 
profession.” 


Ellis Joins Dubin & Feldman _ 
John Ellis, formerly with Rich’s 

Department Store, Atlanta, has 

been appointed an account execu- 


65 


tive of Dubin & Feldman, Pitts- 
burgh agency. 


denen Charles Palm & Co. 

| American Paper Goods Co. 
/Kensington, Conn., has appointed 
Charles Palm & Co., Hartford, to 
bee its advertising and sales 
promotion. 


| i le \ 


WHBE 


Adds up to — 

BETTER QUAD-CITY 
COVERAGE AT NO 
INCREASE IN COST! 


and will be changed in December. | 
Taxi signs are also being used in| 
eight cities—San Francisco, Oak- 
land, San Diego, Seattle, Portland, 
Los Angeles, Spokane, and Salt 
Lake City. 

Before opening the drives, 
Standard held a series of sales 
meetings at its offices in Richmond, 
site of the refinery. For part of 
the period the meeting consisted of 
a closed-circuit television demon- 
stration of the Chevron Supreme. 
on a chassis dynamometer, an ex-. 
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And here’s the new way<—the best way— 


to sell the rich New York suburban market! 


FIRST in suburban circulation, Arrow 
reaches more than 600,000 homes in 
21 counties within a 50-mile radius of 
the big city. This fast-growing market 
has shown a 1,041,000 population in- 
crease since the 1950 census. 


FIRST in audience buying 


hits home in an area where annval retail 


sales currently exceed 9 


And Arrow arrives 


power, Arrow 
billion dollars. 


the weekend shopping spree! 

FIRST with week-day color in the New 
York area, Arrow delivers high-reader- 
ship comics to suburbia's growing fami- 
lies in Westchester, Connecticut, Long 
Island and New Jersey—and delivers 
local sales pressure in the only market 
that runs rings cround New York. 


right at the start of 
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oe be gg pers Clee pad grey Banton’ 2 spvtiet pro- | American PR Assn. Names 

arl Byoir ssociates, public | : 

relations consultant, has cloted its |Special program was not renewed, |? /4¥dges for Annual Awards 

San Francisco office The office,|although the company’s regular|, Nine judges have been chosen 

which had been open more than!account still remains with Byoir. {°F the American Public Rela- 
tions Assn.’s annual awards com- 


petition. The competition closes 
Jan. 31, 1954, and winners will be 
announced at the group’s annual 
meeting April 4-6, 1954, at the 
Hotel Biltmore, New York. 

The judges, announced by J. 
Edward Drew, director of public 
relations, Lever Bros. Co., chair- 
man of the judges committee, are: 


Hayes Dever, secretary and director of 
public relations, Capital Airlines, Wash- 
ington; Robert E. Harper, president, Na- 


E. Klein, director of public relations, 
Lane Bryant Inc., New York; William R. 
Kuhns, director of public relations, Amer- 
ican Bankers Assn. and editor, Banking, 
New York; James L. MacWithey, assistant 
v.p. and director of public relations, 
Bristol-Myers Co., New York; John W. 
McPherrin, publisher, American Maga- 
zine, New York; John Pacey, director of 
public affairs, American Broadcasting Co. 
tv network, New York, and Bernard E. 
Young, assistant to the president, South- 
ern Railway System, Washington. 


en Garfield Linn Boosts Brodsky 
ee oukdntes vik pease Leonard A. Brodsky, copy chief 
-_ — of Garfield Linn & Co., Chicago, 
P t t fi ! has been promoted to general 
manager of all agency operations. 
ro ec your pro its . The agency has been named to 
handle the CBS-Columbia line for 


Profitable advertising, as mail order advertisers know, is | Bercraft Corp., Chicago, distribu- 


a matter of choice, not chance. That’s why they protect tor. Media will include newspa- 
their profits by repeated use of The Elks Magazine. pers, radio and outdoor. 

1,054,748 Elks, with family incomes far above average, Kennedy Valve Names Mellor 
make upa selective, receptive mass market you can reach Kennedy Valve Mfg. Co., Elmira, 
and sell at a page rate of only $2.08 per thousand. N. Y., maker of valves, pipe fit- 


tings and fire hydrants, has ap- 
As co-owners of The Elks, these men who spend liberally | Pointed Mellor Advertising Agency 


F , ‘ , : _Inc., Elmira, i its ad is- 
give preference to products advertised in their magazine. | i. eosin. ys tg Ne ar 


& Co.,.Rochester, had the account. 


Names Halsted & Van Vechten 
Laird & Co., Scobeyville, N. J., 
maker of Laird’s apple brandy 

M A G A Z I N E and wine, has appointed Halsted 
& Van Vechten, Red Bank, N. J., 
to handle advertising for its new 


New York * Chicago * Detroit * Los Angeles | Valor grape brandy, to be distrib- 
Radio's 


ROWING 


Because your advertising on radio reaches more 


THE 


people than in any other medium. 


And WGN reaches more people than any other 
Chicago station* . . . your basic buy in the 


middlewest. 


*Nielsen Coverage Service 


A Clear Channel Station . . . oe 8 


Serving the Middle West 720 
MBS 


Chicage Office: 441 N. Michigan Ave., Chicago 11 
Eastern Sales Office: 220 E. 42nd Street, New York 17, N. Y. for New York City, Philadelphia and Boston 
Geo. P. Hollingbery Co. 
Advertising Solicitors for All Other Cities 
Los Angeles—411 W. 5th Street « New York—500 Sth Avenue ¢« Atlanta—223 Peachtree Street 
Chicago—307 N. Michigan Avenue ¢ San Francisco—625 Market Street 


tional Business Publications, Washington; | 
Keen Johnson, v.p. of public relations, | 
Reynolds Metals Co., Louisville; Jerome | 


Advertising Age, November 23, 1953 


Getting Personal 


Max F. Schmitt, an account executive of Foote, Cone & Belding, 
New York, has been elected president of the Federation of Cornell 
Men’s Clubs. He’s a v.p. of the Cornell Club of New York, a former 
prexy of the Correll Club of Westchester County and the Assn. 
of Class Secretaries... 

Doris E. Fleischman, partner of her husband, Edward L. Bernays, 
in the p.r. counseling business, contributes a chapter, “Notes of a 
Retiring Feminist,” to an anthology called “Varied Harvest: a Mis- 
cellany of Writing by Barnard College Women,” published in con- 
nection with Coiumbia University’s bicentennial. .. 

Friends of departing p.r. director John C. Wells of the Boy Scouts 
gave him a GWOOT party in San Francisco. The GWOOT, his 
friends explained, stands for “Get Wells Out of Town.” He’s joining 
his brother Stephen, who heads an advertising and p.r. company 
in Los Angeles... 

Grover J. Allen, executive producer at WBKB, Chicago, is boast- 
ing about newcomer Tracy Ann, who arrived at West Suburban 
Hospital on Nov. 4. Mrs. Allen is the former Celine O’Malley, of 
ABC. . .Lawrence H. Selz, head of the Lawrence H. Selz Organiza- 
tion, had the cake-cutting job at a party given by employes to mark 
the 25th anniversary of the Chicago p.r. company... 

New secretary-treasurer of the Winsted, Conn., Manufacturers’ 
Assn. is Theodore Vaill, general manager of the Winsted Evening 
Citizen...And a new board member of the Manchester, Conn., Ki- 
wanis Club is Thomas F. Ferguson, co-publisher of the Manchester 
Evening Herald... 

Chester W. Ruth, ad director of Republic Steel, Cleveland, did 
some salmon fishing during his vacation in County Mayo, Ireland. .. 
Bruce M. Jeffris, president of Parker Pen Co., Janesville, Wis., has 
been elected a trustee of Brown University, Providence... 


Ss 


ANNIVERSARY HONOR—Thomas W. Ashwell, right, chairman of Export Trade & 

Shipper, receives an engraved silver cigaret case from Jere Patterson of Life 

International, at the 15th anniversary luncheon meeting of the Export Advertising 

Assn. Honorary president, Mr. Ashwell is one of the 13 original members of the 

association, which now has more than 500 members. At the extreme left is Joshua 
B. Powers, one of 11 former presidents honored at the meeting. 


Marshall Haywood Jr., president of Haywood Publishing Co., Chi- 
cago, publisher of Electric Light & Power, left Nov. 12 on a 40-day 
trip by air to Central and South America. Accompanied by Mrs. 
Haywood, he is visiting Mexico City and the principal industrial 
centers of the southern hemisphere for the purpose of obtaining 
data for the Foreign Practices number of the magazine, to be pub- 
lished in March, 1954. Other members of the staff have visited Eu- 
rope and Asia during the past several months... 

Don Smith, who retired not long ago as ad manager of Wilson & 
Co., Chicago meat packer, was honored by American Legion Post 
170 at a Don Smith Day, held at the Tavern Club in recognition of 
his service to the post, of which he is a charter member... 

Harry D. Burke, KFAB’s general manager, has been elected v.p. 
of the Downtown Kiwanis Club of Omaha for 1954. He served as 
program chairman of the group a few years back... Fred Bohen, 
board chairman of Meredith Publishing Co., Des Moines, has been 
elected to the board of directors of the Rock Island Lines... 

Charles B. Seton, New York radio and TV attorney, has been 
elected chairman of the board of trustees of the Federal Bar Assn. 
of New York, New Jersey and Connecticut ... Herman A. Katz, v.p. 
and director of sales for Jacob Ruppert Brewery, has been reelected 
president of the Yorkville Mid-Manhattan Chamber of Commerce... 

Edmond Casarella, art director of American Broadcasting Co.’s 
sales development department, just finished his latest one-man ex- 
hibition at the Korman Gallery in New York... 

At the Ohio State-Michigan State football game Nov. 7—when 
Ohio football great Chic Harley was elevated to the National Foot- 
ball Hall of Fame—one of the guests was agency owner Leon A. 
Friedman, who quarterbacked the team on which Harley starred... 


Edwin S. Friendly, v.p. of the New York World-Telegram & Sun, 
is chairman of the newspaper publishers committee for the United 
Hospital Fund ... and Independent News Co. prexy Paul H. Samp- 
liner has been reelected chairman of the executive committee for 
the Joint Defense Appeal national council... 


Edward Allen Jr., manager of publicity and publications at Allen 
B. DuMont Laboratories, has a second son, Charles Scott... F. Wal- 
lace Knudsen, manager of radio-tv audience reaction research at 
BBDO, was guest of honor recently at a testimonial given by the 
106th Infantry A.E.F. Post No. 2946, Veterans of Foreign Wars, of 
which he is junior past commander .. . Also honored recently, this 
time by the housewares and hardware division of the Federation 
of Jewish Philanthropies was John Whelan, v.p., Haire Publishing 
oe 

Ralph N. Hartsing, president of Caples Co., Chicago, and Mrs. 
Hartsing have returned from a month’s European visit. Particular 
reason for the trip was attendance at the meeting of the American 
Society of Travel Agents in Rome... 
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you can help break ? great records! 
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Chrisimas Party Z = 

Wednesday, December 9th Z N 
Grand Ballroom, Conrad Hilton Hotel My I CUDA QC/ CU AUP AMIN THAD 
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3 3 Name Shenton Advertising GE Hikes Three in 
ra Whitney Blake Co., — Haven 
e | manufacturer of telephone wires, : s 

flexible cords and other wire Public Relations, 
products, has appointed K. C. ss ; 
f Shenton Advertising Service, Hart-| Advertising P osts f 
ford, to handle its advertising and | a 
sales promotion. The agency Page ro gg sidagy ely Phe nar 
— mang ae a ee ty tele- ma nag.er of General Electric 
ne ew Haven supplier of tele- 
phone and electric cords, Pre-|Corp.’s educational relations serv- 
viously, Hugh H. Graham & Asso-| ices. 
ciates, New Britain, Conn., had He is succeeded as manager of 


both accounts. In addition, Reli-| general public relations services 


FULL 100kw POWER 
CHOICE CHANNEL 4 ible Electric Co., Chicago producer |hy J. Stanford Smith, currently 
of power line connectors and con- manager of advertising and sales 


Whe Dewee (rw t . - ayer aaa has appointed promotion for the apparatus sales 
oie a 


Joins Popular Publications 


Stanley A. Levine, formerly a 
“NBC in booms ealhe 


RTT dg meek ie oe “= 
go setting Says IU 
ao 4 , 


.. NBC 


news editor of Warner Pathe News, 
has been appointed public rela- 
tions manager of Popular Pub- 
lications Inc., New York. 


DuMont Appoints Thayer 

& John A. Thayer Jr., formerly 
©. with Reuben H. Donnelley Corp., 
has joined the sales staff of the 
DuMont Television Network, New 
| York. 


CALL PETRY XN 


_R. B. Reid J. S. Smith 


division. Mr. Smith is succeeded by 
Ralston B. Reid, program planning 
and research manager of the divi- 


sion. 
The appointments are effective 
Dec. 1. C 
Mr. Patrick joined GE in 1929 top 
and was assigned to the company’s mid 
news bureau at Schenectady. He ; arol 
later was placed in charge of con- 1 hot 
sumer goods public relations in } brit 
New York, then became assistant | mes 
to the advertis- hie 
ing and publicity j bee 
manager. He was the 
appointed mana- pre: 
ger of the gener- of J 
al public rela- Ss 
tions services his 
department last edu 
year. 
rep! 
= Mr. Smith be- San 
gan his career rep) 
with GE in 1936 K. G. Patrick phil 
and headed vari- sub: 
ous sections within the apparatus prit 
advertising and sales promotion met 
department before being named ide: 
manager in 1947. He was named ; 
1952’s “industrial ad man of the cate 
year” by Industrial Marketing. met 
Mr. Reid was named manager 
of program planning and research s | 
or the apparatus ad and promo- nar 
tion department earlier this year. and 
Prior to that he was assistant man- Am 
‘ ager. He joined the publicity de- ite 
Studies Show: partment in 1930. pi 
A REPEATED ADVERTISEMENT IS SEEN AND READ Two Buy ‘Kate Smith Hour’ 4 
Borden Co. has signed for the " 
TTRACTED 3:30-3:45 p.m. Wednesday time met 
BY AS MANY READERS AS iT ORIGINALLY a spot for 24 weeks on the “Kate rele 
Smith Hour,’ NBC-TV, for its Cot 
instant coffee. Doherty, Clifford, ity 
P mee : . Steers & Shenfield, New York, 
From the standpoint of visibility and oped for all of the advertisements - CONCLUSION: When an adver- bought the time. Luden’s Inc. tha 
readership—and certainly produc- each publication to determine their _tisement is repeated, it attracts as a Pa., makes C.. aston's < 
— ‘ . P as coug rops, as ought 7% an 
tion costs—it will pay you to repeat true observation and readership. many “new” readers as it did when anes i tae fe 1523-40 om. ace 
advertisements. it originally appeared. Thursday time spot, for nine me 
one of  iateal good d RESULT: gt y ap weeks. The agency is J. M. Mathes Un 
Thorough studies prove this. So does Inc.. New York. , as 
the fact that more and more adver- GENERAL EFFECT OF * * * NPN’ to N an i ual 
tisers are adopting this practice. REPEATING AN ADVERTISEMENT 7 iaslenas pele News, Pe- ad 
Here are the results of one such study. People who saw Readers who recall Other evidence (and more informa- troleum Processing and allied pub- usl 
and read original previous insertion tion on the above study) are avail- lications will move from _Cleve- fes 
* land to the McGraw-Hill Bldg. in ‘ 
PROJECT: To determine the rela- insertion ee able through our Research Depart- Som Work.” olteeien Now” Pe . ing 
tive effectiveness of using identical ment’s Laboratory of Advertising McGraw-Hill acquired these pub- . = 
dvertising copy over and over again 100% we lications some time ago from War- cot 
aavel § cop Sayre fe Performance. If you have questions ren C. Platt. fac 
in different repeat patterns in the regarding color, position, size of ad- wo 
same publication. vertisements, advertising effective- Drake to Stedfeld & Byrne a | 
’ z 5 Frank G. Drake, previously sales Ins 
PROCEDURE: Thirteen surveys, ness .. . or want facts regarding busi- manager for Bede Products Co., in 
’ +s ve Cleveland, has been named ac- 0 
each averaging 220 completed field ness paper advertising, we ay ha count executive at Stedfeld & : 
interviews among a total of 2,865 : the results of some specific study Byrne, Cleveland agency. i ‘a 
. . ORIGINAL FIRST SECOND THIRD i : McGraw- ; 
readers of two leading business mag- INSERTION «REPEAT. «=—s«REPEAT «=—séREPEAT that will help y ou. Ask your Guild Films Moves Offices . = 
, . | Hill man. Ch 
azines. Rating figures were devel- Guild Films Co., New York pro- . 
ducer and distributor of tv film : weg 
shows, has moved its main offices ' the 
McGRAW HILL PUBLISHING COMPANY, INC. aa Or ee me, 
M-GRAW-HILL ° 


‘Union-Star’ Boosts Adams , 
Carl M. Adams, since 1952 asso- 
| ciated with the Union-Star, Sche- ‘ ed 
nectady, N. Y., has been promoted j 
i to business manager. 
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Four A's Fellowship’ Professor 
Applauds Work-and-Learn Program 


Largely as a result of material published in ADVERTISING AGE last year, 
the Central Council of the American Assn. of Advertising Agencies this 
year developed an experimental “fellowship” program under which teach- 
ers of advertising were enabled to get practical agency experience during 
the summer. One of the participants in this program was S. Watson Dunn, 
assistant professor of advertising at the University of Wisconsin, who tells 
here what the program is, and how it worked out in his own case. 


By S. Watson Dunn 
Assistant Professor of Advertising, 
University of Wisconsin 

One afternoon in April of last year, five 
top officials in Chicago agencies and ten 
midwestern advertising professors sat 
around a luncheon table in a Chicago 
hotel, discussing what could be done to 
bring the practice and the teaching of ad- 
vertising closer together. The meeting had 
been called by Earle Ludgin, president of 
the agency which bears his name and the 
present chairman of the American Assn. 
of Advertising Agencies. 

Some months earlier he had expressed 
his concern over the state of advertising 
education in a speech in Chicago—later 
reprinted in ADVERTISING AGE. Prof. C. H. 
Sandage of the University of Illinois had 
replied to his criticisms and explained the 
philosophy of advertising educators in a 
subsequent AA issue. Out of these came 
private consultation between the two 
men and agreement on at least one basic 
idea: the need for practitioners and edu- 
cators to confer and explore possible 
methods of helping each other. 


# That luncheon meeting did much to 
narrow the practitioner-academic gap, 
and several specific proposals resulted. 
Among the more important were: that 
advertising professors spend some time 
working in agencies; that agency officials 
spend some time on college campuses; 
that professors be invited to Four A’s 
meetings; and that they receive Four A’s 
releases. It was suggested that the Central 
Council of the Four A’s study the feasibil- 
ity of these proposals and sponsor those 
that they felt were worth while. 

Since that 1952 meeting much has been 
accomplished. “Task forces” of agency 
men have visited the campuses of the 
Universities of Illinois, Wisconsin, Indi- 
ana and Iowa, talking to students individ- 
ually and in “seminars’’ and discussing 
advertising education with both adver- 
tising and other professors. The ten pro- 
fessors were invited to the annual meet- 
ing of the Central Council as guests, both 
in 1952 and 1953. So that the professors 
could get the feel of agency work and 
face their classes armed with a good 
working knowledge of agency operations, 
a “Four A’s Fellowship for Advertising 
Instructors” was set up to go into opera- 
tion this past summer. 

Three of us in the teaching phase of 
advertising worked in agencies this sum- 
mer under the “fellowship” arrangement. 
Charles D. Forrest of Indiana and Ver- 
non Fryburger of Northwestern were 
the other two. 


ws Since this “fellowship” appears to rep- 
resent a new high point in practitioner- 
educator cooperation, this seems like a 
good time to take stock—to explain what 


happened, and how the arrangement 
helped me and appeared to benefit one 
agency. 

Setting up such a plan seems deceptive- 
ly simple. Actually there were several 
problems that had to be ironed out be- 
fore any of us could be placed. What 
could we contribute to the agency? How 
much should the agency pay us profes- 
sors for our services? How long should 
we work? What sort of agency experi- 
ence would be most helpful to us in our 
teaching? To what extent should we be 
observers and to what extent working 
members of the agency staff? 

The job of solving these problems and 
administering the plan fell on the busy 
shoulders of Harold Webber, v.p. of Foote, 
Cone & Belding and chairman of the Cen- 
tral Council, and Prof. Sandage, who was 
official spokesman for the professors. 

Since I had indicated my interest in 
participating in the plan last winter, Mr. 
Webber asked me to outline what I 
thought I could contribute to an agency’s 
operations. About this same time Robert 
E. Grove, executive v.p. of Ketchum, Mac- 
Leod & Grove, Pittsburgh, in response to 
an inquiry I had made, indicated his in- 
terest in having me work for his agency 
during the summer, and he also raised 
the question of what I could contribute. 

In letters to both these men I outlined 
several possibilities: helping the agency 
set up or revamp a training program for 
its new personnel, teaching advertising 
courses to trainees and other agency per- 
sonnel, collecting and presenting in case 
form some of the agency’s campaigns, re- 
search for the agency, writing copy, 
pinch-hitting for various personnel on va- 
cation. These were suggested in the light 
of my previous experience and education 
and, therefore, a feeling that these were 
the areas where I could contribute most 
to the agency. 


® As far as compensation was concerned, 
it was decided to base it on what I would 
receive if I were to teach in the Uni- 
ersity of Wisconsin summer school. This 
figure was projected to the number of 
weeks I would work for the agency. Such 
an arrangement seemed fair both to the 
agency and to me since it recognized the 
experience and academic training for 
which the university paid me. 

Mr. Grove offered me a position at 
Ketchum, MacLeod & Grove for the sum- 
mer. He mentioned the desirability of my 
working out a training program for new 
employes of the agency, collecting some 
case history material, and helping the 
agency’s research department. 

On June 22 I reported for work. The 
first step was obvious—getting to know 
something of agency operations and poli- 
cies. Before I started to work I had of 


Woolf Okays Emotional Appeal 


course “boned up” on the accounts han- 
dled by this agency and scanned some of 
the copy on these accounts in current 
printed media. 


® Ketchum, MacLeod & Grove handles a 
relatively large number of accounts (53) 
for its present billings (about $16 mil- 
lion). This diversity of accounts—ranging 
from highly industrial products made by 
Dravo and Heppenstall, to steel products 
of all kinds by Jones & Laughlin, to con- 
sumer products like Westinghouse appli- 
ances and Braun bread—convinced me 
that I could pick up a lot of valuable 
knowledge and experience working at 
KMG. Furthermore, the agency has been 
highly successful since it was founded in 
1922; billings have increased every year 
except one and the agency now employs 
approximately 230 people. 

During my first week I was a working 
member of the agency’s research depart- 
ment. Because of my research experience, 
I could fit in here fairly easily and make 
some minor contributions to the depart- 
ment’s current projects. I helped collect 
market data for two new products being 
considered by clients, and also added to 
and annotated a bibliography of research 
sources which the department was com- 
piling for internal use. Thus the entire 
agency staff came to look on me as one of 
the KMG family. 


The second week I became involved in 
mz major project for the summer—the 
agency training program. At that time the 
agency had 24 young men and women, 
most of whom had been hired just after 
finishing college, in what was called a 
“service secretary” position. (That name 
was changed later in the summer to one 
these people thought more appropriate— 
“account assistants.) These people work 
directly with one or more account execu- 
tives, acting, on the one hand, as a traf- 
fic expediter on the account and, on the 
other, as an assistant to the account ex- 
ecutive in satisfying the clients’ many 
needs. They are looked on as future ac- 
count executives, in training for assum- 
ing the full responsibility of account work. 
Most of them have some contact with the 
client, and many of them have a chance 
to write copy and to sit in on the con- 
ferences relating to client campaigns. One 
of the agency’s v.p.s and many of the 
account executives and supervisors started 
their agency careers as KMG “service 
secretaries.” 


s In order to gain some insight into the 
problems of the “account assistants” I 
spent the next couple of weeks working 
with one of the more experienced ones— 
who helped the account executives han- 
dling the Jones & Laughlin and the Scaife 
accounts. Part of the time I just observed 
and asked questions; part of the time I 
tried to relieve him of some of his duties 
—writing some copy, doing some check- 
ing, and drawing together some planning 
information for these accounts. One of 
them was at the time planning a cam- 
paign for introduction of a new consumer 
product, so I sat in and contributed, where 
I could, on the preparation of this cam- 
paign. 

Next, I conducted an intensive internal 
survey to find out what the training 
needs of new agency personnel were. I 


Policy Changes Coming: Weiss 


C. M. Has Umpire Cornered 


New Inventions Amaze Bedell 


discussed the training situation, the re- 
lated problems of employe morale and 
agency organization with 45 people in the 
agency. Most of these conferences were 
lengthy and quite detailed. Among those 
interviewed were all the v.p.s, most of 
the account supervisors, all department 
heads, and most of the account executives 
and account assistants. The majority were 
quite frank and most showed evidence of 
having given these problems very serious 
thought. 


My next step was to consolidate the 
findings and work out what seemed to be 
the most practical solution to the training 
problems. The report which I presented, 
first to Mr. Ketchum and Mr. Grove, and 
then to a meeting of other agency execu- 
tives, included suggestions on improving 
employe morale and agency organization 
as well as training recommendations. 

My undertaking this project in no way 
reflected any serious employe troubles at 
KMG. Instead, it showed, I believe, above- 
average concern on the part of manage- 
ment for keeping agency personnel happy 
and assuming responsibility for training 
new people and moving them along as 
fast as possible. 


e My final task was to put as much as 
possible of the training program into op- 
eration before I left. One of the major 
parts of the proposed program was a 
series of weekly evening sessions on agen- 
cy policies and procedures. At the first 
meeting, held on Aug. 27, president and 
founder George Ketchum gave a candid 
explanation, sprinkled with dry humor, to 
46 assembled account assistants and new 
account executives and departmental em- 
ployes, of how and why the agency has 
grown and the business philosophy he 
has attempted to follow. On the basis of 
my interviews I had been able to pass on 
to him what I thought were the questions 
uppermost in the minds of the people 
whom he was addressing. 

During each following week, two meet- 
ings were to be held—one for account 
assistants and one for new account execu- 
tives and departmental employes—due to 
the size of the group and the differences 
in their jobs. As the next two series of 
sessions were devoted to agency case his- 
tory presentations by account supervisors 
and executives, I worked with the persons 
who were to give these—trying wherever 
possible to help them collect their material 
and prepare it for presentation in an 
interesting manner. I also spent some time 
with the department heads who were to 
outline to these training groups the story 
of their departments’ work. For the most 
part the material was to be presented in 
terms of agency case histories and how 
each department contributed to a specific 
campaign rather than in generalizations. 


From all indications the “fellowship” 
arrangement can operate as a two-way 
proposition—benefiting the agency as well 
as the professor. In my case, KMG prof- 
ited from having a formalized program 
which will, I hope, provide employes with 
well-rounded training and experience. A 
foundation has been established for con- 
tinuing this program in the years ahead 
and for making modifications if necessary. 
I believe also that the various odd jobs I 
did around the agency made some minor 
contributions to the continued growth and 
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success of KMG. Through my contacts I 
had a chance to bring the agency person- 
nel up to date on what was happening and 
why in the way of university education 
for advertising. 

There is no doubt in my mind that the 
“fellowship” arrangement can be very 
helpful to any of us who teach advertis- 
ing. No amount of reading or even casual 
observation could have given me the inii- 
mate insight into the everyday operation 
and problems of an ad agency that this 
summer experience provided—at least 
under the favorable working conditions I 
had. The importance of dovetailing per- 
sonal adjustments necessary in working 
with clients and other people in the agen- 
cy, the myriad of services an agency must 
perform for a client, the organizational 
problems and adjustments a growing 
agency faces—all of these were pinpointed 
and dramatized for me during my sum- 


On the Merchandising Front... 


mer at KMG. Furthermore, the daily con- 
tact with current advertising problems 
and the people who are trying to solve 
them served as a real stimulant to me to 
contribute as much as I possibly can 
toward helping practitioners with solu- 
tions and to turn out graduates who can 
think problems through and apply their 
accumulated knowledge—not only in ad- 
vertising courses but all subjects—in per- 
forming a good advertising job. 

Advertising instruction in colleges has 
come in for a lot of criticism—much of 
it probabiy well deserved. The exten- 
sion of the Four A’s fellowship program 
to include more professors and more agen- 
cies seems to provide the best answer yet 
devised for bringing educators and prac- 
titioners more closely together. As long 
as the arrangement remains beneficial to 
both, the outlook for its continuation ap- 
pears very favorable. 


Vast Changes in Store for Pricing 
and Distribution Policies 


By E. B. Weiss 
(Mr. Weiss is director of merchan- 
dising of Grey Advertising Agen- 
cy, New York.) 


For how long can manufacturers in a 
number of fields continue a trade pricing 
policy that no longer buys what it was 
originally intended to purchase? 

And hasn’t the almost universal tenden- 
cy of manufacturers to overstay tradi- 
tional pricing policies invited the dis- 
count house to move in and take over? 

Let’s take a_ specific instance—that 
broad merchandise classification vari- 
ously described as small appliances, traf- 
fic appliances, electric housewares. 

And let’s hark back some 15 to 25 years 
when most of these appliances were being 
introduced. 


s In those early days these appliances 
could not be called “traffic” appliances, 
because they definitely did not sell on 
sight or impulse to passing traffic. They 
had to be sold; they had to be sold hard. 
They had to be demonstrated. They had 
to be energetically promoted with tech- 
niques that involved high cost. 

The retailer who was originally called 
upon to do this job was primarily the de- 
partment store, the electrical appliance 
store and the hardware store. Between 
them, they sold small appliances in the 
traditional sense of the word. 

In more recent years, these appliances 
came to be called “traffic” appliances. 
The term didn’t come about through acci- 
dent. These small appliances, it came to 
be noted, would move well if effectively 
displayed to sufficient shopping traffic. 
Display and traffic proved able to sell 
more of these appliances than could re- 
tail salespeople. This was particularly so 
because demonstrations became less and 
less necessary as the uses of the appli- 
ances became generally known and as 
brand names were powerfully established. 


s Once this new set of merchandising 
circumstances came into play, distribu- 
tion began to broaden. Today, small ap- 
pliances or electrical housewares move in 
great volume through variety stores, drug 
stores, auto accessory stores, tire stores, 
and, of course, the ever-present food 
super. In these outlets, with only a few 
exceptions, these appliances owe their 
volume almost entirely to the display of 
pre-sold brands to adequate shopper traf- 


fic. The element of personal salemanship 
and the other high costs involved years 
ago in the original outlets are almost to- 
tally absent in these newer outlets and, 
truth to tell, almost equally scarce in most 
of the traditional outlets. 

But the compensation system for the 
distributing trade, and particularly the 
retailer, has remained essentially the 
same as it was years ago! What’s more, 
some merchants insist that they can’t 
survive on the present trade pricing 
schedule. (I might add that what is true 
of small appliances is quite rapidly be- 
coming equally true of certain major ap- 
pliances and of many other merchandise 
categories that no longer require costly 
retail selling or servicing.) 

Clearly, this trade pricing program has 
brought into existence the discount house. 
Equally clearly, the longer this pricing 
program is continued, the stronger the 
discount house will become. The explana- 
tion is simple: When the merchandise is 
pre-sold, the discount house can cut 
markups in half—and still earn a profit. 
Indeed, many discount houses earn a 
larger net with a 16% markup on traffic 
appliances than some traditional outlets 
can squeeze out with more than double 
that markup! 


® The discount house exists, really, only 
for one reason: sizable and increasing 
segments of the public are perfectly will- 
ing to buy known brands of merchandise 
through the discount house, so long as 
they can save money. And the discount 
house is perfectly willing to sell them on 
a money-saving basis—so long as it can 
earn a profit. 

And the discount house does earn a 
profit! It wouldn’t be around very long 
if it didn’t. 

How bad is the situation? Well—a re- 
cent issue of Retailing Daily observed: 
“Many responsible industry spokesmen 
fear that the discount house of today may 
become the major source of retail dis- 
tribution of electric housewares tomor- 
row.” I share that view—but not the 
fears! 

I must confess that I don’t shudder 
quite so violently as do some of my con- 
freres when I hear that term “discount 
house.” I can’t get out of my head the 
knowledge that practically every one of 
our major chains was the discount house 
of yesteryear—Sears, Woolworth, the 
drug chains etc., etc. The discount house 
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The Creative Man’‘s Corner... 


Hi-ya, Harry! How’s the umpire? 


survey? 


——_ 
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Tribute to Bartenders 


There ya go again with yer humor. You mean like I was umpire of all I 


Look who’s crediting me with humor! Harry, you’re a real authority. 


You feelin’ all right today? 
You had anything before ya 
came in here? Ya want maybe a 
Bromo? 

Bromo? Let me check this 


Talks 


Umpire without 
a chest protector 


i 
/{S{ You can’t do that, Harry. This 


Ballantine ad a minute. No, it 
says here you’re an authority 
on dates, batting averages, 
politics, international and do- 
mestic relations. Doesn’t make 
a single mention of medicine. 

Hey! Lemme see that. Who’s 
sayin’ them things about me, 
huh? I’ll sue ’em! 


A ad is a tribute to bartenders. 
You’re human, impartial, good- 
humored—and, because you 
hear a lot of viewpoints from 
= many people you meet, you’re 
pretty well-informed on many 
things 


This what they call public relations. 


= on the back. Well-informed. Ast 


The Brewers of BALLANTINE@ OEE 


woids, but I tell ya one thing—we don’t have preference or anything else in 
our beer. No, sir. We cleana coils out every night. Whatta they think they’re 
talkin’ about? Ya get preferences in Ballantine’s, too, if ya don’t cleana coils 
out. Every night. Only way to keep them things out. I’m tellin’ them, see? 
Because, like it says, I’m an authority. 

Now look, Harry. Don’t get excited. This ad is out to win your friendship. 


Public relations? Phooey! I got enough of them right now. My wife’s mother. 
My wife’s brother. Her uncle. Whataya gonna have, huh? How about a straight 
shot? Somepin’ on which we’re both authorities. Huh? 

Right, Harry. Make it a double. Skol! 

Hey! At’s good! Skol! Just like that suntan oil. Same color, too. Gotta 
remember that. You gotta pencil and a piece-a-paper? 


I’m human? Whatta these 
bums think I am—a ape? Foist 
they insult me, then they pat me 


me somepin’. Go ahead. Ast me. 
Well, Harry, it says here 
you’re qualified, or so Ballan- 
tine thinks, to pass judgment 
on preferences in beer. How 
about it? 
Look, I don’t know dem big 


and the do-it-yourself trend spring from 
similar circurnstances! 


s It seems to me that the American pub- 
lic simply will not—for too long—tolerate 
prices based on a world of selling that no 
longer exits. They just will not subsidize 
a form of retailing which they may con- 
clude is unnecessary. And when they 
come to that conclusion not even laws can 
keep down the discount house—remember 
prohibition? 

Our shoppers are buying—not being 
sold—an ever-spreading variety of mer- 
chandise that has been pre-sold to them 
by advertising. And as soon as some mer- 
chant offers them a stripped-down opera- 
tion, as did the food supers years ago, 
they tend to flock to these new operators. 

The discount house has had a fabulous 
growth during ten years of merchandise 
shortages and lush public buying power. 
With merchandise now apparently des- 
tined to flood the markets, and with the 
public showing signs of buying more 
warily—the discount house may really 
spurt into dominance in some lines. 


® These same questions are being, or 
will be raised with respect to distributors 
and wholesalers in certain fields. General 


Electric, for example, has embarked on a 
large-scale study of the distributor, amid 
rumors that will not be downed that GE 
may make important changes in its dis- 
tributor setup. 


Westinghouse is apparently permitting 
two dealers in one city to place a joint 
order for a carload of appliances straight 
from the factory and the dealers appar- 
ently thus get a lower price than if each 
separately bought a half carload from a 
distributor. Philco appears to be shipping 
to some extent directly to it largest retail 
accounts instead of through traditional 
distributor channels. 

And in the field of drug wholesaling, 
as some manufacturers find that certain 
drug wholesalers are doing as much as 
50% of their volume over the telephone, 
these manufacturers are beginning to 
wonder whether their wholesaler price 
setup is buying the personal selling it was 
supposed to get. In the food field, where 
the manufacturer is now compelled to 
send his own salesmen into the food store 
to check stocks, etc., similar questions are 
being raised. 

I believe the near-term future will 
bring vast changes in methods of distribu- 
tion and in trade pricing policies in many 
fields. 
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Circulation 
in Millions 


CIRCULATION RECORD OF LEADING 
MEN’S MAGAZINES 


1.6 


TRUE 


1.4 


the largest selling of 


1.0 


ARGOSY 


all Men’s Magazines 


on the Newsstands! “ 


Outdoor Life 


Sports Afield 


Pi d 
6/30/53 Newsstand : See ed 
‘Magazine _— Total Circulation Sales Subscriptions as 7, a7 J i 
TRUE 1,739,088 1,079,506 658,596 / f / 
‘ 4 
Argosy 1,181,282 826,832 353,127 | 
Outdoor Life 903,475 398,557 504,833 
Sports Afield 838,961 290,846 548,115 
Field «Stream 828,100 349,023 479,067 
Esquire 800,920 367,993 432,512 


Source: Publishers’ Statements to A.B.C. 


one. 
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a fawcett publication * new york ¢ chicago « detroit « los angeles * san francisco 
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Source: Publishers’ Statements to A.8.C. 


T Eos U - the man’s magazine 


The Largest Selling Man’s Magazine on America’s Newsstands 
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Salesense in Advertising... 


‘Man Shall Not Live By Bread Alone’ 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

A recent letter from a doctor of the so- 
cial sciences takes me to task for endors- 
ing the use of emotional appeals in ad- 
vertising. In one of my pieces I remarked 
that “we must never forget that most 
people, both men and 
women, buy with their 
hearts as well as their 
heads.” I observed fur- 
ther that “consumers 
do not think of this or 
that product in terms 
of what it IS—but what 
it will DO. Oftener 
than not, as I see it, 
the most desired thing 
it will DO is that of 
satisfying an emotional want.” 

This viewpoint, thinks the professor, 
is “socially unmoral.” He contends that 
“the emotional wants of the American 
people impel them foolishly to dissipate 
their incomes in the purchase of goods 
and services that contribute nothing to 
their basic ‘survival needs. How many 
families,” he asks, “carry adequate health 
and hospital insurance? How many par- 
ents feel they can afford a quart of milk 
daily—a nutritional must, I am told—for 
each of their children? I have a hand in 
a great deal of social research work among 
wage-earning families. It distresses me to 
observe how many of these families have 
their monthly paychecks mortgaged up 
to the hilt. Have you read that in Chicago 
homes there are more television sets than 
bathrooms?” 

My correspondent does not charge ad- 
vertising with being the force that has 
made man the emotional creature he is. 
“I realize,” he writes, “that man has al- 
ways been plagued by certain innate emo- 
tional yearnings. But do you not agree 
with me that the glaring abuse of the 
emotional appeal in advertising is an evil 
thing?” 


James D. Woolf 


® I go along only part way with this doc- 
tor of social good. There is no denying 
that the American people exercise what 
appears to be dubious judgment in many 
of the things they spend their money for. 
I say “appears” because this issue of 
“dubiousness” needs a little looking into. 
Is there no justification at all for the 
promotion of “emotional merchandise”? 
We read in Deuteronomy that “Man shall 
not live by bread alone.” Which con- 
tributes more importantly to the content- 
ment (and, yes, even the health) of the 
average American—a bathtub or a tele- 
vision set? Which is likely to make his 
and his family’s humdrum life more bear- 
able and enjoyable—a smart new 1953 
automobile, which he wants, or another 
bedroom for his house, which he needs? 
Such questions as these I prefer to 
leave to the social scientists. But I do 
know, as my readers know, that mankind’s 


The Eye and Ear Department... 


“survival needs” are few—satisfying food 
and drink, adequate shelter, freedom from 
fear, attraction for the opposite sex, and 
soon. And Ido know further from per- 
sonal experience, as each of my readers 
knows, that man cannot live by these 
“breads” alone. 

I believe also (and surely my corre- 
spondent must agree) that, without emo- 
tional yearnings, there can be no progress 
—either for an individual or a nation. 
This, I think, is what Frederick Bonfils 
meant when he once declared: “There is 
no hope for the satisfied man.” What else 
but a clod is the man, if such a one exists, 
who concerns himself solely with satisfy- 
ing his “survival needs’? And, finally, I 
believe there is only one explanation of 
America’s economic prosperity: We are, 
in Bonfils’ finer sense of the word, a na- 
tion of dissatisfied people. And what else 
is this dissatisfaction but the progeny of 
our emotional wants? 


s My correspondent is correct in his as- 
sertion that advertising has contributed 
immensely to the intensification of our 
emotional yearnings. But he is wrong 
when he proposes seriously (at least I 
think he is serious) that advertising 
should henceforth appeal only to the 
head. Not only would such a procedure 
eventually depress the American econ- 
omy; it would also depress, spiritually, 
the lives of the American people. Nothing 
is more effective in lifting up a lady from 
the depths of despond, we are told, than 
the extravagant purchase of, say, a chic 
new hat or a tiny vessel of perfume at 
$25 the ounce. When advertising stops 
selling “new hats” to the American con- 
sumer, at all income levels, it will be a 
bad day for our contentment and our 
economy. 

But I do agree with the professor’s con- 
demnation of “the glaring abuse” of the 
emotional appeal. There are times when, 
either in our enthusiasm or our cynicism, 
we go too far. 


® Several categories of merchandise— 
toothpastes, deodorants, cosmetics, toilet 
soaps, hair removers and hair beautifiers, 
and so on—go all out fortissimo with the 
emotional appeal, and not always is the 
promised benefit 100% deliverable. But 
I hardly believe, sociologically speaking, 
that “glaring abuses” is a justified criti- 
cism. On the whole, I think, these ‘‘emo- 
tional products” contribute to Milady’s 
peace of mind. Possibly, in a strictly ma- 
terial sense, they aren’t worth what they 
cost. But it cannot be denied that they 
have done something to and for the Amer- 
ican female. Does she not have the whitest 
and soundest teeth, the best cared-for 
skin, the sweetest aura of bodily fra- 
grance, the prettiest legs, and the loveli- 
est “crowning glory” of any women in 
the whole world? 

Genuine instances of “glaring abuse” 
of the emotional appeal is something else, 
and I have decried against them—as I 
have against all forms of improbity and 
rascality—many times in this column. 


Watch Out for Free Rides 


An evil of comparable stature to the 
ravishing lamprey is arising in television 
and threatening to dwarf the havoc it 
wrought on radio. That is the parasitical 
advertiser who makes a deal for a free 
ride on a legitimate advertiser’s paid time 
through giveaways, product gags in the 


script, or out and out bald plugs by the 
star. 

The way it works is quite simple. A 
firm run by a formidable promoter is set 
up. This pitchman contacts program pro- 
ducers on giveaway shows and gets an 
idea of what they would like to have as a 


prize for contestants. He then solicits the 
manufacturers of those products with the 
offer of ten seconds of display and product 
claims in exchange for one or more ar- 
ticles of merchandise depending on the 
value of the item. In the case of a major 
item, like a car or a refrigerator, the item 
may be the major part of a jackpot prize 
group and be given away once a month 
or less frequently. 


a Now, on the surface this doesn’t look so 
bad. If you’re going to give away a good 
prize you usually mention the brand 
name, even if you buy it yourseif, be- 
cause a Cadillac sounds better than a 
Maxwell. And the program comes in at 
a lower price because of the prize con- 
tributions. 

That’s what the great rationalizers say. 
But, in the first place, this advertising be- 
comes diverted from legitimate channels. 
Networks and stations receive very little 
revenue from men who are getting free 
advertising. Secondly, the commercial 
time is far in excess of the agreed codes 
and there is danger of consumers’ getting 
fed up with over-commercialization—not 
to mention the congressional investigators. 
Third, a bit of merchandise delivered from 
the factory to the studio is not commis- 
sionable, even though the slug line is cre- 
ated in an agency. Fourth, the association 
on a free giveaway show tends to cheap- 
en the merchandise. 

The next category is that of the free 
plug for periodicals. A magazine or a 
newspaper plays on the gullibility of the 
press departments, which, in turn, get 
the star of the show to stand up toward 
the end of the program and, with tears in 
his eyes, thank the publisher, his mother 
and his relatives for the enormous favor 
bestowed on him by giving him a picture 
on the cover of a jim dandy magazine 
that has to have somebody’s picture on its 
cover anyway. This same star may spit 
on the product paying his salary and 
throw a temper tantrum at the thought of 
a product sell, but he’s a pushover for a 
free plug for publicity. Often the magazine 
they are plugging has a local or regional 
circulation as in some tv program mag- 
azine, or has a circulation from a half to 
a quarter of his show. 

Here again the network and the agen- 
cies have lost a potential prospect because 
magazines use radio and tv to build cir- 
culation, and the public that tuned in to 
be entertained is made bilious by the in- 
terminable mutual admiration society. 


Employe Communications... 


ee Te gue 
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If they stopped there, the kinder hearted 
members of the public and show business 
might forgive and forget, but, now for 
the payoff. These sub rock dwellers throw 
all moral codes to tne wind and resort to 
bribery to get product plugs in the body 
of a show. 

The recipients of a case of Scotch, a 
handsome watch or some household fur- 
nishing are generally writers who are 
asked to abort their talent by weaving in 
an unwieldly gag featuring, by a strange 
coincidence, the name of a product. From 
time to time the producer of a show is 
paid off to insure his cooperation. 


# The other night on an ordinary show 
with a drug store locale, the agency pro- 
ducer saw a counter loaded with a strange 
brand of cigars. He asked the network 
producer how come and was told that the 
set dresser got a case of Scotch for dis- 
playing the cigars and the producers had 
no control over the dresser. Shades of 
the waterfront scandals! 

And some sponsors are not above ac- 
cepting handsome gifts. One daytime pro- 
ducer brags about the fact that he has 
been on for more years then he deserves 
due to taking care of the client and agen- 
cy guys with good household gifts that 
are duplicates of those he gives away on 
the show. This kind of talk, whether the 
practice is right or wrong, is dangerous. 

The disgraceful spectacle of a star in 
the upper upper income brackets selling 
any manner of articles other than his 
sponsor’s products is enough to curl the 
hair of a revenue inspector. The irony is 
that these guys are supposed to declare 
these gifts as income at the retail value, 
and if they aren’t doing this, some day, 
somewhere, Humphrey’s gonna get ’em. 


# On the whole the radio and television 
business is above reproach. It is manned 
by ethical gentlemen with high standards. 
But it’s about time they threw “the ras- 
cals” out. It’s very easy to stamp out this 


‘evil. All the network or advertiser has 


to do is make a simple rule: No product 
or periodical-mentions other than those 
for the advertiser’s product. If the star 
persists, black him out and write contracts 
allowing a pro-rata deduction from his 
salary of the amount of plug he got in in 
relation to the total number of commer- 
cial minutes allowed per show related to 
the total cost of time and talent. And men, 
if you don’t do it, the corruption will seep 
deeper until it destroys you. 


Paying Tribute to the Old Timer 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 

Walter Harnischfeger, head of Har- 
nischfeger Corp., Milwaukee, which is 
perhaps best known as the world’s larg- 
est manufacturer of overhead cranes, 
calls every old timer in his several plants 
by their first names, and they all call him 
by his. They grew up together; and bonds 
of 20, 30, 40 and even 50 years are se- 
curely welded. Companies have no more 
firm foundation than the loyalty and de- 
votion of their men of long service. 


@ It recently occurred to Harold Talbot 
who edits Harnischfeger’s employe paper, 
“The Lift,” a part of his function of com- 
munications director, that a special issue 
dedicated to the company’s old timers 
would have a practical, a well as a nos- 
talgic appeal. So he set to work to un- 
earth from the files, from the albums of 
employes and from the attic trunks, the 
photos that would make a special issue 


genuinely special. The assembly job took 
weeks, perhaps because so many of the 
old timers, entranced by the idea, wanted 
to help. Talbot’s office was flooded with 
old clippings, with brown and faded 
snapshots, but the editor put each one 
under glass and salvaged everything that 
fit the editorial formula. 


® He resisted the temptation to rhapso- 
dize upon the beauties of long service. He 
didn’t point to the obvious conclusion 
that people don’t work for a company 
for half their lives if they’ve been un- 
happy there. He even spurned the urge to 
produce an artistic creation, rich in de- 
sign and earmarked for an award in the 
galleries of the graphic arts. Talbot from 
the outset called the special issue an “al- 
bum,” and when it finally appeared, an 
album is what it was. It was a simple, 
homely assembly of pictures of people 
right at the living room tables of the old 
timers of Harnischfeger, with the sugges- 
tion that the newer employes could pull 
up a chair if they felt like it, and look it 
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The Cineinnat’ Daily Enguirer 
now leads all other dailies in 

| Solid Cincinnati in City Zone 

\ Circulation, too. 
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je Anyway you look at it. . . it’s now your basic daily paper buy 


A 


4 
YA 
Leads not only in Total and Retail Trading Zone Circu- Picked up hearty gain in FOOD lineage as compared with 
lation, but also in City Zone Circulation. losses by other Cincinnati dailies in 1953. 
Daily Enquirer Times-Star Post 
Daily Times - 
Enquirer Star Post Food lineage +118,869 lines —103,592 lines —23,930 lines 
City Zone 133,780 129,263 126,215 (First 9 months of 1953 compared with same period in 1952) 
Retail Trading Zone 40,906 20,436 22,468 
Other 19,683 4,880 9,030 Shows big gain in DRUG lineage. Compare the Daily 
ee Se ee Enquirer's gain with the losses by the other two dailies. 
Total 194,369 154,579 157,713 Daily Enquirer Cnnedienr Post 
Source: A.B.C. Publishers’ Statements, September 30, 1953 Drug lineage +13,824 lines —99,495 lines —28,366 lines 


(First 9 months of 1953 compared with same period in 1952) 


Read and preferred by more WOMEN than any other Carries more EXCLUSIVE National lineage than any other 


daily newspaper in Solid Cincinnati... as shown by the Cincinnati daily newspaper. 

new Marion Harper & Associates Survey and the above Daily Tanes- 

circulation figures. Enquirer Star Post 
Exclusive national lineage 587% 308% 10.5% 


(placed by one-paper advertisers 
in Solid Cincinnati in 1952) 
Carries more advertising lineage than any other Cin- (Source: Media Records) 


cinnati daily. 


159,690 more lines than the Times-Star Stretches your budget with the LOWEST milline rate of 
81,184 more lines than the Post any Cincinnati daily newspaper. 


(First 9 months of 1953) 


Sabd Cincinnati ready The Cincinnati Enquirer 


Represented by Moloney, Regan and Schmitt, Inc. 


" wt aig th IN hE he OR a TR, oe ae ier tattac: SAP age Oi st: Siete eet wr fee Re cn See ea aay Te che Tiare ar PRIS a on, OP. ert aRctan Wr Yeegrame inet ter cae PG DT ce nt. Meee teal aeee Mh bet ceet ed wee Pet Ra ad Came 
ie eee er a a, De ae UE Re rd ie ot bt IS tee AE NOt Stole 2 me ore wt ake te ce we oa aaa ee STORY We Heb DAR asl Stes eam auc ds oe ae a ee ad hee Be Seca esa foes SB UE SES 2 Sieg Ni ie og aS lel eR 
CSS a RP Aa as ic i Bal: oad ==, ; Fis lee ay eae ia eas ea gO Peat i eet Bee cea eget ae sini ieee Seer. oe Mae Ps Ags Se Rie” Na, eee ae See «ees Stra Sa ae ed foe sent peel : ieee 
emer 8 2 Pee as 0 SNe eee) od ag < ; he ia e ‘ oie i i, : : joints gid see ee ae oe BR se a baulatai 2 dees 
Mi ae econ yh" ho I agree | fe Sea dl ay a een < i Prien AP 2 ee ’ e me ye ; ; 2 ah : pias el LAS! ree gee fe Se raed Big ty opis Sah ce Oe a 
a Bae 2S Sea ie Er eee Sp ae ae —s Pere any ey, ails. 1: scams Bare : Peg oo ee eae, ce fos apd a ee OS gay rcs a cae ep diay: ec ei Secteur a | ae 
nists ee : Soom ' : ve MR Re) oie oe SS Can ears ‘ ce Leelee pees Ee aes 
ee : Pe eee a 
ine 
t 7 
] : 
‘ 
| ' ae 
| 
! 
‘Bi 
{ 
} ere 
} tua, 
i FER: 
tens as 
rs 
: es 
D | seach wae 
. iy acces ee 
Bois ie 
, aa 
i Seige: 
, ces 
, t a ee 
> . (he ae 
; at — RI, 
i ae ey a My B 5 
i i Wn _ ae 
; ! é & sage 
hi i ‘ oe 
Ay fore ee 
l i cee 
> i 
} ; 
| ; 
/ ; ius 
ees 
i . Benne 
(Pry si aio 
’ é a f\ & ©’ eee ae 
é \\ 7 : , re 
\ , 3h aie 
wos Sate 
Ying et o P~ pdooieater ss 
' “Si ‘ Tian teal 
"Wii og annreammcee®®™ i4 “ eee ae 
a eee fh i | 7 
1 : a | | gene 
y ae aes ey 
1 Pr a | RR. pS 
‘ Po ae ease Kaa 
le 88858585 ‘ ES Sha Net 
7 j meet 
\ pec 
reg 
“y ™ es 
<2 \ ile Area na 
Ie a crcaiart se 
y hd Poe 
”. : ‘° . ° eis 
3 4 % Sets Cale 
. Tee > Sf : 
» eee 
4. \ 5 — ae 
‘i - £ a ee 
ma = gil te 
+" . ec : ms a on 
Page. 7 ; ee oe 
ae |) See 
ad % 2 ee ae Be e 
vag © oe Brie H 
: £423 wots § >. 
D © GEE pang j y jy a 
eee ace ge” fi fey 
" es Brees. é ow eH f x ee 
ae a fig ae 
:) a eee 
f - a ee, 
i Ad By tae he 2% 4 * cae ios 
eit vee ? Tails dee hie 
eee aS YE ater 
pe A ie 3 aoe 
es ee is ae oy 4 a eric ae 
gh “ce Sette aga 
} nai er en eo ae 
/ i an St 
ON ar 
wiles decays 
BN i ae ee 
eas 
pean me aed 
ee 
Pirie 
ste 
it ag 
- ee ae 
e ee ; 
n 
= ee 
oO j = 
= a 
e | 
n 5 
|- 
n i * 
e, ; a pia ee 
le ‘ pene 
d 1 Pyne 
= } oe 
; ie 
it ; ee og 
Sere 
: ue : Pipl reg oe Ate ; i oo rege! ; i om ¥ har ry a ae q ee ji ’ ae See 4 oo e , Hs soe it Ce a Permit vs bd 
. " Pik, meer cy Boeck ae aa : : ite ie ; he a Ee ciebibets  € Sing eas ee ea yey Sie : (ot « : ; :: * ae bag get aig ~~ 


74 


over too. 

The acclaim was thunderous. The de- 
mand for extra copies became danger- 
ously hard to fill, because every old 
timer in the plants had been an associate 
editor, and wanted his world to see the 
results of his work. Editor Talbot had 
tried to get identifications of all the peo- 
ple in the pictures, but was forced to give 
up the idea because faces here and 
there could not be recalled, so photos 
appeared without captions in some cases. 


Tips for the Production Man... 


Today he is happy that this was so, be- 
cause every reader is his own caption 
writer aml the old timers have made vir- 
tually a contest out of establishing iden- 
tities. 

In the field of public relations in indus- 
try, the seasoned practitioner knows and 
recognizes his ambassadors of good will. 
At the top of his list is the old timer, 
whose good words will travel farther 
and sink deeper than the most skillful 
of news releases. 


Standard Fractional Page Sizes 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, III.) 

Some laudable headway is being made 
in standardized mechanical specifications 
on business publications. The latest wel- 
comed announcement is that recommen- 
dations have been made covering frac- 
tional page ad sizes for 7x10” publications. 
This was the result of a study made by 
the uniform practices committee of the 
Associated Business Publications. 

Now if the publishers and their me- 
chanical departments can be made to see 
the wisdom of this move, and then adopt 
new specs accordingly, a milestone will 
have been reached. 

The committee reports that there were 
118 variations in present specifications 
covering 18 fractional page units. If the 
committee had an awful time with this 
mess, think what the poor production 
man has to look forward to every time 
he tries to find a common denominator 


for an ad to run in a number of books. 

Agreement is sought by ABP on the ten 
most commonly used fractional size units. 
Using their recommendations, I have 
charted these units on a typical 7x10” 
page. It is obvious that if each publica- 
tion offers all ten sizes, two-column 
makeup and three-column makeup both 
will be required. Many publishers hesitate 
to adopt this hybrid makeup, but I think 
they should. 

What then is needed is work among the 
advertisers and their associations to in- 
duce advertisers to plan campaigns utiliz- 
ing the standard dimensions. 

I am assuming that there is no intent to 
rule out ad units smaller than eighth- 
page, merely because small ads are not 
listed in the recommendations. There will 
always be small space users, and tomor- 
row they may become users of larger 
space. I am assuming that having stand- 
ardized down to eighth-page units, they 
leave the others to fend for themselves. 

This leaves one remaining problem for 


Definitely... 
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You'll enyoy the epectd rich Detrich Margarine—a distine- 
flower and velwety textere of — tively eupenor quality that comes 
from skillful blending of finest, 


freshest ingredients Definitely 
Delvich gives you the teste you 
want at the price you like. Try 
Detrich taday' 
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> DELRICH 


THE ONLY LEADING MARGARINE MADE WITH 16% SWEET WHOLE ate! 


taste its finer FLAVOR... 
enjoy its smoother TEXTURE ! 
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YOUR CHOICE OF KNIFE OR eunisa-Mecting these two Delrich ads for the Chicago Tribune, 
Ad Detector Research Corp., Chicago, found little difference in sustained interest, as 
measured by the Galvanometer, but a slight edge for the ad at left, featuring the spatu- 
la. When the ads ran, the spatula ad outpulled the knife ad in the ratio of four to three. 
Using recall devices alone (“did you see this ad?”) would not have indicated the dif- 


ference, the company says. 


production men: finding ad units stand-- 
ard for 7x10” publications that can also 
be fitted into requirements for digest size 
formats. In the end this problem may 
solve itself, for the number of pocket size 
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publications in the business paper field 
seems to be on the wane. The problem, if 
any, may evolve around a tendency to- 
ward jumbo size popularized by the suc- 
cess of Life, Holiday, Fortune, and others. 


training.) 


The ad herewith reproduced, ran in 
space 3 inches wide by 12 inches deep. 
I have eliminated 2 inches of coupon 
from its bottom. Two items are adver- 
tised to “specialty salesmen.” Top half 
of ad, an ash tray—bottom half, a “unit” 
that “kills colds.” I shall quote some 
phrases from this amazing document. 
The parenthetical material is mine, 
where I can catch my breath and 
squeeze a word in. 

* * * 
About the ash tray: “AMAZING NEW IN- 
VENTIONS TO SAVE THOUSANDS OF LIVES! 
BILLIONS OF DOLLARS! ... destined to re- 
place millions of ordinary dangerous ash 
trays { sic]. All salesmen who join us in 
the distribution of this wonder ash tray 
are sure to reap small fortunes...No 
more fear of burning valuable furniture, 
your home, and even your life!.. .There’s 
no sales resistance...’ [Naturally.] 

* oe * 

About the “cold killer.” “Yes, now for 
the first time, you can sell the public 
this new[?] cold bacteria [sic] destroy- 
er. You will be the most welcome sales- 
man ever to approach a customer when 
you can tell him that you have a device 
that will knock colds cold. Protect his 
family, place of business, employes, and 
customers from colds and disease bacte- 
ia.” [The product’s getting better all 
the time.] “Give his premises that clean, 
healthful, germ free atmosphere. From 
the laboratories of consolidated research 
[that’s what the ad says] comes this new 
20th century cold destroyer which dis- 
penses—TRIETHYLEN GLYCOL RECOGNIZED 
BY MEDICAL AUTHORITIES as the most ef- 
fective bacterial control. Known to be 
absolutely safe, and approved...Now 
available and declared by physicians 
as an absolute must in every home. Mil- 
lions of customers are waiting for 
you to bring them this good news. . .Sin- 
cerely this is all short of the true story 
[Don’t stop reading. We’re just begin- 
ning to roll.] 

“Profits—repeat profits—STAGGERING 
profits. We are not afraid of saying even 
MOUNTAINOUs profits! [Dear, dear.] Sell- 
ing this cold killer is unlike most prod- 
ucts where you profit just once. You will 
have a PERPETUAL FLOW OF PROFITS [shall 
we retire to Florida or California?] com- 
ing to you regularly For YEARS from 
the REPEAT SALE of Glycol in the winter 
and Lindane in the summer. As an extra 
feature this unit is guaranteed to KILL, 
not tickle, roaches, flies, moths, and hun- 
dreds of other insects. This unit is the ab- 
solute best consolidated research [I must 
look them up] has been able to produce 
—bar none, and not to be compared with 
any flimsy imitation previously sold.” 
[I haven’t figured out how the previous 
products were imitations, since this one 
is brand new, but I’ll bet the writer of 
this ad can explain that one.] 

There’s more about a “MUST-WORK 
BOND” and then under the illustration: 


“This unit carries ironclad must-work 


Looking At the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 


DON’T ANYONE PASS THIS AD UP! 


AMAZING NEW INVENTIONS 


TO SAVE THOUSANDS OF LIVES! 
BILLIONS OF DOLLARS! 


INVENTION #1 IS CIGARETTE CHAPERONE 
Statistics show thousands of lives and billions of dollars are lost 
— due to cigarette fires. At last, science has come forth with 

ash wey that will keep vigilant watch over any lighted cigarette. 
tn is new magic ash tray is destined to replace millions of ordinary 
dangerous "nen trays. All salesmen who jo1n us im the distribution 
of this wonder ash tray are sure to reap Smait re 


Where There’s 


A Smoker 
There’s 100% Suggested Retail 
Profit For 25 
You Saanens tr sbae 


ee 


AUTOMATICALLY, SCIENTIFICALLY 
Pewsve Chaperane keeps vigilant watch over any lighted cigarette 


the Migarette reaches the point of top @ clever instrumer 
Sh to ie wonder tray will pick up cigarette and place in the 
center y No more fear of burning valuable furniture, iY 
= ven your life! Chaperdne hi peen acclaimed an abso- 
ute must for business men and sleepy time smokers. 

THE ae” s "oO SALES RESISTANCE SCALES: 
te lis the chea insurance against cigarette fire. 
. ae s beautiful, anes arative, and amusing to watch Steais the party 
fe 


comes tonic of omnneraneS wherever it is, 
e Carries 2 10-year must-work intee Price of cigarette Mo 
20 denen up one gross. Kush ed OK) 
With Co SPON BELOW. LOST TIME IS LOST MON! 
INVENTION +2 1S A 20TH CENTURY COLD KILLER 
Yes, now for the first time, you can sell the public this new cold 
ta Veo You will be 4 it Tone Cy ever to 
1 “noch colds scot 1a, Protec t “ile Ses f mily, ince of business, 
. co c amily, 
p— colds and disease bacteria. Give his 
premises that elean, healthful germ one. ceectonere, 
wad = research 


20 
which dispens see TRIETHIE LEN GLYCOL Recoas NiztD 
sy" MEDIC. AL yet 5 a gee as the most effective bacteria controi 
Known to be bsclutely safe and approved Now being w 
by many lesding hospitals, large department stores, colleges. 


absolute must in ev home. Millions of customer 
. yo bring them =e 5s. , In all sans To This 


are alt "good words for ‘us to use 
} ood ios ae well deserves them Sincerely, this ts all short of the 
tru The story for all connected us will be profits 
Profits — repeat profits — STAGGERING profits. 
We ore not afraid of saying even MOUNTAINOUS 
profits! Selling this cold killer is unlike most 
IMPOR- products where you profit just once. You will 4 
o@ PERPETUAL flow OF PROFITS coming to y 
regularly FOR YEARS from the REPEAT SALE of 
Glycol in the winter and Lindane in the summer. 
PARA: As an extra feature this unit is guaranteed to 
KILL, not tickle, roaches, flies, moths, and hun- 
dreds of other insects. by! unit is the absolute 
GRAPH best h has been able to pro- 
duce — bor. none, and not to be compared with 
iy THIS ; fimsy imitationApreviously sold. Corries 
RITTEN/ MUST-WORK BOND or your 


oe 
AD! > poe A “teuly finishedJ quality appliance. 
Not, 


@ oodge Baa / succesteo reran 


$24.95 
$9.95 PROFIT 


M 
> This wnt carries ironclad must-work polcy | must agree that 
it 1s the Dest cold, odor and insect luthng dence known to 
scrence—bar none Atruly finshed applance—not a gadget! 
DO YOU WANT A CADILLAC? 
Then send in Coupon belgw—It's a step in that direction! 


policy. I must agree that it is the best 
cold, odor, and insect killing device 
known to science—bar none...DO YoU 
WANT A CADILLAC? Then send in the cou- 
pon below—lIt’s a step in that direction!” 

Who the “I” is, who testifies, the ad 
sayeth not. Modesty, no doubt. 

In the legal profession, disbarment 
proceedings may be started against a 
lawyer whose corner cutting becomes too 
flagrant—or whose known professional 
actions embarrass the profession. In med- 
icine, a physician’s license may—for 
cause—be revoked. Ministers can be un- 
frocked. But in advertising... 
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advertisements here are seen over & over 


guides people to buy your products too 


ADVERTISING OFFICES: 


488 Madison Ave. 6 N. Michigan Ave. 333 S. Broad St. 1540 N. Vermont Ave. 
New York 22 Chicago 2 Philadelphia 7 Los Angeles 27 
Plaza 9-7770 WaAbash 2-0366 Kingsley 6-0807 NOrmandy 2-3101 
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Polk & Co. Names Robinson 


Bruce W. Robinson, previously 
sales representative for Speaker- 


Hines Printing Co., with headquar- | 
ters in Lansing, Mich., has been | 


named an advertising representa- 
tive for the direct mail division of 
R. L. Polk & Co., Cleveland. 


NBC-TV Adds Two Salesmen 


Walter J. Bowe, formerly of | 
Hewitt, Ogilvy, Benson & Mather, | 
and Ray Eichmann, who has been 
in NBC’s research department for 
some time, have been added to the 
tv sales staff of National Broad- 
casting Co., New York. 
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Air Conditioning Field Gets Hot; 
15,000 Attend Cleveland Exhibition 


Big Sales to Offices, 
Retailers, Homes Seen 
in Survey of Exhibitors 


CLEVELAND, Nov. 


this year with hotter prospects 
ahead. 


|@ The prospects for a “tremendous 


increase” in all types of air con- 


17—The air ditioning in the next few years 


conditioning industry, getting hot- were unveiled in a survey of the 
ter and hotter by cooling more and | 235 exhibitors who foresee: 

more of America, has been urged | 
to put a year-round sizzle in sales country will be air conditioned 


and advertising. 
The challenge was 


delivered 


One-third of all offices in the 


within four and one-half years. 
One-third of reiail stores will be 


here at the record-breaking All- air conditioned within five years. 


Industry and Air Conditioning Ex- 


One-third of all homes should be 


position, which topped the 1951 air conditioned within eight years, 
Chicago meeting in number of par- one-third of the factories within 


ticipants and display area. 
It came from G. K. Iwashita of 


12 years. 
The growing trend was under- 


General Electric Co. as the confer- scored by George S. Jones Jr., 
ence of 15,000 persons was told the | Washington, managing director of 


refrigeration and air conditioning | 
industry is passing an important 
landmark—$1 billion in sales— 


the Air Conditioning and Refriger- 
ation Institute. Mr. Jones reported 
that total sales for 1953 will rise 


Oklahoma and Texas cash registers ring out a NEW sales story: 


the BEST of the South ig the Southwost! 


—fastest developing, most diversified agricultural region in the nation! 


For example, Oklahoma and Texas produce one-fifth of all the peanuts grown in the United 
States . . . produce one-eighth of all the winter wheat grown in the United States... 
produce three out of every ten bales of cotton grown in the United States... produce two 


out of every three bushels of grain sorghum grown in the United States 


. . » produce one- 


fifth of all the sheep and wool raised in the United States. By January 1, 1953, Oklahoma 
and Texas had one-eighth of all the cattle in the United States. 


theBESTin the Southwast isthe Farmer-Stockman! 


403,384 SUBSCRIBER FAMILIES 


Texas 221,412 
Oklahoma 123,734 
Kansas 24,315 
Arkansas 20,565 


the Farmer-S Stockmag a | 


ee ee ee ee ee ee Se et Me ee ee me es Oe 


THE 
SOUTHWEST'S 
FASTEST 
GROWING 
FARM 
MAGAZINE 


_ 


Owned and Operated by The Oklahoma Publishing Company — The Daily Okloh 


OKLAHOMA CITY, 


Missouri 4,772 
New Mexico 4,529 
Other States 4,057 

TOTAL 403,384 


OKLAHOMA @ DALLAS, 


Oki _ 


| Serving the Rural Southwest for 42 Years 


TEXAS 


City Times — WKY and WKY-TV 


Represented by THE KATZ AGENCY, INC. 
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$175,000,000 from last year to 
$1,150,000,000. He said the indus- 
try’s volume of business has gone 
up 50% since 1947, but pointed out 
there was a big job in the future. 


_# “Our prosperity, our standard of 
living,” Mr. Jones said in a conven- 
tion dinner talk, “was built not on 
supplying needs but on creating 
wants. More than anything else, 
our ability to create wants will de- 
termine the extent to which we 
expand the field of refrigeration.” 

These wants should be stimu- 
lated all year long, according to 
Mr. Iwashita, general manager of 
commercial products in GE’s air 
conditioning division. 

“It just doesn’t make sense to 
crowd the greater share of a bil- 
lion-dollar business into a few rel- 
atively hot weather months,” Mr. 
Iwashita declared. He said the 
answer is an “aggressive long- 
term campaign to educate buyers” 
to the advantages of buying cool- 
ing equipment in the cold weather 
months. The advantages to the in- 
dustry in spreading the season are 
obvious, but the advantages to the 
buyer also are real, he said. 


= General Electric is currently 
conducting an intensive “savings 
season” sales campaign along these 
lines to convince next summer’s 
'prospects that now is the time to 
buy, Mr. Iwashita said. The GE 
campaign started Oct. 1, the earli- 
‘est any air conditioning manufac- 
/turer has launched such an effort, 
‘he said. 

| The number of companies—232 
—that participated here set an all- 
time high and used 62,500 square 
feet of exhibit space. It exceeded 
the previous record set in Chicago 
‘by 15%. This year’s exposition, the 
eighth annual all-industry affair, 
was the first to be sponsored by 
the ACRI, which was formed earli- 
er this year by a merger of the Re- 
frigeration and Equipment Manu- 
facturers Assn. and the Air Con- 
ditioning and Refrigerating Ma- 
chinery Assn. 


® More than 5,000 pieces of equip- 
ment and component parts were 
shown. About 2,500 experts were 
on hand to answer visitors’ ques- 
tions. 

The equipment ranged from 
cooling cases for biological speci- 
mens to beer dispensers, from fac- 
tory air conditioners to home hu- 
midifiers. 

A rapid replacement of food 
store shelving by low temperature 
cabinets for frozen foods is ex- 
pected, according to the opinion 
/survey here. Many exhibitors be- 
lieve that larger individual units 
for supermarkets, and more of 
them, are in prospect. 

Among other developments ex- 
pected are demand by unions for 
| air conditioning as parts of con- 
tracts; smaller sizes of window- 
type air conditioners, and lower 
prices as the result of greater sales. 
| 


Appoints Greenhaw & Rush 

The National Oak Flooring Man- 
ufacturers Assn., Memphis, has 
appointed Greenhaw & _ Rush, 
Memphis, to handle its advertising. 
Promotion plans for 1954 include 
color ads in the American Builder, 
House Beautiful, House Beautiful 
Maintenance & Building Manual, 
House & Garden Book of Building, 
House & Home, Practical Builder 
and Small Homes Guide. Pre- 
viously, Fuller & Smith & Ross 
handled the account. 


Gaines Heads WOAI 


| James M. Gaines, formerly v.p. 
jin charge of General Teleradio’s 
| WOR and WOR-TV division, New 

York, has been named v.p. and 
|}general manager of WOAI and 
| WOAI-TV, San Antonio. 


ABC Film Appoints Two 


| Nat V. Donato and John Callis 
have been added to the New York 

| staff of ABC film syndication. Mr. 
| Donato formerly was with Head- 
| ley-Reed Co. 
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GIFT WRAP—To promote canned hams as 
Christmas gifts, Armour & Co. is offering 
its hams with a carrying handle with a 
holiday design to be featured in an ad in 
the Dec. 7 issue of Life. Foote, Cone & 
Belding, Chicago, is the agency. 


Book on ‘Special 
Days, Weeks and 
Months’ Published 


WASHINGTON, Nov. 18—The 
Chamber of Commerce of the 
United States has released the 
1954 edition of “Special Days, 
Weeks and Months,” a_ booklet 
listing more than 400 business pro- 
motion events, legal holidays and 
religious observances. This booklet 
was formerly published by the 
Department of Commerce but was 


Age, November 23, 1953 


| 


|Education Television Assn. 


that for 1953 is 3,534,484. 


turned over to the Chamber of) 
Commerce as part of the admin-| 


istration’s policy of leaving to pri- 
vate groups any activity that can 
be performed outside the govern- 
ment. 


The booklet names the sponsor- | 


ing organization; and the dates and | 


purpose of each event. 


@ “Special Days, Weeks’ and 
Months” is designed to help busi- 
ness men tie in their promotion 
plans with national celebrations. It 


also furthers public support of, 
such observances as Fire Preven- | 
tion Week, American Heart Month, | 
March of Dimes, Easter Seal ap- | 

| 


peal and similar periods. 


On the lighter side, the booklet | 
lists such events as Sadie Hawkins 
Day, National Laugh Week and | 


National Leave Us Alone Week. 


“Special Days, Weeks and_ 


Months” is priced at 25¢ a copy 
and may be obtained from the 
Chamber of Commerce of the 
United States, 1615 H. St., N. W., 
Washington 6. 


Purchases KFDA, KFDA-TV 


Texas State Network Inc. has 


acquired 75% of the stock of 
KFDA and KFDA-TV, Amarillo, 
subject to the approval of the 


Federal Communications Commis- | 


sion, for $550,000. Sid W. Richard- 
son, Fort Worth oil operator, is 
the majority stockholder of the 
network. Charles B. Jordan, Fort 
Worth, will retain his individual 
ownership of 25% of the proper- 
ties. Stanley Wilson, manager of 
the stations, and other personnel 
will remain, with no change in 
policies. 


Named Houston Fair PR Rep 


Harold Wolff & Associates, New 
York public relations consultant, 
has been appointed national pub- 
lic relations representative for the 
1956 Houston World’s Fair, which 
will have a two-year run. Greer, 
Hawkins & Allen, Houston agency, 
is handling the advertising. 


McLennan Named Shenton V.P. 


J. Roy McLennan, a v.p. of Hugh 
H. Graham & Associates, New Brit- 
ain, Conn., agency, has been named 
a v.p. of Shenton Advertising 
Service, Hartford. Mr. McLennan 
will serve as an account executive 
as well as in an advisory capacity, 


FCC Grants Permit to Chicago 


| 
| 
| 


The Federal Communications | 
Commission has granted Chicago | 
Educational Television Assn., a) 
non-profit organization, a tv per-| 
mit for Channel 11. The board of | 
trustees will proceed at once set- | 
ting up station facilities, accord- 
ing to Edward L. Ryerson, asso-| 
ciation president. 

It will take eight months or a) 
year before the station is ready to 
operate, and the target date is Oct. 
1, 1954. The finance committee | 
will continue until the goal of $1,- | 
100,000 has been reached. A total | 
of $308,000 still is needed. 


BEST BY TEST! 


A“ Pure” Test 


of your 
Advertising Effectiveness 


Canadian Magazine Ads Gain 

Linage in Canadian consumer 
magazines for the first nine 
months of 1953 is 10.8% above the 
comparable period of 1952, ac- 
cording to the Magazine Adver- 
tising Bureau of Canada. Use of | 
four colors has grown from 31.8% 
of total linage during the similar 
period in 1952 to 33.5% of the total 


through the pages of 


¢ London Free Press 


in 1953. Circulation showed a Western Ontario's Poresmest Meurspuper 
125% increase from 1941 to 1953. Tr . ‘. " ‘ 
The 1941 circulation was 1,569,219; Ontario's Largest Daily Newspaper Circulation Outside Toronto—86,074 


CoE R SRO ne 


OMETHING MiscINe... 


LIKE CALIFORNIA WITHOUT THE ~~ 
BILUON DOLLAR VALLEY OF THE BEES 


Really get the picture before you make up your California newspaper schedules. It’s 
this:— The Billion Dollar Valley of the Bees —the great inland area of California 
— has more buying power than San Francisco and Oakland combined. And in this lucrative inland 


yo the favorite newspapers are the... M C ¢ LATCHY NEWSPAPERS 


THE SACRAMENTO BEE « THE FRESNO BEE « THE MODESTO BEE 


NATIONAL REPRESENTATIVES .. . O'MARA & ORMSBEE 
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This Week in Washington... 


Defunct Lacy’s Hit by FTC Charge 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Nov. 18—About a 
month ago, Lacy’s Inc., one of 
Washington’s leading appliance 
chains, filed a petition of bank- 
ruptcy and closed its stores. But 
Lacy’s won’t be allowed to rest in 
peace. This week the Federal 
Trade Commission announced that 
it is issuing a complaint charging 
that Lacy’s used false and mislead- 
ing advertising to promote the sale 

of food freezers and tv sets. 


FTC's “bait advertising” com- 
plaint covers two general types of 
practices. One charges that the ap- 
pliance chain misrepresented the 
savings that are achieved by join- 
ing a food freezer plan. The other 
says the chain advertised leading 
brands of tv sets at attractive 
prices, then disparaged the design, 
workmanship and performance of 
the advertised model in an effort 
to switch prospects to more ex- 
pensive sets. 


_® On the surface, the decision to 


press a false advertising complaint 
against a bankrupt organization 
might suggest that FTC is still 
busy beating dead horses, instead 
of concentrating on truly vital 


/matters—as Chairman Ed Howrey 


has been promising. 
But FTC people insist the action 


against Lacy’s is clearly in the 
| public interest. For one thing, they 
feel any crackdown on “bait ad- 
vertising” will have a salutary ef- 
fect on appliance and tv merchan- 
dising. Moreover, they peint out 


FTC has an obligation to make is 
sure that the people who operated | 


Lacy’s are prevented from resum- 
ing the disputed practices under 
another trade name. Having in- 
vested substantial sums of public 
money in an investigation of Lacy’s 
advertising, the commission is de- 
termined to get a settlement which 
will preclude these individuals 
from using this particular form of 
bait advertising in the future. 
Note: FTC’s drive on bait ad- 
| vertising hit all three of Washing- 
ton’s top appliance chains. Last 
spring FTC got a consent settle- 
ment from the Phillips chain 
(Phillips subsequently went bank- 
rupt). Besides Lacy’s, FTC also 
issued a bait advertising complaint 
this week against George’s Radio 
& Television Co., sole survivor of 
Washington’s trio of top appliance 


Advertising Age, November 23, 1953 


CAMERON COURTNEY STINEMAN, former- 
ly head of his own agency at Lincoln, Neb., 
has been appointed a v.p. of Mitchell Wer- 
Bell Advertising, Atlanta. Mr. Stineman will 
work out of the agency’s Atlanta office. 


merchandisers. 
* e * 

In the next week or so, the Cen- 
sus Bureau will have an oppor- 
tunity to check the validity of a 
new reporting system that clips 


DON'T DOZE. 


The 7 Southam Newspapers 


The Ottawa Citizen 
The Hamilton Spectator 
The Winnipeg Tribune 
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WHEN YOU SHOULD BE CASTING! 


Hit the market where all signs point to a “Full 


Catch” of sales! To-day, those signs are plentiful 


in the thriving Winnipeg area. Earnings are higher 


than ever; new homes, new industries, new jobs are 


developing every day; more people are constantly 


fi 


swelling the ranks of Manitoba buyers. 


Use The Winnipeg Tribune to bring the facts 


and advantages of your product to the attention of 


this receptive market. In Winnipeg, more and more 


advertisers are using The Tribune, as more and 


The Medicine Hat News 


The Edmonton Journal 
The Calgary Herald 
The Vancouver Province 


One of the Seven 


people every publishing day. 


more people read this popular newspaper. With 
a daily average circulation (ABC) of 65,944, The 
Tribune enjoys the loyal readership of over 230,000 


For further information about Winnipeg and 
Manitoba, please communicate with Conklin and 
Woodward, 22, East 40th Street, New York, 16. 


N.Y., or any of its branches at Detroit, Chicago. 


Atlanta, Los Angeles and San Francisco. 


THE WINNIPEG TRIBUNE 


Southam Newspapers of Canada 


a whole month off the time re- 
quired to get out a monthly retail 
sales report. 

Ordinarily the bureau’s retail 
report comes out five to six weeks 
after a month ends. The bureau 
intends to continue issuing the reg- 
ular detailed series, with its cus- 
tomary time lag, but it is also 
testing a sub-sample of some 1,500 
stores selected on a _ probability 
basis, for a preliminary report 
which can be issued about 10 days 
after the month ends. 

In the first test this month, bet- 
ter than 90% of the participating 
stores made good on their promise 
to file October sales figures by 
Nov. 4. The preliminary October 
figures—covering 11 major lines of 
trade—were released Nov. 10, the 
same day that the regular report 
for September was released. 

The preliminary report showed 
October up 1% from October, 1952, 
and 6% from September, 1953. Of- 
ficials are confident it will stand 
up well when the regular report 
for October is ready, early next 
month. 

a * * 

This is the time of the year when 
the Secretary of Agriculture de- 
cides the amount of sugar the na- 
tion will need for the coming year. 
His decision indirectly determines 
the price of sugar, so it is no sur- 
prise that producers and industrial 
_consumers are busily arguing their 
|point of view. 
| Domestic beet sugar growers 
|complain that the department has 
|been unnecessarily considerate of 
| household consumers and indus- 
‘trial users. They warn that “very 
| depressing forces” are now affect- 
‘ing the sugar market. If domestic 
| beet sugar producers are not to be 
crushed in 1954 between the upper 
| millstone of declining sugar prices 
‘and the lower millstone of rigid 
‘higher costs, the Secretary must 
pursue a more forceful and effec- 
'tive sugar price policy in 1954, the 
|industry complains. 
| a 2 3 
The Civil Aeronautics Board says 
| North American Airlines Inc. (the 
nation’s largest non-scheduled air 
service) has to change its name. 
The board claims the name “North 
American” creates confusion be- 
' cause it is too close to “American.” 
The board says the confusion in- 
conveniences the public, slows up 
the sale of tickets, and sometimes 
results in mixed baggage. 

. oe © 

The government quietly goes 
about the business of putting props 
|into position where they will but- 
‘tress sagging portions of the econo- 
my. Weeks ago, the Treasury re- 
jturned to the practice of bank 
| borrowing—an inflationary proce- 
‘dure that creates new money and 
linereases the funds available for 
| private credit. 
| This week the Office of Defense 
|Mobilization issued a_ regulation 
|which is expected to divert busi- 
| ness to parts of the country with 
/surplus labor supplies. One section 
'of this program specifies that com- 
|/panies located in surplus labor 
areas are to have the inside track 
on government business. Another 
/section says special tax amortiza- 
tion advantages are to be provided 
‘for firms which establish or ex- 
pand defense plants in chronic 
‘labor surplus areas. 


TelAutograph Names Trotter 


William H. Trotter, formerly as- 
sociated with the sales promotion 
department of the chemical divi- 
sion of Celanese Corp., has been 
appointed assistant to the presi- 
dent of TelAutograph Corp., New 
York maker of Telescribers. In 
addition, Mr. Trotter will act as 
advertising manager, succeeding 
Joseph Sloane. 


Western Opens St. Paul Office 


Western Advertising Agency, 
Los Angeles, has opened a branch 
office at 1655 Scheffer Ave., St. 
Paul. Harold L. Maddox will be 
the branch manager. 


Ri ba | ol cm pu oe a ede NS oS Ca He ae Goan BS = OME See ty aie flere Tey TA As Sg OEP ie Sarees aie ty Se oa ee ip Sucae Rage Yr ee wENy Wainy ia cae ROPE i Kitk ead we eae eg SL Baers SN aL olf ets es ay ins een eae Pa aay 
Bs Fig, FE as oe i Sane papi snes Ras ee esa gto) hoe a ae ite Reith: Uy oy rit enuemen ee ascent Aw ee CRRRE, Poa Leas ee, ae SEPA Ot go hel ae SH ie Aa oe Wn tan te MeL ee tae ST aii We od 
ie Sen gee Pee hes ir pine et te aha! 2 ‘cide pine Mime MADE Tested ore = We. dt en eet os Bi of Se Wap Ga Tee, : he “ i jiet an So we hig! soecabrest oF? a ae ae ewe ema eae wie tes Sates ek «eae Ly Se 
fs oa See uaa tee Eas earl > ca Peg oN ieee 3 Bet es ty INE Ek ie Mia Wi heen Taine aya 2 ae 1 eee a Me ay Be ae me Zeca PENT Sagem TN = Ha Ry Wee woe A cog Neen eee ee i) 3 Sa 
a pit rhe > rE ie i ose Ae tee 38 a Cae ieee a =< Rare te ne Arey ree Eo : . 2, Wry oe nas a ie ae ri Sen 
Shs: oe th a : BeAr eh tag 2 Oa ee De: ee Ws . i Ree ge = Ai He eee 
ar 2a ; ee a eal i ne ae Se) . , ate a, : wii 5 gy : 7 7 erage eens St Mi aaa ge Se Rel Pol. eR lariat ens 
ae = E ise er ORE Z ¢ ety 
a ° - — 
o = alee OR ONE 
2 : 1 
) 
© ne. ae % , 
———————— 1 es ig 
: 2 "a — 4 
: ty ae 4 
‘3 . ro i 2 ‘ 
_ as oo a 
-. 4 ) 
‘ < Bi -s 4 F 
' 3 - Gag Re 
. “df ee ood eee ¢ : 
we &, Cb ee ? ( 
wt fi Ct! Bal sd 1 
a nh: 
ee _—__—— 
es 
WEG: , _ | 
sid a "| T t 
ee, E yy eae 
ds ¥ , | 
is —_ mc BURGH. PA: 
ee ITTSBURGD 
als P MW) 
oi | of SE A ee 
nd 
ge — a 
Biss ae ¥ NBC LY | 
Bes. Nat. Rep.-WEED TELEVISION TA 
ae - 
o> 
ee 
ae 
i iat ~*~ 
; A 
Paes 
ar 
j AA — 
— 
ae: 
, we 
Rake ¥ 
ate ( . 
is — ee 
Bee ~~ 
ce Oe ee oe cee eer eee aE >) 
cee ball 
en ‘a s) 
: — — 
— — 
oe —= ~~ = =— Oe 
eset 
pe dl —_ — = 
=e a es = 
Bere 
a ~- 
=) ae 
it 
ee 
en, ee 
i ise 
cee 
oe 
= Po 
i 
ees 
hee 
ae 
oe 
ee 
rae PO 
ee 
oa PO 
a : ee 
— PC 
ae 
om: ee 
+ ee 
Pas 
# 
eben 
ey | 
as 
oes 
ges 
5G ee 
bal a 
f 5 a 
P EE 
4 a 
ei 
ee : 
‘ fxs f , = “ - } ; Y 6 ’ ‘ . : F. ~ * » Ae oe * i Fi 5 ; i 


ae ee 


a oe l,l, ee 


ane eatiw tw t 


. we SS 


ee 


When ONE newspaper in a four newspaper town 


rolls up a record like this, there can be but one 


answer: Jt sells more goods for advertisers. 


IN THE MARKET WITH THE HIGHEST MEDIAN FAMILY INCOME IN THE U.S 


‘The Washington Star 


is so far out in front 


there is no close secon 


Total advertising 
first 10 months 1953: 


14,723,844 lines AHEAD 
of the POST 


17,902,621 lines AHEAD 
of the TIMES-HERALD 


26,156,254 lines AHEAD 
of the NEWS 


Source: Media Records first 9 months; Star figures for October 


It is undisputed that The Star is the strongest advertising 
medium in Washington. So strong, in fact, there isn’t 
even a close second so far as advertising lineage is con- 
cerned. This is a direct result of the editorial impact of 
The Star on the families of the Washington area. On 
Sundays, The Washington Star is delivered to 67,328 
more families than The Post and 54,629 more than the 
Times-Herald. On weekdays it is delivered to 38,696 more 
families than The Post and 37,222 more than the Times- 
Herald. The family newspaper always does a stronger 


selling job for advertisers. 


IN WASHINGTON, THE OVERWHELMING PREFERENCE IS FOR AN EVENING NEWSPAPER 


he Washington Star 


EVENING AND SUNDAY WASHINGTON, 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 


Special Florida Representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida. 
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Objects to Weiss’ Figure for | 
Appliance Dealers’ Markup | 

To the Editor: In the article) 
about “The Changes in Mass Re-. 
tailing,” Oct. 26 issue of your mag- | 
azine, E. B. Weiss, director of mer-. 
chandising, Grey Advertising 
Agency, made the most amazing | 
statement I have ever read by a) 
supposedly informed writer, when) 
he said, “Some appliance retailers 
would feel that the 17% average 
markup taken on food by the food | 


Experiment with possible, 
than probable, finaily, perhaps, 


ques stop at the certain. Let WALK 
set your next ad. Maybe it will be 
worth your while, and ours. Ask for 
SAY P. our free before-and-after pamphlet. 


WAL advertising typography 
Telephone MO 4-6134 @ 11 E. Hubbard, Chicage11 


| pliance 
Assn. This survey showed, in 1952, | 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


super is an extremely juicy mark- 
up. These appliance retailers, and 
some of them do a volume up in 
the millions, 
average from 10% to 14% (and 
remember, these low markups are 
taken on major appliances which 
presumably cost more to move than 
most foods) .” 

Mr. Weiss is evidently not fami- 
liar with a Cost of Doing Business 
Survey made by the National Ap- 
and Radio-TV Dealers 


'a national cost of doing business to 
be 28.8% 


with a gross margin of 
32% on major appliances. This left 
a net operating profit of 3.2%. 

In view of this, how can Mr. 
Weiss say an appliance retailer can 
show a profit on 10% to 14%? He 
can’t. I defy Mr. Weiss to cite one 


|retailer, one instance, not ten, not 


‘and loss statement that shows a 
take markups that’! 


, business, showed as low as 1% and 
2% net profit. They don’t com- 
‘plain; they do as good a job as 
'they know how, with what they 
have to work with, and do it cheer- 
fully. Few subscribe to ApbvERTIS- 
ING AGE, SO Many won’t know what 


50, but one case where an appli- 


ance retailer can produce a profit by this article, that will no doubt 


be read by manufacturing execu- 
tives, who may believe Mr. Weiss. 
14%. I am afraid Mr. Weiss has had 

The past six weeks, it has been his view of the appliance retailer 
my privilege to talk to and discuss narrowed by some of the weekly 
mutual problems with large groups news letters and women’s maga- 


successful operation on 10% to 


{of retail appliance dealers, as well zines that openly advocate the 


as individual ones, as far south as “buying wholesale,” or ‘cost plus 
Fort Worth, and east in Boston, 10%.” Certainly, I have no argu- 
and the great Northwest in Seattle,, ment about what Mr. Weiss knows 
with many, many stops in between.|about the food business or any 
The greatest complaint, without! statement he may make about it, 


an injustice is being done to them | 


exception, of al!l these dealers, is 
the low markup with the conse- 
quent low profits. 

In no case, did I find ANY dealer 
with an operating cost under 20% 
or with a net profit of over 4%; in 
fact, many old established prewar 
dealers, well managed and well 
financed, doing a fair volume of 


MIR. BALAENA MYSTICETUS 


Largest of all existing mammals, the Greenland Whales 
are from 60 to 100 feet in length, and weigh from 30 to 
150 tons. Only the vast and remote depths of the sea 
afford this monster enough food and space to move about 
unmolested. In their anatomy they resemble higher forms 
of mammals, except they have no hinder limbs. A typical 
Greenland Bull Whale is often twice the size of his mate, 
has a big head which comprises about one-third of his 
body, and a mouth up to 20 feet long and 10 feet wide. 
The eyes are no larger than billiard balls, and in a 10,000 
pound Whale the brain is no larger than that of a human 
being. Taking in large gulps of air they can stay sub- 
merged for over half an hour. Their natural habitat is in 
the extreme north latitudes near the ice-fields, where 
they are quite safe from man, who has hunted them for 
over a thousand years. 


Do the natural thing=call 


PsA 


for ELECTROTYPES, MATS, PLASTIC PLATES, and R.O.P. COLOR 
PARTRIDGE & ANDERSON COMPANY - 712 FEDERAL ST., CHICAGO 5 + HArrison 7-3732 


but I am sure he has not studied 
the retail appliance business from 
an accountant’s point of view. 

If he will but take note of what 
has happened the past few weeks, 
in the way of bankruptcies, not 
only with the smaller dealers in 
smaller towns, but the larger ones, 
chains included, in some of the 
largest cities in the country, some 
of which he may have been refer- 
ring to when he said, “Some of 
them do a volume up in the mil- 
lions,” he will retract the state- 
ment that 10% to 14% is enough 
markup for appliance dealers, or 
for any other type retailer. 

Certainly, Mr. Weiss owes the 
appliance retailers of this country 
and the industry as a whole, a re- 
| traction of this statement. 

AL ROBERTSON, 
Board Member of the National 
Appliance Radio-TV Dealers 
Assn., Oklahoma City Electri- 
cal Appliance Dealer since 
1932, Clinic Editor of Electri- 

| eal Dealer Magazine. 

Despite what Mr. Robertson says, 


are primarily appliance outlets— 
seem to operate and even thrive 
on 10% to 14% markups. The con- 
text of Mr. Weiss’ article made it 


discount houses—most of which) 


ee SEEMED 
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clear that his reference was to 
such retailers, and not to “con- 
ventional” appliance outlets. 


Expects Mississippi to Be 
‘Right at the Top’ Soon 


To the Editor: I have read, with 
a great deal of interest, the stories 
written by your three staffers con- 
cerning the new south in the Nov. 
2 issue. 

Your Lawrence Bernard, who 
covered Mississippi—and I use that 
‘term loosely—didn’t seem to think 
'much of our state. This is perhaps 
‘understandable, since he spent 
little time here and apparently did 
'no checking. In referring to Mis- 
'sissippi, he says, “...a state that 
‘has long been at the forefront of 
| bad statistics and at the tail end of 
\good signs. And it probably still 
\is...” Mr. Bernard could have 
|learned, with little trouble, if he 
'desired, that Mississippi is indeed 
| making progress and is doing so in 
/many instances at a rate of gain 
|far above that of the nation or the 
South. In the period from 1939 and 

1940 to 1952 Mississippi’s rate of 
gain led the South and the nation 
|substantially in the following 
fields: rural industries output, 
mining output, business volume, 
‘farm cash income, manufacturing 
| output, non-durable goods output, 
‘textile output, food output, print- 
|ing and publishing, rubber output, 
‘apparel output, furniture output, 
_ paper pulp output, machinery out- 
put, electric power production, mo- 
‘tor vehicle registrations, value of 
-manufactured products, per capita 
income and bank deposits. This 
/would certainly indicate that we 
‘are on the march economically. We 
readily admit that we have a long 
| way to go, but certainly we are on 


‘the way. 
_ Mr. Bernard carefully pointed 
‘out the “Tobacco Road’’-type 


‘houses observed alongside the cot- 
ton fields of the Delta, but failed 
‘to mention the very fine farm 
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“Good news, men! 


Essex County, New Jersey, are still 


unhealthily unread justed!” 


Nworke Tow 


Doily once Sundon 


R ented nationally by O'Mara & Ormsbee, Inc. 
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homes and livestock that could be | Man’s Corner in the Oct. 26 issue of 
seen from the same highway. ADVERTISING AGE on “Ayer and the 

Either Mr. Bernard or Bill) People” is the most sensible com- 
Barksdale fumbled the ball when| mentary on the nature of our gov- 
Mr. Bernard attributes to Bill the ernment and political system that 
remark that the oldest industry in I have read in any recent con- 


the state is only about 20 years old. sumer or trade paper. Congratula- 


For instance, what is now Erwin tions for publishing this calm and 


Mills Plant No. 8, at Stonewall, 
first began operation in the late 
1860s. And certainly there are 
many more that are much older 
than.20 years. 

In discussing Tennessee, Mr. 
Bernard seemed amazed that pow- 
er production had increased 1,000% 
since 1933, and left the impression 
that only under TVA could this 
have happened. However, in Mis- 
sissippi, where virtually all elec- 
tricity is produced by private com- 
panies, there has been an increase 
of almost 4,400% since 1939. 

Just one more point, if I may, 
Lefore closing. In discussing Gads- 
den, Ala., Mr. Bernard says, in a 
tone of shock or moral indignation, 
that “the country folk walk around 
downtown in their work clothes.” 
That, Mr. Bernard, let me assure 
you, won’t hurt the town at all. 
This great country of ours was built 
by people who were not ashamed 
to wear work clothes anywhere. 

Come down out of your ivory 
tower again, Mr. Bernard; visit us 
without your apparently pre-con- 
ceived notion that the South is still 
the nation’s No. 1 economic prob- 
lem. Spend some time with us and 
you'll return to New York with a 
real knowledge of the economic 
resurgence of the South, with the 
belief and knowledge that here in- 
deed is a real land of opportunity, 
and that before too long Mississip- 
pi will be right at the top. 

I am a citizen of Mississippi by 
choice, not by birth, and have been 
here only eight years. During that 
time the economic development of 
the state has been almost unbeliev- 
able and it will continue at an even 
greater rate. 


Don McCuLLocu, 

Supervisor of Advertising and 

Publicity, Mississippi Power 

Co., Gulfport. 

Mr. McCulloch is also a _ bit 
harsh. Mr. Bernard pointed out 
that Mississippi is making great 
progress, but emphasized—as does 
Mr. McCulloch—that it has a long 
way to go. 


Wants AA's Regional 
Reports Continued 

To the Editor: I have now seen 
the western and southern special 
reports in ADVERTISING AGE. In the 


event that you have written other 
reports on other sections of the. 
country which I have not seen, I| 
would appreciate it very much if, 
you would send me a reprint of | 
them. I would also like to have a/| 
reprint of the southern article 
when it is available. | 
I think you people do a fine job 
on these special reports and should 
be congratulated. I hope that you 
continue these at periodic inter-.| 
vals so that the current picture will | 
always be before us. 
Pau. L. POHLE, 
Director of Market Research, 
Jos. Schlitz Brewing Co., Mil- 
waukcee. 


Speaks for All Readers 


To the Editor: All of your read- 
ers, including myself, are glad to 
see the portrait of Gladys the 
beautiful receptionist, as printed in 
your issue of Oct. 19. That picture 
makes me doubt some of the state- 
ments ascribed to such an alert 
and lovely lady. 

Bristow ADAMS, 

Cornell University, Ithaca, 
N. Y. 


Readers Appr.ve Comment 
of The Creative Man 
To the Editor: The Creative 


positive reaction to a trite, un- 

reasoned and negative attitude 

toward a vital public question. 
WILLIAM NICOLL, 
Edit Inc., Chicago. 


To the Editor: Please accept a 
copywriter’s appreciation for your 


review entitled “Ayer and the Peo-| 


ple.” It happens to reflect my own 
individual shade of political think- 
ing, and is naturally gratifying for 
that reason. But far more im- 
portant, in its urging of a spirit 
of fairness, inquiry, and independ- 
ent thinking, it sounds a note that 


in what we call “the American way Press. You are almost right, but|of pages telling what the series is 


‘of life’ has the courage and elo- 
quence you have shown is itself 
one of the most convincing argu- 
ments that could be found for that 
_way of life. 
In the same vein, I have ap- 
preciated the critical comments 
you have been offering of such ads 
as the recent Simoniz ad [Clyde 
Bedell, Oct. 26]. This concern with 
‘ethical standards cannot help but 
/benefit the country as a whole. In 
‘the long run, by creating consumer 
‘confidence, I think it will turn out 
‘to be good business. And each time 
| I read one of those critical articles, 
I feel myself being lifted from a 
‘trade to a profession. 
E. W. Borcers, 
Kansas City, Mo. 


One Year Off 
_ To the Editor: In the “Getting 


it is only 38 years. Many thanks 
for the plug. 
LyNnpon E. WEsrtT, 
Promotion Manager, The De- 
troit Free Press. 


Canadian Business Paper 
Spreads Cybernetics News 

To the Editor: I have been much 
interested in your E. B. Weiss 
series on “Cybernetics.” Certainly 
your predictions as to significance 
were not extreme. 

While reading the pieces, the 
feeling has been growing on me 
that they should be called to the 
attention of our readers. These are 
almost all in the electrical field, 
with the largest proportion at the 
level of generating and transmis- 
sion operations, including sup- 
pliers. Circulation is about 4,500 


is heard all too seldom, in these Personal” column in the Nov. 2 ™onthly. Since many of them are 
strident days, by political thinkers | issue, you have me set up as hav- technical people, AA might not 
of any shade. The fact that a mag- | ing completed 39 years as promo- 8¢t to them. 


azine of such strategic importance 


tion manager of the Detroit Free 


What I had in mind was a couple 


about and suggesting its special 
value to anyone connected with 
electrical manufacturing, supply, 
etc. They then could either beg, 
borrow or steal copies from their 
ad-marketing people or get re- 
prints if you plan to make them 
available. 
CAMPBELL SABISTON, 
Associate Editor, Electrical Di- 
gest, Toronto, Can. 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 
UNION CIRCULATION CO., INC. 
8 Columbus Circle, W.Y.19 © CO 5.8088 


“Over o Quarter Century 
ef Dependable Service” 


i 
Most people 4 


Why not call your telephone business office for full details or see Standard Rate and Data (Consumer Edition) 


TTT 


i 
t 


q 

ey, know 

a ji d 
f | 


imw a 
F-4¥~ 


tere 


ere 
7% 
we 
tea 
= 
- 5 


ARE. “Ad > oer, 
2 2@Miaew 
A 


et ON as, 
See 
lanes 


B “we 
Eevona ahs 
ee oe 

WE 


re 


ra 
Ce aEP. p 


SOM WUT Tex 


wes 


Pd pag 
TP PL 


Witss 


Sat here 


a 
‘oS “ar, 
folts 


where to find the 


i tallest building in the world... but 


do they know where your authorized dealers 


can be found? 


National Trade Mark Service in the 
‘yellow pages’ of telephone directories is the 


perfect link between your advertising and 


local outlets. Your trade-mark or brand name 


is displayed and the names, addresses and 


telephone numbers of your dealers 


are listed under it. 


Do you want to be sure that prospects 


can find where to buy your products... 


that your dealers get more business from 


your advertising? National Trade Mark 


Service in the ‘yellow pages’ 


is the answer. 
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AWAY FROM IT ALL—Cincinnati’s Rowe & Wyman Co. gave up 
the struggle with downtown traffic and congestion and trans- 
ferred its offices to a remodeled mansion in the suburbs. The 


exterior of the agency's new home is shown at left and an 
inierior view of the conference room is seen at right. The house 
is located at 3800 Reading Road in Cincinnati. 


HEADLINERS—At a party celebrating their 10 years with Waldie & Briggs, Chicago 
agency, these veterans looked over mock newspapers headlining: ‘“W&G Survives 
10 Years with Jim, Les and Gus.” Left to right are Jim Bolt, v.p.; Les Miles, staff 


artist, and Gus Fenwick, director of services. 


GOVERNORS—Going over final plans for the 1953 eastern 
annual conference of the New York council of the American 
Assn. of Advertising Agencies, which will be held Nov. 23-24, 
is the board of governors. From left to right are: H. Victor Groh- 


president of Doherty, Clifford, Steers & Shenfield; Edwin Cox, 
senior v.p. of Kenyon & Eckhardt and council chairman; Arnold 
R. Deutsch, president of Deutsch & Shea; Elwood Whitney, v.p. 
of Foote, Cone & Belding, and William Howard, senior v.p. of 


MICHIGAN’S FINEST—These six cuties came to New York recently to stir up agency 
and advertiser interest in WWTV, which starts telecasting on Channel 13 in Cadil- 
lac, Mich., on Dec. 15. The girls were hostesses at a party staged by Weed Televi- 
sion Corp., representative for the new station. Left to right (front row) the good 
will ambassadors are: Barbara Jo Lillie, Paul Bunyan festival queen; Phyllis Jor- 
risen, apple queen; Jean Martin, Central Michigan College queen; (back row) 
Joan Hess, Michigan winter sports queen; Joan Ellen Tarr, national forest queen, 
and Everil Meloche, national cherry queen. 


mann, president of Needham & Grohmann; Donald K. Clifford, Young & Rubicam. 


CHRISTMAS CARDS—Glass ash trays that 

can be sent out as Christmas cards are 

shown by this model. They’re a new offer- 

ing of L. J. Houze Convex Glass Co. in 
Ohio. (Story on Page 30.) 


ZENITH FOR CHRISTMAS—Looking over a Christmas window 
display for Zenith Radio Corp., Chicago, are (left to right) 
John Show, v.p. in charge of sales for Inland Lithograph Co., 
producer of the display; Artist Norman Rockwell, whose “Sleep- 
ing Children” painting is featured on the lithographed window 


material, and Dave Grigsby, former Zenith ad manager who 
is now associated with Coventry, Miller & Olzak, Chicago. 
Zenith will offer reproductions of the painting to customers who 
visit Zenith dealers for product demonstrations during the Christ- 
mas holidays. 


PRE-FLIGHT—Henry Haven Windsor Jr. (left), editor and publisher of Popular 

Mechanics, and Chicago's Mayor Martin H. Kennelly (right) listen intently to plans 

for a 90-hour round-the-world flight on commercial airlines, described by Aubrey O. 

Cookman Jr., aviation editor for the publication. Engine trouble and a typhoon 

prevented Mr. Cookman from breaking the commercial flight record but he will 

try again. The flight was proposed to mark the progress that has been made in 
commercial aviation since its development 50 years ago. 
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FOOTPRINTS ON THE CEILING—Fort Wayne, Ind., transit vehicles are showing 
footprints on their ceilings to call attention to cor cards. Ed Wade (left), account 
exec for Lovis E. Wade Inc., Fort Wayne agency, shows Rod Howard of Howard's 
Camera & Gift Shop, how his display looks. The die-cut footprints, which lead to a 
car card, have tabs attached reading: “It’s just @ few steps to Howard's...” 
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Sales and PR Notions... 


e Levy Advertising, Newark, 
seems to have a flair for merchan- 
dising sex. For Hoffman “Easy-Vi- 
sion” television, Mitchell air con- 
ditioners, Hardwick gas ranges and 
other appliances, Levy worked up 
a trip-to-Paris offer to dealers. To 
get them to sign up, the agency 
got TWA to air mail a quantity 
of notes from France, seductively 
inscribed in a feminine hand- 
writing in French on pink note 
paper. 

Sample copy: “’Allo Beeg Boy 
...Oo la la...Comme disent les 
Francais! I] parfait (sic) que tu 
vas bientot venir a Paris!...” 
Signed: “Fifi.” 

e Another pair of Levy “sex” 
operations include: (1) a dealer 
attendance promotion for Krug 
Distributors, appliance wholesale 
firm, in which ‘mash notes” were 
sent out signed with a_ lipstick 
impression (see cut); (2) a school 


G din... goto prehies 
Sakng .. ned Gate @ let te 


MASH NOTE—Opening with “Hi Yo Hand-| 
some’ and closing with phone number and | 
lip-print, this appliance dealer appeal is | 
the latest in a time-honored game: letting | 

sex sell goods. 


newspaper campaign for Graduate 
House, Newark class ring mer- 
chandiser, built around a contest 
to choose the “Most Kissable Lips” 
in school. 

Judges selected the anonymous 
lips by means of lip-prints im- 
pressed on a couponed ad. 


e Through courtesy of Hamilton | 
Mfg. Co., Two Rivers, Wis., Detroit 
has become the birthplace of 
something called “atomic age ad- 
vertising.” It took the form of a 
tv commercial in which a Hamil- 
ton washer was tested for efficien- | 
cy against several competitors. 

In making the test, cloth seg- 
ments were stained with soil con- 
taining radioactive isotopes. They 
were then put through the various 
machines, tested with a Geiger 
counter and a Hamilton victory 
announced. Nuclear Instrument & 
Chemical Corp., Chicago, did the 
testing. 


e Supplementing the travel theme 
of its foreign license plate premi- 
um (AA, Nov. 2), General Mills 
says it will pack millions of airline 
stickers into its Wheaties packages 
this fall and winter—one per box. 
The stickers, printed especially as 
a Wheaties premium, are similar 
to luggage emblems given out by 
12 major U.S. airlines and three 
foreign lines. 


e “Weather Prophet,” a customer 
direct mail premium, is being 
made available to dealers of its 
room air conditioners by Mitchell 
Mfg. Co., Chicago. Printed in two 
colors, the new giveaway has 
mounted on it a thermometer and 
a weather-sensitive swatch which 
predicts major weather changes 12 
hours in advance, says Mitchell. 


Merchandising Devices 


The swatch makes its predic- 
tions by changing color—blue for 
“fair,” lavender for “change” and 
pink for “rain.” 


e Squirt Co., Beverly Hills, Cal., 
has come up with a _ promising 
item for outright sale through 
liquor, hardware, department and 
grocery stores. It’s a cooler done 
in a colorful merry-go-round 
motif, and accompanied by a con- 
sumer instruction booklet. Both 
are designed as merchandising 
items for Squirt. 


Mrs. Schlentz Named A.M. 


Mrs. Mary Schlentz, formerly 
with Lehon Co., Chicago, has 
been appointed advertising mana- 
ger of Fischer Corp., Chicago fur- 
niture maker. 


FREE RIDE—Customers who buy this merry- 

go-round cooler in regular retail outlets 

will from then on be giving Squirt Beverage 
Co. something of o free ride. 


Baldwin Leaves Transitads 
Ernest P. Baldwin, manager of 

the Syracuse office of National 

Transitads, has resigned. 


Names Holland & Goodsell 

Inland Mfg. Co., Omaha maker 
of auto radiator repair and serv- 
icing equipment, has appointed 
Holland & Goodsell, Omaha, to 
handle its advertising. 


Katz Boosts Catherine Mauch 

Catherine Mauch, for 14 years 
associated with Joseph Katz Co., 
Baltimore, has been promoted to 
director of media in the agency's 
New York office. 


Tri-State Resigns Star Jack 
Tri-State Advertising Co., War- 
saw, Ind., has resigned the account 
of Star Jack Co., River Grove, IIl., 
maker of hydraulic and mechani- 
cal mine jacks and industrial jacks. 


Lindsey to Don Kemper Co. 

Lindsey Building Co., Dayton 
motel consultant, has named Don 
Kemper Co., Dayton, to handle its 
advertising, publicity and public 
relations. 


H-R Representatives Moves 
H-R Representatives and H-R 

Television have moved their New 

York office to 380 Madison Ave. 


Bakelite Promotes Phinney 


H. K. Phinney has been ap- 
pointed manager of the laminat- 
ing materials division of Bakelite 
Co., a division of Union Carbide 
& Carbon Corp., New York. He 
will be responsible for the sales 
of all laminating materials. Mr. 
Phinney, formerly assistant man- 
ager of the division, succeeds 
Harry Carlson, recently appointed 
to the market development divi- 
sion. 


5138 Police Chiefs buy: 
Cruise Car Fleets 


1475 Broadway, New York City 
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Photography 


Illustrative 
Food 
Carbro 
Industrial 
Slide Films 
3D Films 


Ektachrome 
Direct Color 


Retouching 


STUDIOS 


Color Photography 


Dye Transfer 
Color Toning 


KEN SCHMID STUDIOS 8325 Washington Blvd. 


Have our salesmen call 


Chicago, Illinois 


CHesapeake 3-7560 
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Company Publications Now a Major Factor 
in Influencing Community Thinking: Morse 


GREENSBORO, N. C., Nov. 17— 
Company publications are becom- 
ing a major factor in influencing 
community thinking, and indus- 
trial editors are more conscious 
than ever that the 4-Rs of editing 
entail readership, reliability, read- 
ability and reformation. 

In support of this point, Edward 
S. Morse, public relations consul- 
tant, former public relations direc- 
tor of Celanese Corp. of America, 
told the South Atlantic Council of 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask for 
Marie Maize on .your next multi- 
Bcc tigetel 
1 pick: 


accurate 


| instances 


Industrial Editors here last week 
that the “listening range of em- 
ploye communication” has been 
extended materially by the study 
released earlier this year by Assn. 
of National Advertisers on the 
measured effectiveness of employe 
publications. 


s Analyzing the ANA survey, Mr. 


Morse pointed out that its findings | 


showed that “better than three out 
of four employes said they read 


'their company publication regular- 
\ly, and that the high score for reg- 


ularity of readership was 89%, and 
the average 78%. 

“The study brings into sharp 
focus,” Mr. Morse said, “the anal- 
ogy of the company publication to 
the local newspaper. In _ several 
company _ publications 


were compared with local newspa- 
pers on a readership count and the 
company publications did better 
than hold their own.” 

On the matter of reliability, the 
ANA showed a vote of 97% aver- 
age for company pubiications. 
“This is a vote of confidence,” Mr. 
Morse said, “that carries with it a 
serious responsibility. Recognizing 
their responsibility to management, 
editors of company publications. 
must acknowledge equally their 
responsibility to their readers. 


s “It is also significant,” he said, 


“that the extra reader of company | 


publications is a woman, and the. 
chances are that she is under) 
40 years of age. It is noteworthy | 
that the largest group of secondary | 
readers is in the age level of 19) 
and younger. This would suggest | 
that in determining an editorial | 
formula designed to reach home) 


readers it should be weighted | with which they disagree. We 


heavily toward women’s interests, 

with emphasis on young women. 
“All of us,” Mr. Morse said, “are 

accustomed to recognizing the im- 


portance of keeping doctors, cler- | 


gymen, teachers and lawyers well 
informed on company matters, but 
it took the astute Lem Boulware, 
v.p. in charge of employe and plant 
community relations of General 
Electric Co., to widen our horizon. 


To the usual list of ‘thought lead-_ 
ers’ on the list to receive the com-. 
pany publication he includes bar-_ 


bers, bartenders and taxi-drivers.” 


@ Discussing readability, 
Morse said that perhaps the most 
serious charge that can be brought 
against company publications is 
over-writing. 

“People as a whole,” he said, 
“tend to read and listen to things 
which they want to hear, and tend 
to avoid listening to statements 


First 


Savings Smiles 


“Live”? Commercials 
New Fields 


Gate-Fold 


@ West Coast televiewers get entertainment from every 
minute of Standard Oil of California’s weekly Chevron 
Theatre. Even the commercials maintain interest through 
use of novel demonstration devices. Here, in this miniature 
hill-climbing test, a model car, powered by Chevron 
Supreme Gasoline, points up the product’s advantages 
over other gasolines. A BBDO San Francisco client. 
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TV Sets is the 


first such electronics advertisement ever to run in Look, 
Collier's, or The Saturday Evening Post. Giving this client 
a “leadership look,” the distinctive folder opens right out 
of the magazine to promote the Crosley “Picture-Sentry.” 
Copy and illustrations analyze common TV-reception ail- 
ments, tell how this Crosley development cures them. 
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He shuffles freight ¢,. 
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Westinghouse Air Brake 


COMPANY 
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@ Informative advertisements by BBDO Pittsburgh 
help the Westinghouse Air Brake Company tell the story 
of its recent expansion into new fields. Appearing in 


Week and U.S. News 


Business 


& World 


eport, each 


4-color spread features a different division or subsidiary 
manufacturing many types of industrial equipment such 
as communications systems, earth movers, and others. 


Q Cartoons and limericks take this campaign for the 
Savings Banks of Massachusetts a long way from traditional 
bank advertising . . . and give a fresh and convincing touch 
to reasons for saving, as well. Prepared by BBDO Boston, 
the small-space series ran in Massachusetts newspapers, 
with television and radio support. An accompanying 
limerick-writing contest drew a gratifying number of entries. 
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Formost Kosher Salami 


Tomes Kove St 


ad in the Philadelphia 
| Bulletin resulted when Formost Kosher 
Frankfurters told its agency, Weightman 
| Inc., Philadelphia, to produce any kind of 


| ad it wanted to, as long as it was different. 


| FREE HAND—This 


should direct our efforts not to- 
| ward those who already agree 
| with us but toward those express- 
|ing doubt or opposite convictions. 

“My advice would be not to 
| waste breath on the saints, but 
| concentrate on the doubting Thom- 
|ases and the economic sinners. The 
latter present a long, hard, slow, 
| uphill road. The more fertile field 
|for converts would seem to be the 
|doubting Thomases who are wait- 
| ing for someone to come along and 
|help make up their minds for 
| them.” 


Orange Crystals Inc. Formed 


| Vacu-Dry Co., Oakland, Cal., 
| will form a new company, Orange 
'Crystals Inc., with a factory at 
Plant City, Fla., to produce a crys- 
| tal orange concentrate. The prod- 
|uct, the result of a new process 
for dehydrating frozen orange con- 
centrate to crystals of 1% mois- 
ture content, is said to produce 
pure orange juice when placed in 
water. Promotion plans have not 
been announced. 


Miller Expands Exec Staft 


Miller Printing Machinery Co., 
Pittsburgh, has expanded the re- 
sponsibilities of its executive staff. 
A. E. Searle Jr., a v.p., becomes 
responsible for sales, advertising, 
sales promotion and _ customer 
services; Frank Betlock has been 
appointed sales manager, and W. 
T. Clawson has been named to 
head an expanded advertising and 
sales promotion department. 


Plans Consumer Ad Program 


At its annual fall meeting, the 
Carpet Institute, New York, autho- 
‘rized its board of trustees to in- 
| vestigate the possibility of forming 
'a national consumer advertising 
program. The move is prompted 
'by a desire to raise the percentage 
|of consumer income which is spent 
|for floor coverings. A committee, 
| appointed by the board, will report 
\its findings early next year. 


Byron Studios Opens in N. Y. 


| Byron Studios & Laboratory, 
| Washington producer and proces- 
sor of motion picture and tv film, 
has opened a New York office at 
550 Fifth Ave. Actual production 
and processing will continue to be 
handled in the Washington studio. 
John H. Ware, sales manager, will 
be in charge of the New York of- 
fice. 


Reprints 50 Magazine Articles 


Simon & Schuster Inc., 630 
Fifth Ave., New York 20, has is- 
sued “The Scientific American 
Reader,” a collection of more than 
50 articles which have appeared 
during the past five years in the 
Scientific American. The _ book, 
available at bookstores, sells for $6. 
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Case Histories Do | 
a Good Ad Job for 
Minneapolis Bank 


MINNEAPOLIS, Nov. 17—First 
Nattonal Bank of Minneapolis 
has adopted the personal touch in 
its series of case history ads. While 
killing the traditional stony reserve 
of financial ads, the series at the 
same time started a guessing game 
on the identity of the subjects of | 
the ads. 

The seven-column newspaper | 
insertions tell success stories of 
prominent Minnesota business men | 
who have had the First National | 
as their bank since early in their 
careers. Although copy _ gives| 
newspaper readers a number of) 
clues, it doesn’t reveal identities. | 

“These advertisements were not 
intended to invite inquiries,” said 
Lyman E. Wakefield Jr., v.p. of 
advertising and public relations, 
“but no advertising we have ever 
done has produced as many letters 
as the ‘financial partner to Minne- 
apolis progress’ series.” 


#® Accordingly, recent ads in the 
series and others to appear next 
year carry a statement that names 
of companies whose histories are 
told in the ads will be supplied on 
request. 

Typical of the curiosity-arousing 
ads is “The Man Who Walked 
Away from the Sun.” Dominating 
the layout is a 10x14” photo of a 
man’s shadow. Copy tells that 43 
years ago a young photographer- 
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inventor went east to Minneapolis 
and established what is now the 
world’s largest supplier in _ its 
field. 

Subject of the ad is G. H. Dye, 
chairman of the board and founder 
of Pako Corp., photographic equip- 
ment manufacturer. 

The series is promoted through 
mailings to business executives. 
Such items as a denim patch, a 
horseshoe nail or an empty rifle 
cartridge are enclosed as stoppers. 

Agency of the bank is Olmsted & 
Foley. 


Lewis to Wilson, Haight 

George D. Lewis Jr., formerly 
with the advertising department of 
Remington Rand Inc., New York, 
has joined the staff of Wilson, 
Haight, Welch & Grover, Hartford 
and New York agency. 


Joins Harrington-Richards 

L. B. (Bill) Moses, formerly 
with Byron H. Brown & Staff, 
has joined the Los Angeles office 
of Harrington-Richards as account 
inanager. 


Air Marine to Walter Wiley 

Air Marine Motors Inc., manu- 
facturer of sub-fractional motors, 
has appointed Walter Wiley Ad- 
vertising, New York, to handle its 
advertising. 


Bennett-Evans Moves Offices 

Bennett-Evans, Charlotte agen- 
cy, has moved its offices to 222 S. 
Church St. 


Gray to ‘Good Housekeeping’ 


Donald Gray, formerly an ap- 
parel fabrics sales representative 
for Mooresville Mills, New York, 
has joined the fashion merchandis- 
ing department of Good House- 
keeping. 


Dunbar Leaves McKinney Inc. 


William J. Dunbar, account ex- 
ecutive and media and research 
director of Harris D. McKinney 
Inc., Philadelphia, has resigned, 
effective Nov. 30. 


Ruark Joins WFMY-TV 

David S. Ruark, formerly direc- 
ior of advertising and sales promo- 
tion for a New York group of four 
audio-visual companies, has been 
named promotion director of 
WFMY-TYV, Greensboro, N. C. 


Gibson Named WBBF S. M. 


Lloyd B. Gibson, formerly an 
account executive and program di- 
rector of WEBR, Buffalo, has been 
appointed sales manager of WBBF, 
Rochester. 


AT LOWEST PRICE 
IN TV HISTORY ! 
Because we do everything in our own 
plant trom storyboard to final print, we 
keep our costs down and the saving is 
passed on to you With our 35 years of 
Know - How, we pack showmanship 
into your TV spots af economy rates. 
Send in your Storyboards for quotes 


FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO 


HOW TO SAVE °*13,572.00 


It all happened because, to begin with, a Gib ‘altar MD * is so very soothingly 
priced... 


Gibraltar designed a handsome, sturdy corrugated floor-stand** for Bristol- 
Myers products. Bristol-Myers liked it, ordered in quantity; asked if we 
would ship some of the floor-stands individually—11,700 of them. 


Then the shocker... The railway express shipping charge on each unit would 
have been greater than the cost of the floor-stand itself! 


Back to the designing room it went ...and returned, eye-appeal and “sell’’ 
intact, still weighing four pounds, still exactly the same size... 


But one vital change had been made. 


By a novel construction device, this floor-stand could now be packed to come 
within the 72” parcel post package specifications. A local shipment that 
would have cost $1.61 by railway express, now traveled for 23¢! A 1400-mile 
shipment cost 64¢ by parcel post, instead of $1.66. It went all the way to the 
coast for 87¢ instead of $2.05. The saving averaged $1.16 on each unit. 
Multiplied by 11.700... 


$13,572.00 here, $13,572.00 there, it adds up. Can’t do it every time, on 


every display ... but we'd like to try it for you! 


** It was PRINTED BY VARNICOLOR 
PROCESS in high-gloss red, blue, 
green and black on white corru 


gated, 


using rubber plates. Height, 


27/2'', each top side, 17”. 


(ib 


CORRUGATED PAPER COMPANY, INC. 


>. ~ 


raltar 


_ 


8101 Tonnelle Ave., North Bergen, New Jersey 
LOngacre 5-3405, N. Y. or UNion 3-4700, N. J. 


Just mail the coupon... 


*Merchandising Display 


= 


Mr. S. P. Boochever, Vice-Pres. in charge of Display Division 
GIBRALTAR CORRUGATED PAPER COMPANY, INC. 
8101-25 Tonnelle Avenue, North Bergen, N. J 


r 
| 

| 

| 

| Without obligation on my K a 

| [ } Please send me the “ " for Rising Sales.” 
| 

| 

| 

| 

| 

| 

| 

| 


A permanent reference file on Merchandising Displays 


|_| Please hove your representative telephone me for an 
appointment 
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Psychiatrist Wertham Says Comics Books’ 
Bad Effects Enhanced by Radio, TV Shows 


New York, Nov. 18—Dr. Fred- 
eric Wertham, author of the con- 
troversial Ladies’ Home Journal 
article on comics books, is inclined 
to look on comics as a “public 
health problem.” 


He regards himself as neither a dent in the pocket book field,” he 
reformer nor a crusader. He says said, and he added that publishers | 
he had studied delinquent children | could avoid censorship if they | 
for a long time before it occurred looked at comics books as repre-| 
to him that comics books were a|senting a public health problem | 
factor. And he has one solution to. 


suggest. Crime comics should not 
be permitted to be displayed and 
sold to children under 15. 

His views and the results of his 
research into the comics magazine 
problem will be considerably more 
widespread in mid-March, when 
Rinehart & Co. will publish “Se- 
duction of the Innocent,” the book 
from which the Journal’s article 
was excerpted. 


s In the book, Dr. Wertham will 
describe in detail the methodology 
employed by his group, and will 
publish a bibliography of the spe- 
cific publications it studied. In 
addition, it will (1) go into the 
psychotherapy of children and 
adults (which is Dr. Wertham’s 
profession, as a psychiatrist), (2) 
go into the comics books problem, 
(3) delve into specific cases and 
point out whether comics played 
a big or small role, and (4) go into 
the effects of other media, notably 
television. 

“Juvenile delinquency is not the 
only or the most important part of 
the question,” he told AA. Among 
other aspects: 


s 1. Retardation of Reading. “Peo- 
ple say many millions of children 
read comics books. This is not true. 
They don’t read them, they non- 
read them. They look mostly at 
pictures, even the children who 
can read, and the adults. They can 
get the whole plot from pictures, 
with an occasional panel of words 
or an exclamation. Comics are very 
bad for reading. 

“We've studied whole school 
classes, and reading clinics. From 
this viewpoint, I think comics are 
very bad. A very large number of 
children suffer from retarded read- 
ing. Just at the moment a child 
becomes ready for reading, he 
gets complete satisfaction from the 
pictures and text of a comics book.” 
(In Florida, he says, certain class- 
ics have been dropped by schools 
because children crib from the 
comics version; in a New York 
bookstore, two girls asked for com- 
ics versions of “David Copperfield” 
for book reports in school.) 


« 2. Sexual Perversion. “Sexual 
perversion, sadism and cruelty are 
common in these books. To say the 
least, comics books give children 
sexual fantasies. People who think 
these fantasies are never translated 
into action are naive.” 

3. Bad Ethical Development of 
Children. One of these cited by Dr. 
Wertham is Superman, who gets 
coverage in the book. “The blood 
hasn’t dried in Europe from what 
the Superman philosophy has done 
there,” he said, adding that he 
mentions Superman because “‘it is 
just one well-known type of which 
there are others.” 


® As for “what is a crime comic?” 
Dr. Wertham says flatly, “A comic 
book that depicts crime.” 

“This to my mind is not cen- 
sorship,” he said, speaking of his 
solution to ban display and sale 
to children under 15. He pointed 
out that, paradoxically, he has 
been in the forefront of the fight 
against censorship for adult liter- 
ature of any kind. 

He also thinks that publishers 
are inviting censorship by their 
stand on comics books. He says 


comics books aren’t magazines; | 
they’re books or pamphlets. He! 


says that magazine and pocket | 


book publishers invite censorship 
when they defend comics books 


because ultimately the public will) 
not differentiate between them. 


“Creeping censorship is now evi- 


and, “incidentally, a viewpoint of 
decency to children.” 


® He reiterated that his interest in 
comics books is only that of a sci- 
entist or as a psychiatrist. “One 
may say that they’re badly written 
and drawn and poorly printed,” 
he interjected, “but that is not my 
concern. I don’t bother with the 
esthetics of the problem nor the 
economics, nor am I interested in 
the industry. 

“I try to read them to see what 
a child gets out of them, and my 
only concern is ‘psychiatrically, do 
they do harm?’” 

As for its advertising aspects, 
Dr. Wertham feels that his book 
will be of help to advertisers, since 
it tells them how to study the prob- 
lem, not only of the comics but tv 
as well. 

He reported that he had seen 
some comics books issued free by 
advertisers in which some of the 
objectionable things he described 
in the Journal article are also pres- 
ent—homicidal maniacs, kidnap- 
pers, cruelty to animals, etc. 


® As in his speeches and as he 
did in the Journal article, he care- 
fully differentiated between comics 
books and newspaper comic strips. 
In the article he asserted that 
newspaper editors provide super- 
vision of these panels. He told AA, 
“IT have nothing to do with ‘comic 
strips.’ Comics books are a totally 
different thing.” 

As for the transfer of comics 
characters into radio and tv, Dr. 
Wertham says that many children 
see both, hence the effect of the 
comic book is reinforced by the 
other media. Second, he says tv 
may represent the truth of the 
Latin proverb corruptio optimii 
pessima, or the corruption of the 
best is the worst, since he regards 
tv as the “greatest potential means 
of education and enlightenment we 
shall have.” Finally, he remarks 
the continued violence which 
erupts on tv, “the glorification of 
ruthlessness.” 


® He quoted a recent comment in 
the London Observer as indicative 
of his objections. “The tendency 
to accept violence as a fact of life, 
since it cannot be escaped, may 
legitimately be applauded.” 

He also recalled that his staff 
had a meeting when the Journal 
article first appeared, at which 
they predicted these events: (1) 
newspaper ads would be taken to 
convince the public that comics 
are good, (2) threatening letters 
from a lawyer; (3) a big article 
would appear “proving that comics 
magazines are good.” 

All but the last have so far ap- 
peared, Dr. Wertham reported, 
adding caustically that “this is a 
stereotyped reaction.” 


s Dr. Wertham went to some 
lengths to establish his personal 
position on the matter. “I said to 
myself, ‘Doctor, if you treat people 
over and over again for the same 
thing, isn’t it your duty to say what 
if anything can be done to prevent 
it in the first place?’ 


“Assuming I’m right and this is| 
a public health problem, then it. 


is certainly a public service that 
a magazine like Ladies’ 
Journal publishes an article like 


this. 
“I cannot tell how much I’ve 


MORGAN K. COTTINGHAM, for the past 
five years advertising manager and east- | 
ern manager of Rock Products, a Maclean- | 
Hunter publication, has been appointed | 
v.p. of Cosgrove Publishing Co., New York. 
Mr. Cottingham will be responsible for the 
company’s eastern operations. 


learned from movies. Television is 
a marvelous medium. Yet I’ve nev- 
er seen anybody who had a great 
experience from a comics book— 
who kept one ten years or who re- 
ferred to it as introducing him to 
nature, romance, history or any- 
thing else. 

“I’m like a doctor who says ‘This 
well is poison.’ I cannot keep peo- 
ple from drinking, nor can I deny 
that there are not people who 
drink and are not poisoned.” 


® He says flatly that “when a child 
does something wrong, the public 
is very hard on him. The punish- 
ment is very harsh—reformatories 
as shelters—he is called all kind 
of names. Yet every crime I know 
is described in comics books. 

“What the child gets out of com- 
ics books is violence, sadism, crime, 
degradation of women, contempt 
for work, contempt for parental 
and civic authority, degrading 
death, degrading science [he noted 
the number of mad scientists in 
comics], etc. Any comics book with 
these ingredients is not a harmless 
comics book. 

“I do not know of any big comics 
book publishers who, according to 
our studies, publish only harm- 
less comics books,” he said flatly. 
“It would be fine if we found one, 
as relief to all the others.” 


s Dr. Wertham first attracted no- 
tice of his views on comics when 
he wrote an article, “The Comics. .. 
Very Funny,” for Saturday Review 
of Literature in May, 1948. It was 
subsequently reprinted in Reader’s 
Digest in August, 1948. 

Dr. Wertham is a tall, silver- 
haired man who studied at Kings 
College in London, at the Univer- 
sities of Munich and Erlangen, and 
received his M.D. in 1921 from 
the University of Wurzburg. He 
has lived in the U.S. since 1922, 
and been a citizen since 1927. He 
was assistant in psychiatry at the 
University of Munich Clinic, chief 
resident psychiatrist at Johns Hop- 
kins Hospital and an associate in 
psychiatry on the staff of the Hop- 
kins hospital and medical school 
until 1929. 


® He was senior psychiatrist for 
the New York City department of 
hospitals from 1932 to 1952 and is 
now consulting psychiatrist to the 
department. He taught psychiatry 
at New York University, was in 
charge of the Court of General 
Sessions Psychiatric Clinic, and 
has directed the mental hygiene 
clinic at Bellevue Hospital and the 
Queens Hospital Center mental 
hygiene clinic. He started the La- 
Farge Clinic in Harlem, getting a 
skilled staff to contribute their 
services. 

He has written widely on medi- 
cal and criminological subjects: In 
1935 he published “The Brain as 


an Organ,” Macmillan Co.; in 1941, 
Home | 


“Dark Legend—A Study in Mur- 


der,” Duell, Sloan & Pearce; and 
‘in 


1949, “Show of Violence,” 


Blast at Comics 


‘done a signal disservice to the 


Advertising Age, November 23, 1953 


Dell Quits MPA 
After Wertham’s 


(Continued from Page 1) 
lishers, through Henry E. Schultz, 
general counsel: 

“The Ladies’ Home Journal has 


publishing industry in resurrect- 
ing Dr. Wertham’s ancient griev- 
ances against comics. Wertham’s 
extreme viewpoint has been re- 
pudiated by responsible and repu- 
table sociologists and psychiatrists 
who have seriously considered the 
subject without reference to head- 
lines or personal publicity.” 


® Dell, which is putting out about 
435,000,000 copies of comics books 
this year, began accepting adver- 
tising in ten of its 60 or so titles 
about two years ago. The company 
is known to apply fairly stiff re- 
quirements for prospective adver- 
tisers, who are limited to national 
advertisers. No mail order copy is 
accepted. 

Dell offers three covers in ten 
titles—no copy is accepted inside 
the book—and advertisers must 
take the whole page. They get a 
guarantee of 10,000,000 copies a 
month. An official at Dell said 
linage has gone up to the point 
where available covers are nearly 
all sold out for 1954. All covers are 
gone for the January-May, 1954, 
period, with one cover open in 
each of June, July and November 
and two in August, September and 
October. 


= The same official said 1953’s 
output of 435,000,000 copies was a 
gain of approximately 40,000,000 
over 1952 and about 75,000,000 
over 1951. 

The comics are offered to ad- 
vertisers as the “Animated Group” 
and the “Western Group.” The 
first includes principally Walt Dis- 
ney and Warner Bros. cartoon 
characters, the second primarily 
such newspaper strips as Lone 
Ranger and Red Ryder and comics 
based on radio and tv stars Roy 
Rogers and Gene Autry. In the 
past, Dell officials have frequently 
made the point that their comics 
are unobjectionable, citing the 
sources from which they are 
drawn. 

A letter to MPA from Dell, 
dated about Nov. 7, notified the 
association that the publishing 
house would leave the group as of 
Dec. 31. The letter, it was report- 
ed, contained no reason for the 
resignation and did not mertion 
the Journal article. Dell, however, 
was said to feel that the comics 
segment of the publishing indus- 
try does not pull the weight it 
should in the MPA. George T. 
Delacorte Jr., publisher of Dell, 
has been a director of MPA. 


a One Dell official, asked about 
the legal potentialities of the Jour- 
nal article, replied that nothing 
has been said about a lawsuit, 
adding that the matter is in the 
hands of Dell lawyers. National 
Comics is also discussing the arti- 
cle with its attorneys, AA learned. 

Dell has twice used the Post— 
most recently last Jan. 10—for 
ads intended to push the prestige 
of comics by emphasizing that 
most comics are wholesome. One 
ad featured a montage effect of 
live photography and comics char- 


the assurance-to-parents tech- 
nique had been successful and 
that the campaign would be con- 
tinued, and that possibly other 
books would be used in addition 
to the Post. 

Dell now plans, it was said, to 
spend the money originally in- 
tended to pay its MPA dues for 
a series of ads in newspapers in 
about 20 markets to refute the 
Wertham approach to comics and 
tell about its own “good” comics 
—which sell at the rate of about 
36,000,000 a month (approximate- 
ly 40% of the industry’s 90,000,- 
000-a-month total). 

In his Journal article, Dr. Wer- 
tham declared that “comics are an 
important contributing factor to 
present-day juvenile delinquency” 
and that “the average parent has 
no idea that every imaginable 
crime is described in detail in 
comics books.” 


@ He said that: “In a recent com- 
ics book which has the seal of 
approval of the Assn. of Comics 
Magazine Publishers, you learn 
that after a robbery you can es- 
cape more readily if you shoot 
out of the source of light; how to 
trade in guns; how to hijack am- 
munition; how to impersonate 
regular soldiers (I have had sev-_ 
eral cases of young people doing 
just that), and, of course, how 
to torture and kill a ‘squealer.’” 

In Dr. Wertham’s view, comics 
books have no censorship. “It is a 
widely held fallacy that civil 
liberties are endangered or could 
be curtailed by the censorship of 
children’s books. But freedom to 
publish crime comics has nothing 
to de with civil liberties...” 


a The comics industry has been 
on the defensive in recent years. 
In 1950, for instance, comics pub- 
lishers were unanimous in voicing 
opposition to New York state reg- 
ulation of their publications at a 
hearing of a joint legislative com- 
mittee on comics. At that time, 
Henry E. Schultz, executive direc- 
tor of the American Assn. of 
Comics Magazine Publishers, told 
the committee how his group 
screened the books its member 
publishers brought out. The group, 
he said, was responsible for about 
10,000,000 of the then 80,000,000 
copies of comics books that ap- 
peared. 

The following year, Harold A. 
Moore, president of the same as- 
sociation, talked of the “bright” 
future of comics books as a mass 
medium. He predicted that “ir- 
rational attacks” on comics were 
not at an end, adding that “would- 
be censors and dictators will be 
with us in the days ahead.” 


ws Five months after the Moore 
predictions, the New York state 
joint legislative committee to 
study comics magazines held 
hearings in New York City. Aim 
of the hearings was to get advice 
on possible regulatory legislation 
which would cover comics that 
featured sex and crime. 

Assemblyman Joseph F. Carli- 
no, Long Beach Republican, com- 
mittee chairman, declared that 
comics book publishers “have 
shirked their public responsibility 
in failing to perfect effective self- 
control.” 

But Leverett S. Gleason, head 
of Lev Gleason Publications, re- 
ported that the committee was 
“unfair and biased toward a great 
industry” and said that a commit- 
tee report, issued the preceding 
March, “disparages those who tes- 


acters with a headline reading, | 
“Good friends for him...and) 
mother, too...in Dell Comics.” | 
Copy stressed “wholesome her- 
oes,” “happy adventures” and the 
publisher’s “great responsibility 
we bear to you ard your chil- 
dren.” 


‘through Doubleday. 


we Last April, Dell told AA that | 


tified in favor of comics while 
giving high praise to those critical 
of comics books.” 


ws The report in question sug- 
gested that the publishers estab- 
lish a self-censoring group, other- 
wise the state “will be compelled 
to do it for them.” It also said 
that comics were objectionable 
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FAIR GOERS—Enjoying Esquire’s annual Shoe Fair party were (left to right) Les 
Hafemeister, director of advertising, Weyenberg Shoe Co.; M. F. Maher, director of . 


advertising, Florsheim Shoe Co.; Al Johnson, advertising director of International Shoe 
Co., and Herman Stock, western ad manager for Esquire. 


Ryan to Leave BAB; 
Record Ad Budget 
of $750,000 Voted 


New York, Nov. 19—After hold- 
ing the post since February, 1951, 
William B. Ryan has resigned as 
president of the Broadcast Adver- 
tising Bureau. 

A committee, headed by Robert 
D. Swezey of WDSU, New Orleans, 
was appointed to recommend a 
successor to the BAB’s board of 
directors. Mr. Ryan asked to be 
relieved of his duties as president 
effective Feb. 1, 1954, and ex- 
pressed a continuing interest in the 
work of the BAB and a desire to 


“the establishment of the effec-| 
tiveness of nighttime radio and. 
projection of a plan that would! 
materially assist the 834 BAB sta- 
tions in selling large retailers.” 
Plans for the coming year also) 
call for an intensified sales effort | 


87 


on the national level, the setting 
up of more city-wide station 
groups of the type now under way 
in more than 15 areas and exten- 


| sion of BAB-financed studies deal- 


ing with the distribution of radio 
sets. 


GQ SSS 


t You Cover— 


3. 4 QUAD.-CITIES 5 


be of service to the radio promo- 


when they dealt primarily with 
brutality, violence or crime, con- 
tained drawings showing bodily 
injury, plans for commission of 
crime, and sexually suggestive 
cartoons and semi-hidden pornog- 
raphy. 


Watson Named Milloy Exec 


William D. Watson, formerly art | 
director of M. Belmont Ver Stand- | 
i *” hi ’ : Sal 
<< See, Weeeneees agensy 7 ‘radio as an advertising medium in. 
v.p. of Milloy Advertising, Wash-| 1954. The primary objectives of 
ithis year-long campaign will be 


been appointed art director an 


ington. 


tion bureau. He made no an-| 
/nouncement as to his future plans. 

At the BAB board meeting here 
this week a record budget of $750,- 
000 was appropriated to promote 
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# At the same session, Mr. Glea-| 
son “challenged the good faith 
and competency” of Dr. Wertham, | 
psychiatrist ‘at Queens General 
Hospital, whose Journal article. 
touched off the present rumpus, 
and other witnesses. Dr. Wertham 
had told the committee that most 
of the comics books sold were 
concerned with crime, horror and 
lust and were “the cause of psy- 
chological mutilation of children.” 

Mr. Gleason asserted that com- 
ics publishers “have a profound 
sense of responsibility” about the | 
standards of the medium, and he | 
called for self-regulation as “the 
only answer.” 


e In April, 1952, Gov. Dewey 
vetoed a bill sponsored by the 
joint legislative committee which 
aimed at curbing objectionable 
comics books. The governor said 
the wording of the measure was 
so vague as to be unconstitutional. 

“Because the statute fails to 
meet fundamental constitutional 
requirements,” said Mr. Dewey, 
“its disapproval is necessary.” 

The joint committee offered the 
proposed legislation on the ground 
that state regulation was neces- 
sary, since the comics industry 
had failed in attempts at self- 
regulation. 


ws At the national level, a Decem- 
ber, 1952, report of the select com- 
mittee on current pornographic 
materials of the House of Repre- 
sentatives declared: 

“Only a small percentage of so- 
called comic books deal with com- 
edy or mirthful subjects. The great 
majority are about crime, violence, 
horror, romance, supermen, mys- 
tery, adventure, and the ubiqui- 
tous ‘westerns.’ They do not teach 
children to think straight. They 
glorify crime, make a mockery of 
democratic living and respect for 
law and order. They make law- 
lessness attractive and ridicule de- 
cency and honesty. 

“They show children how to 
make weapons and how to inflict 
injuries with those weapons. One 
comic actually printed charts of 
the human body indicating the ex- | 
act positions of the points and|} 
areas most vulnerable to physical 
assault, and told just how to at- 
tack those points and areas most 
effectively.” 


® Meanwhile, in Washington a| 
Senate judiciary subcommittee 
was scheduled to open hearings 
tomorrow on juvenile delinquency. 
The subcommittee has announced | 
receipt of some 7,500 letters from 
mothers and school teachers. Near- 
ly 90% of the letters were agreed 
that the chief reason for the grow- 
ing crime rate among young people 
is the emphasis on sex and crime 
in comics books and movies, radio 
and tv shows, | 


stoney in Food nee Oe 


write 


Ask to see a copy of the November initial issue. 


Institutional 


other fields 


Feeding and Housin 


A CONOVER-MAST PUBLICATION 


205 East 42nd Street, New York 17, N. Y. 
®This Conover-Mast Dealer Franc 


énstitutional market with its profusion of different titles. 


a hise Circulation Methed has been spectacularly successful in 
for over 25 years and is ideally suited to the problems of the far-flung, comples 


For the mass feeding and housing market... 
a New editorial service, 


a New circulation method 


Institutional 
Feeding and Housing 


The multibillion-dollar institutional market consumes tremen- 
dous quantities of food and food service equipment, mechanical 
and maintenance equipment, furnishings, decorations, building 
materials, supplies of every sort — you name them! 


Now, for the first time, you can be sure that your advertising 
will reach and command the attention of the men who buy your 
goods. Here’s why: 


1. New, valuable editorial service. To meet a critical need for 
“show-how” information on modern methods to improve 
efficiency, cut costs, provide better service, INSTITU- 
TIONAL FEEDING AND HOUSING presents appropriate 
case-histories and service reports in profusely illustrated 
editorial pages like those to the left... showing “how to 
do it” better. 


2. Uniquely effective circulation method" reaching over 
60,000 identified buyers! The readers of INSTITUTIONAL 
FEEDING AND HOUSING are actually hand-picked by 
salesmen in the field. These salesmen, working for fran- 
chised suppliers, know from personal sales contact which 
individuals buy and specify for the large hotels, restau- 
rants, industrial cafeterias, hospitals, institutions in their 
territories. The supplier pays for every copy. Therefore 
these buyers are his best customers and prospects... 
and yours. 


Now INSTITUTIONAL FEEDING AND HOUSING makes 


it possible for you to reach the buyers, regardless of title, in 
worthwhile establishments through a publication they need, 
use and want. 


For complete details about this new, better advertising medium 


us today. 
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Advertising Age, November 23, 1953 


THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $13.50 per 
column inch, Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


SPACE SALESMAN 
To work out of Chicago and cover central 
states. Excellent business now coming in 


HELP WANTED j 


MAGAZINE PUBLISHER WANTS 
CREATIVE PROMOTION MAN 


jle arch 4 erchan- 
aeane yr eartntnod aay" FB pen de- but potential far from reached yet. Well 


sirable. This is an unusual job; our em- | ¢stablished publisher. Excellent opportun- 
. dness of viewpoint ‘ty for man with initiative. 
nad } a general, rather than Box 6036, ADVERTISING AGE 
a ’ 
routine magazine experience, and on in-| 200 E. Tlinols St.._ Chicago 11,_Til. 
genuity rather than flashiness of treat- CREATIVE COPYWRITER WANTED 
ment. Our organization knows of this ad- Small, growing mid-South agency offers 
vertisement. excellent opportunity te outstanding cre- 
Box 6034, ADVERTISING AGE | ative copy man. Must be able to develop 
801 Second Ave., New York 17, N. Y. |fresh, sound campaign ideas and copy 
| for all media on all types of accounts. 
ARTIST Must be of potential management calibre. 
Small Springfield, Illinois, agency needs | Some production know-how and previous 
all-round experienced man capable of | contact experience or ability desirable. 
turning out a variety of layouts and fin- | Please send complete resume, including 
ished art to above average standard. Good | salary requirements. Your letter will be 
salary and working conditions. If you're kept confidential. 
tired of the big town rat race this is Box 6012, ADVERTISING AGE 
chance to live better and ees, . 200 E. Illinois St., Chicago 11, Ill. 
Box 6040, ADVERTIS aE ARTIST. Shoe specialist. Retall fashion 
200 E. Illinois St., Chicago 11, Ill. experience. Staff position with large 
BARNARD South African Ad Agency (JoRhannes- 
A service for employers and applicants | burg). Good salary. Fare paid. Min. 2 yrs. 
in the fields of advertising and publishing. | contract. Male or female. 
Office and Professional CEntral 6-3178 Box 6042, ADVERTISING AGE 
176 W. Adams Street Chicago 3, Ill. 801 Second Ave., New York 17, N. Y. 
Agricultural Ad Man ADVERTISING & PUBLISHING 


We're a well-established (60 years) animal| FOR ALL TYPES OF PLACEMENTS 
health firm, located in small, friendly | GEORGE WILLIAMS - PLACEMENTS 
Ohio town. Our sales have doubled within | 209 S. State St. Ha 7-1991 Chicago 
past few years. New products offer ter- ART & PRODUCTION DIRECTOR 
riffic future for growth potential. Com- WANTED 

pany enjoys AAAA1 D&B rating. Need | Small growing agency near Detroit seeks 
alert young man (under 35 preferred).| young talented art director as future 
Must be sound agricultural writer, know | partner. Write full details, experience, 
advertising production. Must get along| minimum salary. 

with people and feel freedom to delegate Box 6033, ADVERTISING AGE 
responsibility. Position is Assistant Ad- 200 E. Illinois St., Chicago 11, Ill. 
vertising Director and offers a wonderful 
opportunity for self-expression and per- 
sonal initiative. Send personal data, sam- 
ples of work in introductory letter. Box 
6032, ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, TIl. 


ARTIST to work on top national accounts. 
Requirements are crisp modern layouts 
and comps, some illustration and finished 
art. Will be key man in small aggressive 
agency in heart of Pennsylvania Dutch 
Country. Housing excellent. Salary to fit 
qualifications. 
Box 6030, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


ADVERTISING PRODUCTION 
Career opportunity in advertising depart- 
ment of major industrial corporation 
NYC for young man to age 30. Knowl- 
edge of printing and engraving processes 
including some ability at making layouts. 
Send resume including experience and 
salary desired, 

Box 6035, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 


ARTIST WANTED. Good opening in Ohio 
advertising agency for artist experienced | 
in keyline and paste-up. Must be fast | 
and accurate. Some knowledge of art 
production. Good salary if you are the 
right man, Write Box 6031, ADVERTIS- 
ING AGE, 200 E. Illinois St., Chicago 11, 
stating qualifications and salary require- 
ments. 


Unusual Opportunity 


for 
Technical Writer 


As a leading manufacturer of a line of 
cost-cutting industrial equipment in 
the fast growing oil hydraulic indus- 
try, we employ a large staff of high 
caliber research and design engineers. 
Their prolific, marketable develop- 
ments create the need for an addition 
to our executive staff—an engincering- 
trained technical writer for interpret- 
ing their work for the guidance of 
our sales training, advertising, pro- 
motion and public relations depart- 
ments. At our present pace of growth 
the position will become increasingly 
vital to our over-all operation and 
calls for a man of executive potential 
as well,as one who is primarily an 
accurate writer on all branches of 
electrical, mechanical and hydraulic 
engineering. 


We'd prefer a relatively young man 
who is an engineering college gradu- 
ate but who has had at least a short 
ability-proving stint in a technical 
writing job—perhaps as an editorial 
assistant on a technical publication or 
an assistant editor who may be a little 
impatient on his editorship advance- 
ment in the foreseeable future. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover %-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


CLIPPING SERVICE DIRECTOR 
Man or woman, thoroughly experienced 
in details of managing a newspaper clip- 
ping service, offered opportunity to man- | 
age new service in New York. Give de-| 
tails of experience and salary. 

Box 5983, ADVERTISING AGE | 
801 Second Ave., New York 17, N. Y. | 


In addition to receiving an attractive 
salary, the man we select will Ppartici- 
pate in the various employee benefits 
such as insurance program, pension 
plan and other phases of company em- 
ployee relationships that are responsi- 
ble for the long-service records of our 
employees and executives. 


We're located in a key midwestern 
industrial center that offers splendid 
living, educational and cultural advan- 
tages. If you feel you'd like to discuss 
this opening with us, write fully about 
yourself, enclosing a photo—and you 
can do so with assurance that your let- 
ter will be held in strict confidence. 
Address Box 692, Advertising Age, 
1 East Illinois Street, Chicago 11, 
Ill. 


WITH 


POSITIONS WANTED 


ADVER. AND PROMOTION DIRECTOR 
Experence at two major network owned 
radio-tv stations, leading ad agency. Also 
press relations. Married, 36. Available for 
personal interveiw. 
Box 6041, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Jil. 


Merchandising executive for top level as- 
sistant. Young woman with national mag- 
azine experience. Heavy home furnishing 
and fashion background. National retail 
contacts. Ideal for magazine or agency 
merchandising operation. 
Box 6043, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


INDUSTRIAL PUBLICITY writer avail- 
able; features, photo releases, news, house 
organs, booklets, manuals; editorial and 
trade association experience; photo serv- 
ice; New York, New Haven, Hartford and 


EXPERIENCED ADVERTISING 
AND MERCHANDISING MGR. 


available to you 


Solid background in merchandising, 
purchasing, Point-of-Purchase ma- 
terial, premiums and all Media. Ex- 
perienced in advertising appropria- 
tion control and co-op advertising. 
Held former position as advertising 
and merchandising manager of na- 
tional food concern. Experienced 
working with advertising agency. 
Proven record of organization and 
managerial ability. Salary is sec- 
ondary to permanent and challeng- 
ing position. 
Box 690 ADVERTIS'NG AGE 

200 E. Illinois St. Chicago 11, Ill. 


Boston areas. 
Address WRITING SERVICE 


Box 6038, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


REPRESENTATIVES WANTED 


Advertising sales representative to cover 
New Jersey, Delaware and Maryland for 
three well-established business papers, 
leaders in their field, to work out of our 
New York office. Should live in New 
Jersey and must have car. Splendid op- 
portunity for aggressive young man. 
Drawing account and expenses chargeable 
against commissions. State experience, 
age, present earnings and availability in 
first letter. All replies confidential. 

Box 6039, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 


Publishers’ representative for New Eng- 
land states for established trade publish- 
ing firm with several monthly merchan- 
dising magazines and annual directories. 
Excellent prospect list with many con- 


1954 IDEA CALENDAR & GUIDE 


New Edition of this popular 100- 
page book ready early in January 
... « better than ever! For all busy 
Creative People who want Timely 
Ideas and Suggestions every day of 
the year. Partial contents: Copy sug- 
gestions ... Art ideas . . . Spots 


Designs . . . Cartoons . . . Layout 
suggestions - Story plots... 
Humor suggestions . . . Suggestions 
for Gag writers Compos-O- 


Graphs . . . Blueprints to Ideas. Ten 
Dollars per copy. Check or Money 
Order; No billing. Money promptly 
refunded if you are not completely 
satisfied with your copy of the IDEA 
CALENDAR & GUIDE. 
J. R. JACOBS 
Box 162, Washington Bridge Station, 
New York 33, N. Y 


sistent advertisers. Reasonable drawing 
account. Good opportunity for experi- 
enced resident representative with own 
car, 
Box 6028, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


BUSINESS OPPORTUNITIES 


FOR SALE - ADVERTISING AGENCY 
FULLY STAFFED - RECOGNIZED 
One man owner (6 yrs.) must sell because 
of health. Located less than one hour 
from N.Y.C. Nat'l. and Consumer accts. 

Write for particulars. Confidential. 
Box 6037, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 
OUTDOOR PLANT ADV. FOR SALE 
S.W. PENNA. - NETS $15,000 
150 Highway Bulletins leased, (No Paper) 
P.O. Box 38, Washington, Penna. 


BUSINESS PAPER PROPERTY WANTED 
Responsible and well-established publish- 
ing house seeks properties, new or estab- 
lished,in the business paper field. All 
communications will be held in strictest 


of Ad men, for Ad men.. 


* 


Personnel Consultant 


to cAdvertising and the Graphic cArts 


A complete placement service 


who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 


FRanklin 2-3280 


. by an Ad man 


= Please submit details in writ- 
ing 
Box 6020, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


PUBLISHER WANTED—Founder and for- 
mer editor and publisher of several suc- 
cessful magazines has an original idea for 
a national publication with potential an- 
nual earnings of $100,000 or more. He 
would like to discuss this idea with an 
established publisher or other financially 
sound executive in Chicago or adjoining 
area, 

Box 6044, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IIL. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE | 
WILL GET RESULTS 


CREATIVE 
WRITER 


A publisher of various media for distri- 
bution within industry would Iike to in- 
terview a few qualified applicants to fill 
@ position recently created in our edi- 
torial department, 

This is a unique opportunity for any- 
one who its interested in growing with 
and becoming a part of an institution 
operating internationally. 

The person we are looking for is of no 
particular age and may be either a man 
or a@ woman. A knowledge of industry's 
problems created by employee misunder- 
standing of management objectives would 
help materially, but of greater impor- 
tance is a good educational background 
and the ability to write simply, forcefully 
and dramatically. 

Please write fully and in confidence to 


BOX 696 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ml. 


tising people. 

COPY-CONTACT. Hard line exper. 
ACCT. EXEC. 28-35. 
CREATIVE DIRECTOR. Under 40. 


All phones: CE 6-5353 110 


Pkgd. food merchand. exp. 


FASHION ARTIST. Top ability and exp. for studio. 
ASST. ACCT. EXEC. Consumer merchandising exp. Illinois 


If you desire a change, location or advancement-wise, write and tell us of 
your experience. Yours is the next move. 


GLADER CORPORATION 


“The Agency’s Agency” 
A Bonded Personnel Service 
Stanley D. Koch, Director Advertising Division 
S. Dearborn St. 


“Our 43rd Year” 
HOW ABOUT “‘HARD SELL’’ COPY? 


Over the past year, Glader Corporation ads have reflected ovr credo and 
value of intelligent, understanding interchange of positions with agencies 
and industry and advertising men and gals. Each week, hereafter, key open- 
ings will be submitted, altho our employers need the full range of adver- 


Ohio agy. $15,000 
Missouri $12,000 

Gen. agy. exp. Illinois $12,000 
Illinois $10,000 

$ 8,000 


Chicago 3, Ill. 


| WANT TO BUY... 
OR BUY INTO A 
RECOGNIZED AGENCY 


peetecetty with a volume of three 
six hundred thousand. Prefer 
Eastern U.S. but other locations con- 
sidered. Am now successfully oper- 
ating own agency. Strength: know- 
how in getting new business, mer- 
chandising, promotion and copy. 
Please submit detailed replies: ac- 
counts, billing, personnel. Box 695, 
Advertising Age, 200 E. Illinois St., 
Chicago 11, Il. 


Negro Marketer 

Young executive with fresh creative 
merchandising ideas, who has: 
e LEVER BROS. Sales and Sales Pro- 
motion, asst. buyer, and asst. sales 
manager—experience 
¢ Chain store, dept. store, manufac- 
ture, wholesaler, and voluntary 
chains—works with | 
e Convenience, shopping specialty, 
seasonal, and perishable goods— 
handled bel 
e BBA marketing; MBA advertising 
—working on. 

Box 691 ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


Equipment 

for Sale? 

If you want to sell anything 
from recording equipment to 
reproduction equipment such 
as a Multigraph machine, you 
will find the classified page of 
Advertising Age a quick, inex- 
pensive way to contact buyers. 


Walter Lowen 


PLACEMENT AGENCY 


© 

Headquarters since 1920 for 
ADVERTISING AND 

MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
Public Relations 


Please write briefly outlining your 


specific experience or personnel needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


UNUSUAL OPPORTUNITY IN 
OUTDOOR ADVERTISING ... 


Ideal for One or Two Men 
who have some knowledge of out- 
door or related advertising field. 
Located in one of midwest’s most 
prosperous markets. High standard 
operation, with N.O.A.B. recogni- 
tion and carrying national accounts 
. . » unique in its statewide scope. 
Painted units only, posters can be 
added if desired. Due to press of 
other interests, owner wishes to sell 
control to party or parties who will 
assume active operation. Requires 
$60,000 to $70,000 investment. Reply 
to Box 694, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING SPECIALTY 
SLIDE-CHART REPRESENTATIVES 


Leading manufacturer of advertising 
specialty slide-charts wants repre- 
sentatives for Michigan territory— 
and St. Louis-Des Moines-Omaha- 
Wichita-Kansas City territory. Will 
contact sales and advertising execu- 
tives of large concerns in response 
to leads from national advertising. 
Permanent position. Present repre- 
sentatives earn $10,000 to $25,000. 
Local interview with President of 
company will be arranged. Write 
fully, stating age, formal education, 
and experience. 


Box 693 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


The #6. Maxwell Co Atlante Civ Ns 
OUTDOOR ADVERTISING 


MAXWELLS HIGHSPOT DISPLAYS 


ON THE FAMOUS ATLANTIC CITY BOARDWALK 
IT’S 18,000,000 ANNUAL VISITORS 


ELECTRIC SPECTACULARS + POSTERS + PAINTED DISPLAYS 


FOR 4-A AGENCY 
CONSIDERATION 


YOU OR A DURABLE PRODUCTS 
CLIENT MAY NEED THIS SALES 
PRODUCING PROMOTION - 
MERCHANDISING MAN 


HE CAN BRING YOU a substantial 
background of 4A-Agency consumer 
and industrial ace’t supervision, re- 
tail merchandising and sales training. 

HE HAS PLANNED and directed full 
scale advertising programs in highly 
competitive fields —appliances, vacu- 
um cleaners, heating equip., controls. 

HE KNOWS HOW to wrap-up pro- 
motion packages that sell retailers 
and consumers. He knows the kind 
of help retailers need thru years of 
distributor-dealer field work. 

Availability can be arranged to 
meet your needs. 


Box 685, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 
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SERVICE—A customer stops off to buy a 

ticket and get information at United Air 

Lines’ new drive-in ticket office on the 

highway between Redwood City and Ather- 
ton near San Francisco. 


United Starts Two 
Promotions for Its 
Airline Services 


SAN Francisco, Nov. 17—A new 
way to merchandise air travel 
has been launched at Redwood 
City near here by United Air 
Lines. 

It’s a drive-in ticket office. 

Warren Burke, district sales 
manager for the airline, reports 
that a survey of local passenger 
traffic indicated approximately | 
50% of United’s passenger trade 
out of San Francisco originated | 


DETROIT MEANS BUSINESS. 


aN wes ere 


Detroit today is all action and no 
nh talk. Stores are busy. Workers are 
' busy. Automotive plants are wind- 


ing up a record-setting year. And 
a new “Big 3” battle for auto pro- 
duction and sales leadership in 1954 


The first 9 months of this year were } 
the biggest ever for Detroit stores, My 
for Detroit industry, and for Detroit 
News’ advertisers. 


in communities south of the city’s 
airport. 

When United found this out, it | 
decided to go where the potential | 


the records: 


is greatest, and it did. It built its | 
ticket office on El Camino Real, 
between Redwood City and Ather- 
ton, to accommodate residents of | 
cities up and down the San Fran- | 
cisco peninsula. 


TOTAL 
EMPLOYMENT 


in Detroit business 
and industry as of 
October 15th was 
1,440,000. This is the 
highest figure in 
Detroit history, for 
this time of year. 
And GM’s Hydra- 
Matic plants are 
now back in pro- 


® The building has an arched 
roof and glass walls on two sides. 
It has a large parking area and 
five sales personnel in the office | 
daily between 9 a.m. and 9 p.m. | 
An overhang protects customers 
from the rain. 

Mr. Burke reports that “the 


advertising value alone has been duction. 
tremendous. People talk about, 
our drive-in ticket office as much | 
| FACTORY 
as they would about the fanciest 
y WAGES 


and most successful billboard ad- 
vertisement.” 

United also has begun promoting 
nationally its incentive prizes mer- 
chandising program. The package 
is for use by companies to stimu- 
late employes to increase their 
sales by offering them glamorous 
tours on United planes. | 

Initially, United sells a company 
three tours totaling $2,250. Cali- 
fornia and Hawaii are featured | 
in these tours, but the airline will 
custom build tours for companies 
that prefer something exclusive. 


continue to lead all 
major markets of 
the nation. Work- 
ers’ weekly rates 
average $88.48. 
Family income is 
the highest of the 
country’s larger 
cities. 


—_— 


# When the contest is set, rules 
are drawn up and sent to employes 
or dealers. Then a series of month- 
ly evening meetings are held to 
stimulate interest in the _ sales, 
and films of flight tours of Hawaii 
and California are shown, pro- 
vided by United. 

Other sales helps provided by 
United include letters sent peri- 
odically to employes and dealers, 
letters to their wives to create 
additional interest on the distaff | 
side, picture postcards mailed from 
Hawaii and California with “wish 
you were here messages,” and) 
other material. The motion pic- 
tures are also made available to 
travel agents, schools, film librar- 
ies and private organizations. 

United Air Lines handles its 
own promotion out of the head 
office in Chicago. 


Agency Moves Dallas Office 
Simmonds & Simmonds has 

moved its Dallas office to larger 

quarters at 2102 Jackson St. 


—— — 


RETAIL SALES 


for the 9-month pe- 
riod, January through 
September, were 20% 
ahead of the same 
period last year. In- 
creases were shared 
by practically every 
type of business. 


BUILDING 
CONSTRUCTION 


for the first 9 months 
—residential, indus- 
trial, civic, housing 
projects—were up 
41% over the same 
_ last year. 
lant expansion by 
Ford and McLouth 
Steel continues. 


- 
a ‘a 


SA\ 
by) QS) 
450,054 Weekdays 


The Detroit News 


THE HOME NEWSPAPER 


Pe 


4) \ 
_—- ——— 7 
+ st 


552,238 Sundays 


| BANK SAVINGS 


are now the highest 
in Detroit history. 
‘| Deposits are well 
over the one-billion 
dollar mark . . . 100 
million MORE than 
last year at this date. 


BANK DEBITS 


for the 9-month pe- 
riod were consider- 
ably higher than a 
year ago, $47,885,000 
compared to last 
year’s $38,326,000. 
That’s “money in 
action” — changing 
hands for buying, 
building, selling. 


A 
. 
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Eastern Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH 
The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 


ABC March 31, 1953 


ji is already taking shape. Here are 


ADVERTISING 
LINAGE 


is the highest in 
Detroit News’ his- 
tory. Linage gains 
of The News for the 
first 9 months of 
this year were 
3,788,575 over the 
same period last 
ear... 1% million 
ines MORE than 
those of any other 
Detroit newspaper! 


DMB... 
DETROIT MEANS 
BUSINESS. 


And, in Detroit, Busi- 
ness spends more money 
with The Detroit News 
then with both other 
Detroit newspapers 
combined. 
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RAYMOND POWERS 


New York, Nov. 17—Raymond 
V. Powers, 53, v.p. of Art Gravure 
Corp., died at Roosevelt Hospital 
Nov. 15 after a short illness. 

Mr. Powers had been identified | 
with the rotogravure printing in-| 
dustry since 1914 except for two 
years’ service in the Marine Corps 
in World War I. He joined Art 
Gravure in 1919, the year the 
company was founded, and served 
as an officer from 1943 until his 
death. 


| 


| 
| 


EDWARD H. HARRIS 

Cuicaco, Nov. 17—Edward H. 
Harris, 62, who headed his own 
agency here for more than 25 
years, died Nov. 14 after a long 
illness. 


DANA H. JONES 


PASADENA, Nov. 17—Dana H. 
Jones, 55, head of Dana Jones Co. 
in Los Angeles for 25 years, died 
Nov. 14. 

Mr. Jones was a past chairman 
of the Southern California chap- 
ter of the American Assn. of Ad- 


‘TELL AND SELL YOUR STORY 
WITH GENUINE PHOTOGRAPHS - 
8x 10% | Post Cards 


vertising Agencies and a past pres- 
ident of the Los Angeles Better 
Business Bureau. His agency went 
into bankruptcy in 1950 and was. 
described as the first Four A’s 
agency to be dissolved in this way | 
in over 30 years (AA, Feb. 5, ’51).) 


JOHN OTIS HOGE 

New York, Nov. 19—John Otis. 
Hoge, 44, v.p. of Huber Hoge & 
Sons, died yesterday in Flower-.| 
Fifth Ave. Hospital after a brief | 
illness. 


Born here, Mr. Hoge attended |. 


Williams College and then entered 
the advertising agency founded by 
his father. At his death, he was 
also president of the United Safe- 
way Co., a distributor of drug 
products. He had previously been 
v.p. of United States Television 
Mfg. Corp. 


CHESTER M. ADAMS 


HARTFORD, Nov. 18—Chester Mil- 
ton Adams, 47, general sales man- 
ager of Bridgeport Brass Co., died 
Nov. 12 at Newtown, Conn., after 
a three-month illness. He was 
named general sales manager last 
January. 


Keiding to Paulson-Gerlach 
Keiding Paper Products Co., 


Milwaukee maker of paper-mache 
products, has appointed Paulson- 
Gerlach & Associates, Milwaukee, 
to direct its advertising. Business 
publications and direct mail will 


be used. 


HOLMES M. BROWN has been promoted 
to manager of public relations for the 
Ford division of Ford Motor Co., Dearborn, 
Mich. He succeeds J. W. Clarke, who has 
been advanced to the company’s central | 
staff as manager of public communication. 
For the past year Mr. Brown has been with 
the company’s sales and advertising staff 
on special assignments. 


KGO Appoints Williams | 
Will Williams Jr., formerly di- | 


rector of Community Fund and. 
United Crusade promotion in San) 
Francisco, has been named pub- 
licity-promotion director of KGO 
and KGO-TV, San Francisco) 
American Broadcasting Co. outlet. 


Pincetich Joins Matson PR 


John Pincetich, formerly assist- 
ant director of public relations of 
Hawaiian Pineapple Co., Honolulu, 
has joined the San Francisco p.r. | 
staff of Matson Navigation Co. 


Ke yy 
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National Nielsen Ranking of Radio Shows 
Week of Oct. 4-10, 1953 
All tigures copyright by A. C. Nielsen Co. 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (1,835) 
1 Rare, Tmtiie Temalar Gaver Drm, GID. cccscccccsscccesccccssnsssnsccanscessesasececestios 3,625 
2 Bo Gh GR PR ay, GIO red aciknccesnaes ce aiscsnviicnsaisoanisvenndscacscions 3,536 
3 mms: ire Tami GRMN, CI cisss sates casscscsiessaccscdoncinasscosssosnesestsivd 3,491 
4 Dame “Wr Dae, CIs GIN <iditretacecetatestsvsniccdasinsccibissensicsioncceiontes 3,401 

i § Jack Benny Show (American Tobacco, CBS) .........cccccccccceeeeee 3,133 
6 My Little Margie (Philip Morris, CBS) 00.0.0... 3,133 
7 You Bet Your Life (DeSoto-Plymouth, NBC) o..........ccccccccccscccsseeeeeeees 3,043 
8 PRIS GMD Gh I WD accceviaatiracticnadansccsiicecedcisretnersevsicesnesets 2,954 
ss SOE OTP CI, TD cas acicctsineticctiescsctisicssicsasccosscecessessenneen 2,909 
10 Bing Crosby Show (General Electric, CBS) .....ccccccccccccsccescesseessescesscesseeee 2,909 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,119) 
1 One Man’s Family (Miles Laboratories, NBC) ............cccccccccssescesseseeeeeseee 2,596 

2 News of the World (Miles Laboratories, NBC) ............:cccccssesceseeseeeeeee 2,148 
3 Cees TRRSIRINT CEPNNIINE Bett PROD scsceniciciscansntesecesinscesncscisesorsieveersinseeias 1,701 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,701) 
| 1 World Series (Gillette, MBS) sSipeNiacciniiivcssesa tavenaasanrnidcball 6,087 
2 Arthur Godfrey (National Biscuit, Fri., CBS) ........ccccccccsccsceeseeseeeeeeeevees 3,088 
3 Arthur Godfrey (Liggett & Myers, CBS) cncccccccssorssscscssccccsssssssescssesesscoseee 2,909 
4 eee May I I. MID scsacisicciehssnssesdsiasamiedabandenncinirciasnterii 2,685 
5 Romance of Helen Trent (American Home Products, CBS) ..............::0+ 2,641 
6 Arthur Godfrey (National Biscuit, Tues. & Thurs., CBS) ...........ccccccceeee 2441 

7 Arthur Godfrey (Pillsbury, CBS) 2,596 

| 8 Wendy Warren & The News (General Foods, CBS) ...........cccccccesceeseee 2,551 
9 ne MIPIM ORD a cdiccnsnssavcssccdessavecesvsetesznctteisssesonasscesenscten 2,462 
10 SPUN NUN: MIN NID si acarscncocsssncosasnsiérennenbenansinddonsnoncionnnte 2,417 
| DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (985) 
| ree I Cs IU | hctirincaitacanicesecnticcdtansniceiscscctsecestsssinasiessrecsin 7,027 
2 Wilson Glickman & Lee (VCA Laboratories, MBS) ......ccccccccscscereeeee 1,432 

3 World Music Festivals (Willys Motors, CBS) ......cccccccscsseseseeeeereees 1,208 

| DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,029) 
1 Stars over Hollywood (Carnation, CBS) ..cccccccscscssssessseseeesenseesseeseerees 2,238 

| 2 RE I I earthen daca ica be seine scocaubddmaabennaecnsa taney 1,969 
| 3 Theater of Today (Armstrong, CBS) 1,835 


the DAN EX OYIE 


Located in the heart 
of the nation's newest 
oil discovery, the 
Williston Basin, KFYR 
also gives saturation 
coverage in one of the 
nation's richest farm 
regions. Loud and clear 
in a larger area than 
any other station in 
the nation—where 
coverage counts! 


KFYR 


UV 


© Represented 
by JOHN BLAIR 


Those Folks yp n KFYR- 
land are loaded with O//.. 
-.and last yea ad $2 

milion gross 
tatim incorme 
to boot. 


BISMARCK, N. DAK. © NBC AFFILIATE ¢ 550 KC 5000 WATTS | 


*The percentage of homes reached (‘‘Nielsen-Rating’) may be determined by comparing 
the number of homes reached with 44,756,000, the 1953 Nielsen estimate of total U. S. 


radio homes. 


writes agency 
vice-president 


James J. D. Spillan 
Doremus-Eshleman Co. 


Philadelphia 


Have you ever thought of Adver- 
tising Age—or of any helpful 
reading material — in this light? 
Listen to Mr. Spillan: 


“The competitive, the combat- 
ive, are rarely part of the home 
atmosphere. Those stresses are 
more or less locked up with your 
desk. So you are in a more gen- 
erous mood in your favorite 
chair, surrounded by your favor- 
ite walls, amidst your favorite 
people, and in front of your fa- 
vorite reading. 


“You are in a buyer (not seller) 
environment. You are more hu- 
man — less mechanical. You are 
impounding — not expounding. 
You note a change of an account 
with more of a tinge of sympa- 
thy rather than a gioat. Withal, 


Advertising.” 


My Name. 


“For a more generous 


perspective—| read 
AA at home” 


Valuable Handbook Free 


ADVERTISING ACE 
Dept. N23, 200 E. Illinois St., Chicago 11, Illinois 
Please enter my 1 year subscription to Advertising Age and 


mail it to my home address. I am to receive FREE a copy of 
the Handbook, “Putting Retail Salesmanship into National 


your ambition is alerted for in- 
centives that were never so near. 
Well, that is somewhat the way 
I feel about AA at home.” 


Not a word can we add to that 
— Mr. Spillan says it all so beau- 
tifully. Why not do as he does? 
Send in the coupon below for a 
personal subscription SENT TO 
YOUR HOME... and get FREE 
a copy of AA contributor Clyde 
Bedell’s new handbook, “Putting 
Retail Salesmanship into Na- 
tional Advertising.” 


Title 


Company 


Home 
Company 


{ Street 


City 


( My check for $3 is enclosed. (1) Bill me later. [) Bill firm. 


z State. 


i 
} 
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i ; | organizers of Purity Baking Co. in 
Edwin Fleischmann, 'St. Paul. About 1920, he and W. B. 
iat} |Ward of Buffalo formed Unit 
Calvert Distillery Bakeries Corp., which controlled 39 
7 | bakeries in 31 cities in the East, 
Founder, Dies at 61 ‘South and Midwest. In 1924, 
BALTIMORE, Nov. 18—Edwin M. Messrs. Smith and Ward formed a 
Fleischmann, 61, president of the syndicate and bought Ward Baking 
Fleischmann Corp. and a founder Co. In 1927 Mr. Smith retired from 
and former president of Calvert the bakery field but maintained 
Distillery, died Nov. 16 at his his interest in investments and pro- 
home here. He had been ill for. 
the past six months but continued 
to visit his office until a few 
weeks ago. 
Born here where his family had 
been identified with the Maryland 
distilling industry for three gen- 
erations, Mr. Fleischmann §at- 
tended Baltimore City College and 
Johns Hopkins University, and 
started his career as a salesman 
in the family business. During the 
prohibition era he founded Quiet 
May Oil Burner Corp. 
In 1933 he founded Calvert Dis- 


tillery, largest in the country spe-| 


cializing in the production of rye 


_motion. 


G. S. STANDISH JR. 


PROVIDENCE, Nov. 18—Granville 
|S. Standish Jr., 50, until recently 
_v.p. of Standish-Barnes Co., out- 
|door company, died Nov. 16 in 
Sarasota, Fla. 
| He had devoted his life to the 
| advertising business, but retired 
last January because of ill health. 
| His death follows by three weeks 
_the death of his father, Granville 
|S. Standish Sr. (AA, Nov. 2). He 


is survived by a brother, Myles 
Standish, who is president of the 


Outdoor Advertising Assn. of) 
America. 
WALTER BATTENFIELD 


Des Moines, Nov. 17—Walter E. | 
Battenfield, 63, president of Walter 
E. Battenfield Co., died at his 
home after a long illness. 

In 1923, Mr. Battenfield and the | 
late John Ball formed the Batten- | 
field & Ball agency and when Mr. | 
Ball retired later the name was'| 
changed to Walter E. Battenfield | 
Co. Because of his ill health Mr.) 
Battenfield had been inactive since 
August, 1948. 


WILLIAM DeRITTER 
RocueEster, Nov. 17—William D. | 
DeRitter, founder of DeRitter 


Display Advertising Co., died Nov. 
12. Mr. DeRitter was in the dis-!| 
play business here for 30 years. 


SIOUX CITY INCOME ABOVE NATIONAL NORM! 


SALES MANAGEMENT, NOV. 10, 1953 


r-* $0 to $2,500 to $4,000 to $7,000 
County Name $2,499 $3,999 $6,999 and over 
U S. 4 of % of » A of % of % of % of % of A of 
pttys Units Income Units Income Units Income Units Income 
Average—All -_— 
Gusiaitin 31.4 10.5 25. ! 19.0 30.9 36.0 12.6 34.5 
1 ‘Sioux City 26.4 8.5 28.1 20.2 | 328 36.5 12.7 34.8 
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THE SIOUXLAND MARKET AREA 


Qut POPULATION 814,800 
ep RETAIL GROCERY SALES $105,480,000 
GROSS FARM INCOME $1,025,239,000 


(Exceeds 37 States) 
SALES MANAGEMENT 


Che Siowy City Sournal 


JOURNAL-TRIBUNE 


a 


NATIONAL REP. JANN & KELLEY, INC: 


whisky. In 1934 the company was 
purchased by Distillers Corp.-Sea-_ 


grams, but Mr. Fleischmann con- 


tinued as president until 1948, 


when he resigned. 


w Later, he became president of 


Lansdowne Distillery and _ the 
Hartford County Distillery at 
Havre De Grace, Md. More recent- 
ly he entered the chemistry field 


as president of San Jacinto Chem- 


ical Corp., Houston. 

In 1942 he was named to the 
Distilled Spirits and Wine Indus- 
try Traffic Committee of the War 
Production Board. In 1948 the 
Marcelle Fleischmann Foundation, 
a philanthrophy he founded, made 
a grant to Cornell University 
Medical College for a study of 
tropical disease. 

He was a member of the Mar- 
keting Executives Society, a for- 
mer president of the Baltimore 
chapter of the American Council 
for Judaism, and a former direc- 
tor of the Baltimore Assn. of Com- 
merce. 


JOHN E. CULLEN 


BALTIMORE, Nov. 18—John E. 
Cullen, 57, former publisher of 
Baltimore News-Post and Balti- 
more American and a member for 
several years of the general man- 
agement staff of the Hearst pub- 
lications, died last night in a local 
hospital from complications fol- 
lowing pneumonia. 

Born and educated here, he be- 
gan his career on the Baltimore | 
Sun, becoming managing editor. 
He then moved to New York and} 
became advertising and business 
manager of the old New York 
Mail. In 1918 he returned here as 
an official of Baltimore Transit 
Co. 

In 1922 he joined the Hearst 
organization in Milwaukee. When 
the late William Randolph Hearst. 
bought the News and the Ameri- 
can here, Mr. Cullen returned to 
Baltimore and reorganized the 
papers. He was later transferred 
to the general management staff 
in New York. In 1925 he returned 
here as publisher of the News and 
American. In recent years he was 
a field representative of the Dis- 
tilled Spirits Institute. 


GEORGE B. SMITH 


NEw York, Nov. 17—George By- 
ron Smith, 87, retired president of 
Ward Baking Co. and board chair- 
man of Continental Baking Co., 
died Sunday at his home after a 
long illness. 

A native of Nova Scotia, Mr. 
Smith had a varied career as sailor, 
farmer, street car conductor and. 
securities salesman before he be- 
came a salesman in 1907 for Ward- 
Corby Co., Boston, parent concern 
of the organization later known as 
Ward Baking Co. 

In 1911 Mr. Smith became man- 
ager of Ward’s Chicago plant, and 
four years later was one of the 
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FIRST NATLONAL BANK 


Pay to order of 


FOR PLUMBING, HEATING 
AND COOKING 


different kinds 
bigger sales in 
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DOLLARS 


An invitation to write your 


own check for 1954 Midwest 
Farm Market Sales 


Our farmers themselves tell you what they want 
—and in what quantities! This 10th annual “Buy- 
’ survey shows the 1,290,341 farm 
family subscribers of Midwest Unit Farm Papers 
are in the market for amazing totals of some 300 


of products and services. Go after 
the 8 Midwest states where — 


© Farm income is more than double the average for 
the remainder of the country. 

Farmers are local dealers’ best customers. 

® Rural population dominates and 9 out of 10 of the 
best farm families depend on their Midwest Unit 


Farm Paper 


as their chief source of information— 


including buying information. 

Reserve your copy of ‘‘1954 Buying Intentions’’ 
now. Then write your own check for next year’s 
sales to Mr. and Mrs. Midwest Farmer by deliver- 
ing your sales message to them through the Mid- 
west Farm Paper Unit —one order, one plate at a 
substantial saving in rates. 

SALES OFFICES AT: 250 Park Avenue, New York 


so ant ’ 
nee 1ow 


NEBRASKA 


17... 59 East Madison St., Chicago 3 
. «. Russ Building, Son Francisco 4... 
1324 Wilshire Blvd., Los Angeles 17... 
505 Ervay St., Dallas 1. - 


WHERE FARMING IS BIG BUSINESS...-.AND GOOD LIVING! 
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Cuicaco, Nov. 17—Fresh’ndaire 
Co. will enter its third year in the 
room air conditioner field with a 
quadrupled advertising and sales 
promotion budget. 

A division of Cory Corp., the 
company will break the campaign 
| with a four-page, two-color insert 
in January show issues of Air 
| Conditioning & Refrigeration News 


business paper, executive, class 
and professional publications are 
scheduled for later insertions. 

The complete merchandising 
package will be described to Fresh- 


od 


booklet outlining the program and 
2 listing sales material, six mailing 
or - C ; : ’ 
Ae A Have SH Phoker | pieces and nine ads. 
Company EF a” lorfinise 


Your Advertising Agency 
has all the facts 


UTAH DIVISION 


| professional men. A four-page in- 


Tie this tag on your product by 
advertising in The Cleveland Press. 
Retail merchants do it every buying day. 


7 out of 10 read 
THE 


CLEVELAND PRESS 


OHIO’S LARGEST NEWSPAPER 


Cleveland Press 


‘and Electrical Merchandising. Fifty | 


*ndaire field representatives in ay 
three-day meeting opening Dec. 7. | 
The package includes a 24-page | 


| 


s Ads are aimed at executives and}. 


Fresh’ndaire Quadruples Ad Budget for 
‘54 Air Conditioner Sales Competition 
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INSERT—Eight questions are asked of doc- 
tors in this first page of a four-page 
Fresh’‘ndaire insert to appear in medical 
journals. Five yes answers makes a doctor 
modern and means he needs an air con- 
ditioner. 


sert to appear in medical journals 
has been adapted to mailing 
|pieces for doctors and _ business 
/men. Liberal use is made of sophis- 
i\ticated art, lower case lettering and 
novel layout. Magenta and black 
are used in inserts, mailers and 
booklets. 

Herbert Baker Advertising is the 
agency. 

A comparative newcomer, 
Fresh’ndaire introduced its line 
of one-half to one ton room cool- 
ers in 1952. Production schedules 
call for tripling 1954 output over 
that of this year. 


Linmark Names Gramercy 


Linmark International Corp., Ja- 
pan, has named Gramercy Adver- 
tising Co., New York, to handle 
its advertising, merchandising and 
publicity in the U. S. Morton D. 
Glassman, 276 Fourth Ave., New 
York, has been ‘named sales man- 
ager in charge of U. S. operations. 
Linmark sells cultured pearls. 


Mrs. Wolfe to Davis-Parsons 


Mrs. Betty Ryan Wolfe, formerly 
associate editor of Flying Maga- 
zine, has joined the staff of Davis- 
Parsons, New York agency. Mrs. 
Wolfe will assist William D. Stroh- 
meier, v.p., in serving aviation ac- 
counts. 


McKinney Boosts Hargrave 
Winston Hargrave, assistant to 
the president of Harris D. McKin- 
ney Inc., Philadelphia agency, has 
been promoted to director of media 
and research. Mr. Hargrave will 
continue at his present post. 


Two Name Moran, Hedekin 


The Fauquier Democrat, War- 
renton, Va., and the Stanly News 
& Press, Albemarle, N. C., have 
named Moran, Hedekin & Fischer, 
New York, to represent them na- 
tionally. 


Peterson to Harshe-Rotman 


Virginia K. Peterson, formerly 
an information specialist with tne 
U. S. Department of Agricuiture, 
midwest regional office, has been 
|eppointed to the editorial staif of 
the Chicago office of Harshe-Rot- 
man, public relations consultant. 


Perry Promoted to S.M. 


| Armin R. Perry, secretary and a 


director of Niagara Lithograph Co., 
Buffalo, has been promoted to gen- 
eral sales manager, a new post. 
Mr. Perry will continue in his 
present positions. 


-WIJBK-TV Names McMurray 


| Maurice E. McMurray, formerly 
| with the tv network sales depart- 
ment of National Broadcasting 
|Co., has been appointed tv sales 
‘manager of WJBK-TV, Detroit. 
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Hildreth Predicts Good Year Ahead for 
Advertising at NBP’s Annual Meeting 


(Continued from Page 1) 
advertising press, the association 
is urging members to run them 
in their own papers, and many of 
those present indicated that they 
would do so. 


Don Murphy, of the G. M. Bas- | 


ford Co., the NBP agency, showed 
a number of typical advertise- 
ments in the new series, and said 
that business leaders have been 
enthusiastic in cooperating in this 
way. 

Lansing Chapman, publisher of 
Medical Economics and chairman 
of the legislative committee, said 
that the association is protesting 
the inclusion of controlled circula- 
tion publications in the request 
for rate increases submitted by the 
Post Office Department to the In- 
terstate Commerce Commission. 
Legal representatives of the as- 
sociation, he said, have appeared 
before the ICC and insisted that, 
since Congress established a spe- 
cial postal classification for con- 
trolled circulation media, the com- 
mission has no authority to pass 
on rates as far as they are con- 
cerned. If the ICC approves the 
rates proposed by the Post Office 
Department, he said, the matter 
will be appealed to the courts. 


# Arthur H. Dix, Conover-Mast 
Corp., chairman of the research 
committee, said that the associa- 
tion is establishing a product re- 
search index, which will be main- 
tained at the headquarters office, 
and which will enable advertisers 
and agencies to determine whether 
surveys of the markets for indi- 
vidual products have been made 
by member publications. 

Albert J. Robertson, Assistant 
Postmaster General, bureau of 
finance, adressed the Thursday 
luncheon session and reviewed the 
progress which the Post Office has 
been making in modernizing its 
equipment and methods. The ap- 
pointment of Eugene J. Lyons as 
Assistant Postmaster General to 
head the new bureau of person- 
nel, he said, coincided with the 
new program of employe training 
and examination. Another forward 
step in postal operation is the de- 
centralization program, whereby 
regional offices are being estab- 
lished to serve the post offices in 
their areas. The first regional of- 
fice will be opened in Cincinnati 
next Tuesday, and others will fol- 
low shortly thereafter. 


s Mr. Robertson said that the Post 
Office is revising and eliminating 
rulings and regulations which are 
burdensome to publishers. Typical 
of these is the elimination of man- 
ual weighing of publications. 
Marking of copies to identify ad- 
vertising, carried at a different 
and higher rate, has also been sim- 
plified, he reported. 

The speaker emphasized the fact 
that the Post Office aims to wipe 
out its annual deficit and become 
self-supporting, and that new and 
“realistic” rates are needed in 
order to accomplish that objective. 

Harvey Conover was. elected 
chairman of the board of the NBP 
at a directors’ meeting following 
the convention. Vice-chairmen 
are Arthur F. King, King Publica- 
tions, San Francisco, reelected, 
and two additional v.p.s, chosen 
for the first time, William J. 
Rooke, president of the W.R.C. 
Smith Publishing Co., Atlanta, and 
David R. Watson, president of 
Modern Railroads Publishing Co., 
Chicago. 


s Leonard Tingle, Progressive 
Grocer, New York, was elected 
treasurer, and Mr. Harper was re- 
elected president and secretary. 
New directors chosen at the 
convention are Robert B. Luchars, 
president of Industrial Press, New 
York; Emil Stanley, president of 


re ‘ ie at eg 


'Traffic Service Corp., Chicago; 


F. Morse Smith, v.p., Thomas) 


Publishing Co., New York, and 
Robert Smith, general manager, 
‘Medical Economics, Rutherford, 
iN. J. 

Retiring directors are Mrs. E. 
'R. Coombes, Mechanization Inc., 
| Washington; George O. Hays, Pen- 
,ton Publishing Co., Cleveland; 
Marshall Haywood, Jr., Haywood 
Publishing Co., Chicago, and E. 
Lyman Bill, Bill Bros. Publishing 
Co., New York. 


= The two-day meeting opened 
with five concurrent round tables, 
at which a variety of publishing 
problems were discussed. Each 


representative of publishing, ad- 
vertising and agency field to lead 
the discussion, and attendance at 


score to more than 100. 

Richard S. Kline, Gardner Pub- 
lications, Cincinnati, presided at 
a round table on standards of prac- 
tice. His discussion leaders were 
Marshall B. Hanks, advertising 
manager, Gisholt Machine Co., 
Milwaukee; Roy Boyer, media de- 
partment manager, Leo Burnett 
Co.; and Frank D. Thompson, In- 
dustrial Laboratories Publishing 
ca 

The round table on sales presen- 
tations, which attracted the largest 
crowd, was directed by David R. 
Watson. Discussion leaders were 
Carl D. McWade, advertising man- 
ager, Skil Corp., Chicago; William 
A. Marsteller, president, Marstell- 
er, Gebhardt & Reed, and Leslie A. 
Watt, Watt Publishing Co. 


® Arthur H. Dix, Conover-Mast 
Publications, headed the round 
table on market research. Discus- 
sion leaders were George L. Staudt, 
advertising manager, Harnischfeg- 
er Corp., Milwaukee; Norman D. 
Buehling, president, Fensholt Ad- 
vertising Agency, and James W. 
Zuber, Steel. 

The discussion on editorial con- 
tact was directed by E. S. Gillette, 
Scranton Publishing Co. Discussion 
leaders were G. A. Shallberg Jr., 
director of advertising, Borg- 
Warner Corp.; Frank V. Birch, 
president, Klau-Van Pietersom- 
Dunlap, Milwaukee, and Nathaniel 
Beck, Putman Publishing Co. 

A reader interest round table 
was directed by Kingsley L. Rice, 
Technical Publishing Co. Discus- 
sion leaders were Otto R. Stadel- 
man, v.p. and media director, 
Needham, Louis & Brorby, and C. 
Laury Botthof, Standard Rate & 
Data Service. 


# A summary of the discussion at 
each of the round tables was pre- 
sented by the various chairmen at 
the afternoon session. 

At the Wednesday luncheon, 
William C. Sproull, director of ad- 
vertising, Burroughs Corp., De- 
troit, and president, National In- 
dustrial Advertisers Assn., told the 
publishers how his organization 
strives to integrate the 75 to 100 
business publications it uses in a 
planned selling program directed 
at the wide variety of fields in 
which Burroughs accounting ma- 
chines are used. 

Burroughs advertising, he re- 
ported, is designed to help sell 
business machines to business men 
| for business purposes, and is based 
_on the premise that “no sales will 
be consummated until we have a 
|trained salesman in the presence 
of a prospect.” 

With this thought in mind, Mr. 
Sproull reported, Burroughs uses 
sales training material, direct mail, 
| printed 
|business paper advertising and 
‘general advertising, all as parts of 
an integrated marketing program, 
in which no single unit can well 
‘stand alone. 


the round tables varied from a 


round table had a chairman and a_ 


4 ae 


AT NBP MEETING—At the head table at National Business Publications’ fall meeting 
in Chicago last week: At top are Marshall B. Hanks, Gisholt Machine Co.; Carl D. 
McWade, Skil Corp.; and George L. Staudt, Harnischfeger Corp. In the center photo 
are Norman D. Buehling, Fensholt Advertising Agency; Raymond P. Wiggers, Glenn- 
Jordan-Stoetzel and president, Chicago Industrial Advertisers Assn.; William A. 
Marsteller, Marsteller, Gebhardt & Reed; Frank V. Birch, Klau-Van Pietersom-Dunlap; 
and G. A. Shallberg Jr., Borg-Warner Corp. In the lower picture ore Joseph S. 
Hildreth, president, Chilton Co., and retiring NBP chairman; William G. Sproull, 


Burroughs Corp. and president, National 


Industrial Advertisers Assn.; and Robert 


E. Harper, president, NBP. 


,a holiday 
leaflets and _ brochures, 


TV Nets Sign ReaLemon, Whitehall, 
General Mills; La Rosa Signed for Radio 


New York, Nov. 19—There were 
several advertisers going through 
the revolving doors at the tele-| 
vision networks this week, and 
CBS Radio picked up a sponsor for 
the country’s most publicized sing- 
er, Julius La Rosa. 

ABC-TV signed ReaLemon-Pur- 
itan Co. (ReaLemon juice) as co- 
sponsor of the Tuesday and Thurs- 
day segments of John Daly’s 
newscast. Schwimmer & Scott is 
the agency. Whitehall Pharmacal 
Co. is presenting half of this 
across-the-board program. 

CBS-TV will bring in Kelvinator 
(Geyer Advertising Agency) as the 
fourth regular sponsor of “Omni- 
bus” effective Jan. 3. There are 
now three sponsors on the show, 
which has availabilities for four. 
Until Kelvinator moves in, the 
fourth spot will be filled for three 
Sundays by Schick Inc. (Kudner) 
and Parker Pen Co. (J. Walter 
Thompson Co.) for one. One of the 
three current regulars on the tele- 
cast, American Machine & Foundry 
Co. will drop out of the sponsor 
list in January. 


| 
| 
| 


® This week General Mills, 
through William Esty Co., started 
a new twice weekly quarter-hour 
series, “Barker Bill’s Cartoons,” on 
Columbia. 

The much-talked about point of 


when Bing Crosby will make his 
debut as a sponsored tv star has 
been settled by Mr. Crosby, CBS) 
and General Electric. His first pro- | 
gram for GE, with others to fol-| 
low before too long, the advertiser 
hopes, will be Jan. 3 at 9 p.m., EST, 
with Jack Benny as guest. Agency | 
for this event is Batten, Barton, 
Durstine & Osborn. 

This network also has sold a 
Christmas special to Sealtest (N. 
W. Ayer & Son), which will air 
“Big Top” show on 
Christmas Day at 3 p.m. This will 
be in addition to the regular week- 
ly “Big Top” circus telecast. 


® Pre-holiday business set by 


|NBC-TV includes a two-segment 


buy of “Welcome Travelers” by 
Parker Pen, which also will take 
over the “Hallmark Theater” time 
for a special telecast, in coopera- 
tion with Time magazine, on the 
“Man of the Year.” This show will 
be aired Dec. 6. 

Starting Jan. 28, Revlon Prod- 
ucts Corp. will present “Mr. and 
Mrs. North,” which formerly was 
carried by Colgate, on NBC-TV. 
Revlon agency’s is William H. 
Weintraub & Co. 

The cancelation of “Bonino” by 
Philip Morris and Lady Esther at 
the end of its first 13 weeks will 
make the Saturday 8 p.m., EST, 
spot on this network available after 
Dec. 26. NBC-TV had several hot 
prospects to fill the time as this 
story was written. 

CBS Radio’s new business was 
the sale of the Monday broadcast 
of the “Julius La Rosa Show” to 
Campana Sales Co., through Wal- 
lace-Ferry-Hanly Co. The young 
singer was given his own network 
show in the wake of front-page 
publicity following his public fir- 
ing by Arthur Godfrey. Campana’s 
contract begins Jan. 18. 


RUSSELL C. LEWIS 


Cuicaco, Nov. 18—Russell C. 
Lewis, 55, western advertising 
manager for Conde Nast Publica- 
tions, died Nov. 16 after a long 


| illness. 


Mr. Lewis attended New York 
University, where he was elected 
to membership in Phi*Beta Kappa, 
and joined Conde Nast as a repre- 
sentative for House & Garden and 
Vanity Fair. He left the company 


in the early 1930s to become west- | 


ern advertising manager for But- 


|terick Publishing Co. In 1934, Mr. 


Lewis rejoined Conde Nast and 
subsequently was named western 
advertising manager. 


Erwin, Wasey Boosts Johnson 

Roger M. Johnson, for the past 
year director of research of Erwin, 
Wasey & Co., Los Angeles, has been 
promoted to director of media and 
research. 


Samish Found 
Guilty; Jury 
Out 11 Hours 


(Continued from Page 1) 
juror said. “We were very careful 
about that.” 


@ The verdict was returned by 
Mortimer A. Kelleher, the foreman 
who handed the sealed verdict to 
deputy U.S. marshall Herbert Cole, 
who then passed it up to Federal 
Judge Oliver D. Hamlin. As the 
verdict was read by Anthony Die- 
penbrock, the court clerk, Samish 
sat hunched low in his chair with- 
out perceptible emotion. 

It was learned that when the 
jury first began deliberating Mon- 
day evening it was eight to four 
for conviction. There were 12 bal- 
lots in all, and on the next to last 
ballot the vote was ten to two for 
conviction. 

For more than two decades, Artie 
Samish has bulked large on the 
California political scene as “pub- 
lic relations counsel” for the Cali- 
fornia Brewers Institute and 
Schenley Distilleries. He came into 
national prominence only in 1949 
when Collier’s magazine described 
him as “The Secret Boss of Cali- 
fornia.” 


= The case was built around 
whether or not the monies paid 
by the Biow Co. to Mr. Samish 
were in fact income for the liquor 
lobbyist, or whether they were po- 
litical contributions and gifts made 
directly by Biow. The defense had 
contended that the payments were 
not income since all the money 
went to other persons directly, 
with Mr. Samish acting only as 
an intermediary either to deliver 
the checks from Biow or to request 
payment to certain persons named 
by him. 

The jury had to decide whether 
or not, in the words of Judge O. D. 
Hamlin, “it was the intention of 
both the Biow Company and the 
defendant that monies given by 
the Biow Co. to the defendant were 
political contributions of the Biow 
Co.” If they were, “those monies 
would not be taxable to the de- 
fendant. However, if the Biow 
Co. gave monies to the defendant 
as compensation for services ren-~ 
dered and the defendant used those 
monies fer political contributions, 
those monies would be taxable to 
the defendant.” 


® In his closing defense of his cli- 
ent, Attorney Harold G. Faulkner 
charged that the government was 
out to get Mr. Samish as a tax 
evader for the purpose of destroy- 
ing him “no matter how.” He as- 
serted that the government built 
its case against Mr. Samish on the 
“perjured” testimony of witnesses 
recruited from a “gilded and gold- 
studded gutter.” 


Form Meridian Co. 

Murray A. Abrams, formerly 
sales manager of Sloan & Co., Chi- 
cago, has become a partner with 
Dan Grayson in the formation of 
Meridian Co., Los Angeles. Mr. 
Abrams will take charge of sales 
and merchandising for the com- 
pany, which will market a com- 
plete line of “do it yourself” hard- 
wood furniture. In addition, a spe- 
cially developed finishing kit will 
be distributed for use on the fur- 
initure. The finish is produced by 
Glidden Co. 


Y&R Moves L.A. Office 


Young & Rubicam has moved 
the general advertising section of 


its Los Angeles offices into new 
quarters at 611 Wilshire Blvd. De- 
partments moving include media, 
copy, art, merchandising, contact, 
production and traffic. The radio 
_and television department will re- 
‘main at 6253 Hollywood Blvd. 
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Handles McCulloch Saws 


In its Nov. 16 issue, AA incor- 
rectly stated that Stromberger, La 
Vene, McKenzie, Los Angeles 
agency, has been named to handle 
the account of McCulloch Motors 
Corp., Los Angeles. West-Marquis, 
Los Angeles, has handled McCul- 
loch chain saws, motor earth drills 
and portable pump advertising 
since 1946 and will continue to do 
so. Stromberger, La Vene, McKen- 
zie will handle only McCulloch 
automotive products. 


Five Life Insurance Companies Report 
Successes with Advertising Programs 


(Continued from Page 2) 
4% interest on both dividends and 
policy proceeds. 
Newspapers, television and out- 
door were used, with heavy em- 
phasis on newspapers. Direct mail 


was used also. 
Mr. Ljung said the drive was 
highly successful and a cartoon 


character, “Mr. 4%,” captured the 
t does 
he Negra: market aet ‘include fancy of both the agents and the 


the Negro Traveler, you are miss'aq public. Future drives using “Mr. 
decried third of your Negro potentiel. 4%" are being planned. 

The’ Negro | Traveler is the oldest Freitag Advertising Agency, At- 
Negro picture PCM janta, handles the Jefferson ac- 
and reaches the’ most stable of all count. 

Negro markets. Published by 


Wf your advertising schedule -in 


es “We think we proved adver- 
tising does pay,” Robert E. Temp- 
lin, assistant director of agencies 
for Northwestern Mutual Life In- 


group. 


ook, Ma! 
I’m unique! 


Every publisher’s fondest dream 
is that there be no other book 
like his. 


When we at MECHANIZA- 
TION, INC., gave 
birth to UTILIZATION, the issue was so unique 
that to this day no publication does what 
“Uty” does, goes where ‘‘Uty” goes, sells 
like ‘‘Uty”’ sells. 


O- 

wd Bo Its uniqueness is its coverage of the 

of 4 tremendous horizontal market of coal usage 
which accounts for 90% of annual coal con- 
sumption. Individual books may reach 
segments of this market, but only UTILIZATION 


sells all six: 


e Electric utilities, municipal and pri- 
vate power stations e Steel, cement and 
chemical plants « Manufacturers ¢ Coal | 
retailers and wholesalers « Coal docks and 
rail terminals « Plus many hospitals, 
schools and public buildings. 


How our infant has sprouted! In 1952 our advertisers 
placed 471 pages in UTILIZATION, a gain of 140 percent 
over 1948, first full year of publication. 


In many respects we're not at all unique. For instance, 
our sales reps have charts, facts, figures, success stories, like 
most others do. Call for a rep if you 
wish to sell companies who burn, buy, 
dock, export, handle, heat with, load, 
manufacture with, move, sell, ship or 
stockpile coal. We promise no sales- 
man will call with cyclops eye or 
unicorn protuberance. 


Only thing unique about our 
men is: 


tlization 
MECHANIZATION, Inc., Publishers 
WASHINGTON, D. C. 


U? 


al MUNSEY BUILDING « 


NEW YORK « PITTSBURGH + CHICAGO « SAN FRANCISCO « LOS ANGELES 


surance Co., Milwaukee, told the! 


The company in 1951 conducted 
a test in Steubenville, O., to sell 
the value of advertising to com- 
pany agents. 

Surveys of public opinion in 
Steubenville taken before and 
after the test proved how effective 
the advertising was, he said. 
Recognition of the company prac- 
tically doubled between 1951 and 
1952. 

Steubenville 
checked against 
run simultaneously in the selected 
control market 
Ill., where, according to Mr. Temp- 
lin, conditions were comparable to 
those in Steubenville, but where 


results 


no special advertising effort was! 


made. 


® In Bloomington, little change 
(was reported in that period of 
|time, he said. 

Using the Steubenville Herald 
Star, the company launched an 
agent build up campaign to make 
| the agents better known by name 


and sight. The next phase was 
“reconditioning the market—a 
local version of our national ad 


| program to build familiarity with 
| Northwestern Mutual and greater 
local appreciation.” 

Radio supplemented the news- 
paper advertising. Thirty-three 
dugout interviews preceding 
|Cleveland Indian baseball games 
| over the Steubenville station pro- 
| vided the backbone of the radio 
campaign. 

On cost, Mr. Templin said, $1,000 
covered the entire newspaper cam- 
paign with ads once a week. The 
33 radio broadcasts cost $700. 


a “All agents reported that this 
campaign made it much easier 
to sell people and to conduct satis- 


factory interviews,’ Mr. Templin 
said. 

Following this experiment, 
|Northwestern has produced a 
| personal advertising manual for 
‘all fulltime agents, containing 


| suggestions for copy and layout 
and other factors. 

J. Walter Thompson Co., Chi- 
cago, is the Northwestern agency. 

A small advertising budget in 
/national magazines has been suc- 
‘cessfully used by Business Men’s 
| Assurance Co., Kansas City. 

Jack Morris, director of public 
relations for the company, said his 
|company decided to experiment 
| with national magazine advertising 
| 11 years ago. 


| 
| 


a “The first year,’ Mr. Morris 
said, “we used just one b&w column 
in Time, plus miniature reprints, 
and right away BMA salesmen 
discovered the tremendous pros- 
pecting and prestige value of a 
|tie-in with important national 
/magazines.” He said the program 
has expanded considerably in 
recent years, reaching the largest 
possible audience at the lowest 
“cost per 1,000 of potential pros- 
| pects. BMA’s agency is R. J. Potts 


| 
were | 
opinion surveys 


of Bloomington, | 


| 
| 
| 


—Calkins & Holden, Kansas City. | 


| The experience of a company 
“new to consumer advertising” was | 
described by Jose L. Hirsch, v.p.| 
of Sun Life Insurance Co. of. 
America. The results so far, he} 


said, justify continuation of the | 


| program. 


| Inspired by Prudential’s “Phoe-_ 


” 


nix Story,” the company mapped 
an advertising campaign for In- 
|dianapolis, a new city where “we 
| were plagued with a severe man- 
power problem.” 


s The most direct aim of the cam- 
paign was to recruit agents. 
Advertising consisted of “one 
600-line ad in the newspaper 
each week for 13 weeks, occasional 
television spots and a 15-minute 
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DEALERS’ 


tising manager; 


PRESENTATION—Automobile dealers in the Port Huron, 
were honored at a luncheon recently staged by Ward-Griffith Co. and the Port 
Huron Times Herald to stress the importance of newspaper ads on new car sales. 
Left to right at the head table were Alex C. Goetze, Times Herald national adver- 


Nelson W. Armstrong, advertising director; 


Mich., area 


C. Charles Pendray, 


Ward-Griffith Co., national representative for the Times Herald; F. Granger Weil, 
executive v.p. of the daily, and George Dodea, classified advertising manager. 


morning radio program, five days, will stress some particular policy, 


a week... for 13 weeks.” 

As to actual results, the company | 
was able to trace at least 20 men! 
who had been interviewed. The 
weekly premium production 
showed an increase of 53% over 
the pre-campaign average, “not all 
attributable to the campaign, but 
some of it certainly. Ordinary 
showed an increase of 10% over 
the pre-campaign volume.” A sim- 
ilar campaign in Columbus pro- 
duced results also. Sun Life is cur- 
rently advertising on radio only in 
Chicago, but feels it is too early to 
report results. 

Said Mr. Hirsch, “It is our plan 
to advertise in every city in which 
we operate, not simultaneously, but 
as the situation demands...We 


‘aim for name recognition and en- 


'deavor to develop more prestige 
‘for our agents.” 


Wesson Oil Signs TV Serial 


Wesson Oil & Snowdrift Sales 
Co., New Orleans, will sponsor two 
quarter hours weekly of “Hawkins 
Falls,’ NBC-TV daytime serial. 
The 52-week contract for the 
Wednesday and Friday segments 
of the five-a-week show was 
placed through Fitzgerald Adver- 
tising Agency, New Orleans. 


Joins Rutherford Associates 


Bradford Tobey, formerly asso- 
ciated with Field & Stream, has 
joined John R. Rutherford & As- 
sociates, Chicago publishers’ rep- 
resentative. 


Three colors and black, additional. ...... 


National City Bidg., Dallas 1, Tex. 


Now available in 
one, two or three 
colors, plus black 


One color and black, additional........ $ 85.00 
Two colors and black, additional. 


MINIMUM SIZE, 
all color advertising, 
1000 lines 


CLOSING DATES 
One color and black, 4 days before insertion 
Two or more colors, one week before insertion 


CherefeniseGaller-Cimes. 


CORPUS CHRISTI, TEXAS 
Circulation Now Over 80,000 


Represented nationally by TEXAS QUALITY NEWSPAPERS, Inc. 


New York 
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Workman Promotes Two 


R. A. Pigg has been elected a 
v.p. of Ted Workman Advertising, 
Dallas. Mr. Pigg will continue to 
handle accounts and_ supervise 
other account work and production. 
Iris Adams has been named secre- 
tary-treasurer, but she will con- 
tinue to supervise agency account- 
ing functions. 


Brook Motor Bows in Chicago 
Brook Motor Corp., a newly 
formed subsidiary of Brooks Mo- 
tors Ltd., British maker of electric 
motors, has opened headquarters 
at 3557 Peterson Ave., Chicago. M. 
E. Stern has been named v.p. and 
assistant treasurer. Peter L. Loewe 
will be v.p. and assistant secretary. 


cm rece ltt i ca A 


HENRY FORD II on Jan. 16 will receive the 
1954 gold medal of achievement from the 
Poor Richard Club of Philadelphia at its | 


49th annual dinner. Ford Motor Co.'s, Schnitzer Heads PR Drive 

president was chosen ‘‘as a modern leader; Bernard B. Schnitzer, head_ of 
whose contributions are adding new pres-_ Bernard B. Schnitzer Inc., San 
tige to a name long honored in American Francisco agency, has been ap- 


The Appleton (Wisconsin) Post-Crescent \ | 
Wraps Up The FOX CITIES* For You! \ 


XN 


(*Appleton, Neenah, Menasha, Kaukauna, Little Chute 
Kimberly, Combined Locks) 


83,413 “Pep. ina $114,000,000 


The Fox Cities constitute the largest City Zone Market in| 
Wisconsin, north of Milwaukee. It’s easy to wrap up volume 
profit in this rich market. The Applcton Post-Crescent 
gives you 95% home penetration in the City Zone and 93% 

of the papers are carrier delivered. The Post-Crescent 
carries more advertising than any other newspaper in 
Wisconsin, except one. Test us and see. 


Wholesale- 
Retail Sales 


in the United States in 
PER FAMILY SALES 


IN PER FAMILY INCOME 
*Sales Management, 1953 


free enterprise and American life.’’ 


Medical Agencies, 
Publishers Meet to 
Set Up Ad Criteria 


New York, Nov. 


18—The first 


major step by publishers of medi- | 


cal publications and medical ad- 
vertising agencies to get together 
on advertising criteria has been 
made here. 

At a meeting of the Assn. of 
Medical Advertising Agencies and 
representatives of 35 publishers of 
150 medical, drugs, dental, nursing 
and other professional journals 
procedure was outlined to ‘“ad- 
vance the role of periodical ad- 
vertising” in this field. 

Two basic issues were crystal- 


lized during the three-and-a-half. 
hour discussion of mutual prob- | 


lems. 


They were, first, how can both | 


parties cooperate to evaluate jour- 
nal advertising as compared with 
other promotional media—i.e. di- 
rect mail, detailing (personal sell- 
ing to doctors), sampling—and 
second, how can they establish a 
set of criteria to measure that 
value and the preference features 


of individual books in the field. 


ws Although no definite resolu- 
tions were passed in this first 
meeting, 
inclined to leave the responsibility 
for draft of the criteria to the 
AMAA. Many suggestions were 


the publishers seemed | 


made to use the counsel and ex- | 
perience of such organizations as | 
the Audit Bureau of Circulations, | 


Controlled Circulations Audit and 
National Industrial Advertisers 
Assn. 


Four working committees, to be | 


formed by four types of publica- 
tions, were 
Two liaison committees also 
to be set up by the AMAA, 
operational, one ethical. They will 
develop both a questionnaire and 
the criteria to achieve the two ob- 
jectives. A followup meeting will 
be held after the first of the year. 


are 
one 


Opens Coast Junior Agency 


The Achiever’s Advertising 
Assn., 1212 Market St., San Fran- 
cisco, formed as part of the Junior 
Achievement program, has started 
operating. The agency is sponsored 
by Richard N. Meltzer Advertising, 
San Francisco. William C. Calla- 
han, Meltzer account executive, 
will serve as adviser. The new 
agency will direct all advertising 
and publicity for Junior Achieve- 
ment projects during 1954. 


Agency Resigns Girard’s 


Guild, Bascom & Bonfigli, San 
Francisco agency, has resigned the 
account of Girard’s Inc., San Ra- 
fael, Cal., manufacturer of Girard’s 
French dressing. 


Joins Standard Advertising 

Gerard M. Gazlay, formerly with 
Montgomery Ward & Co., has been 
appointed client service director of 
Standard National Advertising 
Agency, Seattle. 


also recommended. | 


pointed chairman of the public re- 
lations committee aiding in a drive 
for funds to help build a children’s 
leukemia wing at the City of Hope. 
Medical Center, Duarte, Cal. 
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Auditorium Wing 
at The Greenbrier 


In mid-1954, The Greenbrier will offer enlarged and im- 
proved facilities for group meetings at famous White 
Sulphur Springs, West Virginia. The New Auditorium wing 
will offer groups up to 1,000 the most modern meeting 
facilities to be found anywhere. 

The new addition will have an 8,600 sq.-ft. auditorium 
with a capacity of 1,075 for meetings and 860 for banquets. 
A theater with continental style seating and an inclined floor 
will accommodate 400. Both will have full stages with all 
facilities, plus the latest projection equipment and PA. 
systems. Various sized smaller meeting rooms are also in- 
cluded. The entire wing will be air conditioned. 


For detailed information about the new meeting facilities, 


address: DIRECTOR OF SALES 


cents ter 


WHITE SULPHUR SPRINGS, WEST VIRGINIA 


Telephone: White Sulphur Springs 110 
Teletype: White Sulphur Springs 166 


' De 


Or inquire of Greenbrier offices in New York, 588 Fifth Ave., JU 65500 * Boston, 73 Tremont St., 
LA 3-4497 ¢ Chicago, 77 W. Washington St., RA 6-0625 « Washington, Investment Bidg., RE 7-2642 


ie 
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AUDITORIUM set for banquet 


Dimensions —72' wide by 112’ long. No 
obstructions. Fully equipped stage 

40’ x 20’, orchestra pit, dressing rooms. 
Motion picture and slide projection. 
PA, system, 

110-220v. A.C. power supply with ample 
outlets. Pantries and kitchens adjoining. 


THEATRE 


Dimensions 56’ x 76’. 

Inclined floor, continental seating. 
Fully equipped stage, 64 x 16’ 

(40 proscenium opening), 
orchestra pit, dressing rooms, 
Motion picture and slide projection. 
PA. system. 

110-220v. A.C. power supply. 
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SMALL SPACE aovertisers 

Hand -Lettowed.offocts file These, ono 
fe ty eis I This od 
mode, by simple r? fren nour | New York, Nov. 18—Two atom- 


lic elements—both named John— 
‘got together at the annual open 


PASTE-UP HAND LETTER ING | 


UF TO THE 
MINUTE STYLES 


‘Council and created an explosion 
somewhat akin to nuclear fission. 
/ One, John Minor Wisdom, is 
| counsel for Schwegmann Bros., 
arch foe of fair trade. He was in- 


= waite fon uTeearuee Tam samme @ 


UNITIZED LETTERING & 


Dept R.1S W. 46 STREET NEW YORK 36,N.Y 


“al ponnios por word | % 


‘forum of the American Fair Trade | 
Wisdom’s remarks. departed from 


Schwegmann Attorney Slams Fair 
Trade at Its Own Council's Meeting 


vited to express his views to the 
fair trade “lion’s den.’ The second 
is John W. Anderson, president of 
the AFTC, who, prompted by Mr. 


his prepared text for a fiery 20- 
minute rebuttal. 

“The public interest is the skele- 
ton at this meeting,” Mr. Wisdom 
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‘told the assembled fair traders | trademark. 


who had already heard previous) 
speakers extolling the virtues of. 
price fixing and urging manufac- 
turers to intensively police their 
|fair trade agreements. 


s Despite the recent U.S. Supreme 
‘Court decision refusing to review 
ithe Lilly-Schwegmann case—a 
blow to all anti-fair traders—Mr. 
Wisdom said, “You have lost your 
‘case before the American public, 
the highest court of all. 

“You have not sold and you can 
never sell the American citizen on 
the justice or logic of the proposi- 
tion that a producer should be 
able to bind every retailer and 
every consumer in the state of 
New York by entering into one 
contract with one retailer in up- 
state New York. You can never 
sell the needy diabetic—who re- 
quires insulin to stay alive—that 
it is wrong to save 75¢ on a bot- 
tle of insulin at a supermarket. 
You can never sell the American 


= “In the turgid jargon of the 
lawyers,” the Schwegmann counsel 
said, “a manufacturer sells a com- 
modity only qua commodity, and 
his continued ownership of the 
trademark or brand name enables 
him to set the price on the resale of 
the commodity plus trademark or 
brand name. By means of this 
legalistic incantation, the seller 
owns a bottle of insulin after he 
has sold it, and the buyer does 
not own it after he has paid the 
full price for it. Abracadabra, 
abracadabra, abracadabra. 

“Your fair traders, so many of 
whom are living monuments to 
free enterprise, are busily engaged 
destroying yourselves and the sys- 
tem by which you prospered and 
this country became great,” Mr. 
Wisdom declared. 

AFTC President Anderson, the 
next speaker on the schedule, told 
the group that since Mr. Wisdom 
had exceeded his time limit by 


EXCESS in home-delivered circulation is 


one of the reasons for The Chronicle’s 


PULLING POWER 


72.0% 
more than 
3rd paper 
daily 


21.3% 
more than 
2nd paper 
Sunday 


20.4 % 
more than 
2nd paper 
daily 


The one newspa per—tested and proved —that 
can do your selling job in Houston 


Hesston Chronicle 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr. 


The 


JESSE H. JONES, Publisher 
JOHN T. JONES, Jr., President 


THE BRANHAM COMPANY — National 


Representatives 


housewife on the idea that she| about 50%—and, facetiously, while 


should not shop for bargains, that 
she should pay one price, regard- 
less.” 


#® Mr. Wisdom declared that) 
Schwegmann and other similar op- | 

erators are not simply price cutters eR | 
and loss-leader merchandisers. | 
“Prices are not marked down | 
on a few articles—loss-leaders— | 
to lure customers into a_ store 
where they then pay high prices | 
for other articles. There are no 
giveaways, no coupons, no one-| 
day-only sales, no merchandising 
tricks. Markups are uniform but, 
are low and are based on low-cost | 
merchandising. 
“The needy diabetic or thrifty | 
housewife who cannot afford to) 
pay—in the form of higher prices— 
for a retailer’s credit department, | 
delivery service, fancy furnishings, 
high-rental locations, elaborate ad- 
vertising and air conditioning, can 
forego these merchandising lux- 
uries and buy at Schwegmann’s or. 
at some other merchant offering 
minimum services. The difference | 
in price is not predatory price-cut- 


ting but represents a basic differ- | i Srote 
ence in merchandising. Ss 


ws “A substantial segment of the 
public is unable to pay or unwill- 
ing to pay high prices based on} 
high cost distribution,” the speaker 
continued. “For this segment of 
the public...the supermarkets, 
the discount houses and others, | 
perform a useful function in the 
economic system. 

“This fundamental economic fact | 
is obscured but not overcome by 
expensive fair trade publicity cam- 
paigns depicting honest merchants 
as chiselers or price-cutters. If 
fair traders were really interested | 
in prohibiting the use of loss- 
leaders, they would direct their 
|efforts toward prohibiting such | 


WOMEN’S STORE LINEAGE 1952 


practices. On the contrary, they Daily 1,324,375 lines 
have rejected all congressional 2 lines 
legislation aimed directly at pro-| Sunday 665,56 


hibiting loss-leader selling and 
similar unfair practices. As a, 
matter of fact, 31 states do pro-| 
hibit selling below cost plus a 


reasonable markup... 


ROP Full Color available 
both Daily & Sunday 


s “These loss-leader or sales-be- 
‘low-cost statutes have not satisfied 
|fair traders. The reason is plain,” | 
ihe declared. “Fair traders are in-| 
terested in one thing, and one) 
thing only—price fixing in order 
to avoid competition.” 

The object of fair trade legis- 
lation, the speaker told his now 
squirming audience of about 1,000, 
“is to shield the marginal or high- | 
cost retailer from competition by 
fixing one price for the retail 
level. This is so obvious that it 
is a shock to the layman to dis- 
cover that the legal and economic 
excuse advanced for fair trade is 
the theory that its purpose is to 
protect the manufacturer’s prop-| 
erty rights in the good will alle- 
gedly invariably incident to a 


BUFFALO . 
COURIER 
EXPRESS 


Western New York's 
Only Morning and Sunday Newspaper 
REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 
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the council would still pay his 
expenses to and from New Or- 
leans—he felt compelled to make 
some off-the-cuff remarks before 
his address. 


® Referring to Mr. Wisdom— 
whom he twice addressed zealous- 
ly as “Mr. Schwegmann”—Mr. An- 
derson retaliated: “He has distin- 
guished himself neither as a law- 
yer nor as an economist.” He said 
that Mr. 
economy “from Schwegmann ad- 
vertisements” and that his re- 
marks were based on a “tissue of 
fallacies.” 

Waving aloft a fact sheet from 
a survey made for AFTC by Ernst 
& Ernst (originally intended for 
his main talk), Mr. Anderson not- 
ed that of more than 10,000 house- 
wives interviewed, 8,080 (78.6%) 
said they would rather have the 


manufacturer fix prices instead of | 


the retailer. In New York City, 


he added, 86.02% of 3,000 house-| 


wives also expressed a preference 
for price fixing at the manufactur- 
ing level. 

He said he was pleased that Mr. 
Wisdom had chosen to speak to 
the group because “if you men 


wanted to know any more about | 


the viciousness and the fallacies 
about the attack directed against 
fais traders” by the Schwegmann 
xrcup and its cohorts “I wouldn’t 
Know where you can get it.” 


® Mr. Anderson then reverted to 
his main topic and the forum 
continued under a smaller head 
of steam, although in the course 
of his later remarks Mr. Anderson 
delivered what was easily the 
understatement of the afternoon 
when he remarked: “I am capable 
under certain pressures of de- 
veloping what is known as a slow 
burn.” 

Discussing how fair trade pro- 
tects all, Mr. Anderson said: 
“Among the many truths never 
told by merchants resentful of the 
protection from their greed given 
to the consumer by fair trade, is 
that quality or ‘mileage’ delivered 
by a product may be increased as 
much as 50% by an increase of as 
little as 5% or 10% in the prime 
costs of manufacturing the prod- 
uct. 

“By the same token, and likewise 
untold, a reduction of as little as 
5% to 10% in the prime costs of 
the product, forced by the pres- 
sures of unrestricted, jungle-type 
competition, may reduce the value 
of the product to the consumer by 
one-half or more, often without 
noticeably altering the appearance 
of the product to the casual pur- 
chaser. 


s “Destroy fair trade,’ he con- 


tinued, “and you have exposed the | 


entire brand name system of the 


Wisdom understands © 


MILLER CROSS, v.p. and a director of This 
Week Magazine, has retired to reside in 
Fort Lauderdale, Fla. Mr. Cross served with 
Crowell Publishing Co. from 1910 to 1935, 
when he joined This Week. He was western 
manager until a few weeks ago, when 
Thomas Bohan was named to that position. 


charged by a pious hope, by an 
anemic conception of the require- 
ments of the law, by indifference 
and what is even more sinister, by 
an arrangement, to be charitable, 
to enforce the law unevenly, and 
with an eye singular to the bene- 
fit of the manufacturer and a 
favored few.” 


@ General Electric Co. has filed 
more than 145 complaints in 48 
cities and 13 states in order to 
enforce its fair trade prices, it 


was revealed by Robert C. Walton, | 


manager of the fair trade division. 
“Too often,” he said, “manage- 
ments have decided to adopt the 
fair trade system without a clear 
comprehension of the responsibil- 
ities involved. 
“We have not assumed that the 
absence of complaints or the ab- 
sence of cut-price advertising, 
either in newspapers or in store 
| windows, indicates that our prices 
are being observed. Instead, we 
have conducted many, many blind 
shoppings to discover for ourselves 
the prices that are being charged 
for our products. These survey 
| activities, of course, have revealed 
many violators whose existence 
has never been otherwise reported 
to us, and thereby have greatly 
| increased the scope of our activi- 
| ties, but we believe that these sur- 
|veys effectively demonstrate our 
intention to uniformly enforce ob- 
servance of our prices and are an 
|effective answer to any charge of 
| waiver or abandonment.” 


| @ Discussing the Lilly-Schweg- 
mann case, attorney George M. 
|Chapman of Rogers, Hoge & Hills, 
pointed out that while the Su- 
preme Court’s refusal to review 
,the case “must be recognized as 
the most important factor in the 
fair trade picture since the fair 
trade laws were sustained in the 


/Old Dearborn case (1936)” it 


#3 


Last Minute News Flashes 


Squibb Launches Drive for Liquid Sugar Substitute 
New York, Nov. 20—E. R. Squibb & Sons opened participation spots 
this week on 62 tv stations and will break ads in December issues of 
Collier’s, Coronet, Life, Look and The Saturday Evening Post to in- 
troduce its new non-fattening liquid sweetener, Sweeta, a concentrated 
saccharine in purse-size, squeeze-type plastic bottles. Local newspapers 
may be used also early next year. Cunningham & Walsh is the agency. 


Toni and Carter Buy ‘My Friend Irma’ on Radio 

New York, Nov. 20—‘My Friend Irma” wiil return to CBS radio | 
Dec. 1 under the co-sponsorship of Toni Co. (Tatham-Laird) and Car- | 
ter Products (Ted Bates & Co.). The program has been off radio for 
several months. The comedy is sponsored on CBS-TV by Kool cigarets. 


Atlas Plywood Appoints Wall; Other Late News 

e Donald R. Wall, formerly assistant advertising manager of Bostitch 
Inc., Westerly, R. I., has been named advertising manager and di- 
rector of publicity for Atlas Plywood Corp. 


e Mergenthaler Linotype Co. will demonstrate the first of its line of 
new phototypesetting machines, “based on electro-mechanical princi- 


ples of original concept,” throughout the week of April 19, 1954, | 
according to Martin M. Reed, Mergenthaler president. An advertising | 


program is under consideration but “is problematical,” AA was told. 
Hazard Advertising Co. is the agency. 


e Mervyn Christie, general manager of National Business Publications 
Ltd., Gardenvale, Canada, has been appointed general chairman of the | 


1954 annual conference of National Industrial Advertisers Assn. to be 
held June 14-17 at Montreal. Blaine G. Wiley, NIAA executive secre- 
tary, also announced that Carl D. McWade, advertising manager of 
Skil Corp., Chicago, has been elected chairman of the exhibits com- 
mittee to succeed Arthur DeVorn of DeVorn Displays Corp., Cleveland. 


e Oak Luminous Products Ine., New York, has appointed Conrad 
Berke, formerly with Colton Press, as advertising sales manager. Oak 
is a newly formed corporation which will distribute Spot Lite daylight 
fluorescent single impression printing ink. 


Puerto Rican Rum Anderson, Leonard Boosted 
| . , to Foster & Kleiser Posts 
Promotion Director Merritt F. Anderson, since 1951 
. - assistant to the sales director of 
Joins Hewitt, Ogilvy Foster & Kleiser, San Francisco 
, outdoor firm, has been promoted to 
| New York, Nov. 18—There’s girector of sales promotion. Mr. 
| been a change again involving the Anderson joined the company in 
Puerto Rican rum promotion. |1942 and has served in various 
| Frank Johnson, director of the| 
| promotion for the past four years, | 
‘has resigned. He will join Hewitt, 
Ogilvy, Benson & Mather. HOBM 
was named in August to succeed 
Turner & Dyson as advertising 
agency for the rum promotion. 
_ Into Johnson’s place as promo- 
tion director will go G. Allen 
Reeder, who from 1940 to 1949 
was advertising and sales promo- 
tion director of the Carstairs di- 
vision of Calvert Distillers. Mr. 
Reeder subsequently was public 


| 
| 


Robert E. Leonard 


Merritt F. Anderson 


relations and promotion director 
of Esquire Inc., and later adver- 
tising director of Munson Greet- 
ing Card Co. 


we The changes were announced 
by Hugo D. Storer, who holds the 
mouth-filling title of director of 
the industrial promotion depart- 
ment of the economic development 
_administration of the Government 
|of Puerto Rico. Mr. Storer said 
Mr. Johnson’s resignation was ac- 
cepted “reluctantly,” and  ex- 
pressed the Puerto Rican govern- 


American economy to virtual des-| Would be unwise to regard the ment’s appreciation for his “un- 


truction of its power to serve the 
public.” 
Noting that, except for liquor, 


less than a penny out of every) 


dollar spent in a supermarket goes 
for fair trade items, the speaker 
said: “Perhaps never in the his- 
tory of professional propaganda in 
America have been encountered 
more fantastic and deliberately 
deceptive representations 
those to be found in current anti- 


fair trade literature sponsored by | 


big stores resentful of fair trade. 
To the uninformed, nothing could 
exceed in sheer dramatic appeal 
the eloquence with which the 
hearts of cannibalistic merchants 
bleed for housewives presumably 
being robbed by the wrong peo- 
ple.” 

At the forum luncheon, held in 
‘onjunction with the Sales Ex- 
ecutives Club of New York, state 
supreme court justice Henry Clay 
Greenberg gave manufacturers a 
check list to follow in order to 
practice honest, adequate and eq- 
uitable fair trade. 

“The responsibility to enforce,” 
{| the groups, “is not dis- 


|court’s action as conclusive. 
| Although he felt that “the basic 
issues respecting the fair trade 
laws have been disposed of,” Mr. 
Chapman noted that ‘on many 
occasions the Supreme Court has 
| stated that its failure to grant a 
writ of certiorari should not be re- 
|'garded as an affirmance of the 
holding of the lower court.” 


than | 


® Following a talk by attorney 
Breck P. McAllister on the anti- 
trust angles in fair trade, there 
was considerable open discussion 
on the problem. Also discussed was 
the question of whether or not a 
fair trade manufacturer should 
advertise that fact. It was indi- 


cated that the practice was be-| 


coming increasingly prevalent. 
Mr. Anderson was reelected 


president of AFTC. Other officers | 


are Herbert Blakeslee, v.p., Cory 
Corp., v.p.; Melville Bissell III, 
Bissell Co., treasurer, and L. H. 
Erickson, president, 
son Co., secretary. Mr. Anderson 
and Mr. Erickson were also elected 
to the board of directors for three 
year terms. 


Borg-Erick- | 


tiring effort, ingenuity and loyal 
devotion to the job of building the 
‘rum promotion to its current high 
| level of efficiency.” 
| Mr. Storer went on to say that 
| the basic pattern and policy of the 
'rum promotion would remain the 
| same. He said substantial progress 
has been made since 1949 in liqul- 
|dating the glut of rum which re- 
mained from the war. 

Three months ago, in announc- 
ing the shift of the account to 
Hewitt, Ogilvy, Mr. Johnson ex- 


' pressed his high opinion of Turner | 
. iting | portedly “the first Christmas cata- | 


& Dyson’s creative ability, but as- 
| signed the change of the account 
to the tact “that we need the re- 
sources ol 
searcn, merchandising, etc.” 

belore the account went to Tur- 
ner & Dyson in 1951, some 32 
agencies were invited to pitch, 20 
agencies filled out MacRann As- 
Sociates questionnaires, and from 
these, five were selected as final- 
ists. 

No such prolonged procedure 
preceded the selection of HOBM 
in 1953, Mr. Johnson told AA 
| when the switch was announced 


leasing and sales department capa- 
cities. 

Robert E. Leonard, since 1949 
sales manager of the San Francisco 
branch, has been promoted to di- 
rector of sales. Mr. Leonard joined 
the company’s Los Angeles branch 
in 1946, where he was employed in 


until his transfer to San Francisco. 


Nestle Introduces Decaf 
Nestle Co., White Plains, N. Y., 


instant coffee, in selected markets. 
A 100% 
the caffein removed, according to 
Nestle, Decaf was first marketed 
last month in St. Louis, Pittsburgh 
and Florida. Advertising for the 


newspaper ads and radio and tv 
spots featuring a free jar with the 
purchase of a jar at regular price. 
Dancer-Fitzgerald-Sample, 
for Nestle. 


Van Heusen Runs Eight Pages 
The December issue of Coronet 
carries an eight-page full-color 


made by Phillips-Jones Corp., re- 


log unit of this kind to ever appear 
in the men’s apparel 


additional pages on non-Van 
Heusen items, have been sold to 
the company’s dealers across the 
country. Grey Advertising, New 
York, is the agency. 


Appoints Richardson-Shaw 

Leadership Training Inc., De- 
troit sponsor in southeastern Mich- 
igan of the Dale Carnegie courses 
in speaking and human relations, 
has named Richardson-Shaw, De- 
troit, to handle its advertising and 
public relations. 


the leasing and sales departments | 


is introducing Decaf, a caffein-free | 


pure coffee with 97% of | 


new product consists of large space | 


New| 
York, is handling this advertising | 


section for Van Heusen apparel | 


industry.” | 
| Reprints of the section, plus eight 
a larger agency—re- | 


CCA Audit Group 
to Get New Name; 


Reelects Officers 


Cuicaco, Nov. 20—Controlled 
Circulation Audit, which held its 
annual meeting at the Edgewater 
Beach Hotel yesterday and today, 
voted to change its name to Busi- 
ness Publications Audit of Circu- 
lation Inc. As soon as the new 
name is approved by the secre- 
tary of state of New York, it will 
be put into effect. 

The reason for the change was 
the fact that the organization is 
now auditing both paid and free 
circulation, and that the CCA is no 
‘longer descriptive of the full scope 
of the services offered. There was 
no opposition to the change, al- 
though the association circulated 
the pros and cons of the proposal 
before a vote was taken at the 
meeting this morning. 


e Harry Ambrose, Topics Pub- 
lishing Co., asked for reconsidera- 
tion of the action regarding audit- 
ing paid circulation along with 
free, to make this service avail- 
able to any member. The new 
form is now used only by publica- 
tions having 50% or more of their 
circulations paid. 

Mr. Ambrose contended that no 
arbitrary percentage of paid is re- 
quired, and that the new auditing 
service should include any part of 
the circulation carried on a paid 
basis, at the option of the pub- 
lisher. His suggestion was referred 
to the committee which handled 
the original proposal. 

Officers of the auditing organi- 
zation were reelected. They in- 
clude G. Kenneth Thornton, di- 
rector of advertising, Scovill Mfg. 
Co., president; William H. Schink, 
G. M. Basford Co., v.p.; George W. 
N. Riddle, Putman Publishing Co., 
secretary, and Arthur A. Kron, 
|Gotham Advertising Co., treasur- 
er. 


s Directors chosen for three- 
year terms were as follows: 
Advertiser members—Mr. 
Thornton; Peter C. Poss, Timken 
Roller Bearing Co., Canton, O.; Al- 
len T. Wolcott, General Electric 
Co., New York. 
Agency member—Mr. Kron. 
Publisher members—Richard P. 
Smith, W. R. C. Smith Publishing 
Co., Atlanta; Robert C. Van Kam- 
pen, Hitchcock Publishing Co., 
Wheaton, Ill., and Croxton Mor- 
‘ris, Public Works, New York. 
James I. Ballard, president of 
King Publications, San Francisco, 
was elected a director to fill the 
unexpired term of Arthur F. King, 
|of the same company. 
| Yesterday’s meeting was de- 
, voted to clinic discussions of the 
details of auditing procedures. 


Cocilana Appoints Agency, 
Introduces New Cough Drop 
Cocilana Inc. has appointed 
Bachenheimer-Lewis, New York, 
to handle advertising and public 
relations. Initial projects include a 
seasonal campaign for Cocilana 
cough-nips and the introduction of 
ja cherry-flavored cough drop. 
| Television, radio and newspapers 
| will be used in the prime market 
areas of Connecticut, New England, 
New Jersey, New York and Penn- 
| Sylvania. 
| The public relations program 
| will be under the direction of Hen- 
ry (Hank) Harris, who heads this 
department at the agency. Al Paul 
| Lefton Co. is the previous Cocilana 
agency. 


_Heineken’s Launches 6-Pack 

| Van Munching & Co., New York, 
is selling Heineken’s Holland beer 
in half-dozen packages, called the 
|“Windmill Pak.” A green, red and 
white container, bearing drawings 
|of a windmill and the characteris- 
tic Dutch wooden shoes, holds the 
bottles. Advertising, handled by 
Hirshon-Garfield, New York, is 
running in grocery trade and su- 
permarket publications and daily 
' newspapers. 
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Ad 


Publications with an * report directly to ADVERTISING AGE 


Commercial Dis- 
play Excluding 


vertising Age, November 23, 1953 


Advertising Pages and Linage in Farm Publications 


Official Figures for October and Year-to-Date as Compiled by Farm Publication Reports Inc. 


Commercial Dis- 
play Excluding 


' Poultry, Classified Poultry, Classified 
~——Total Advertising, In Pages. --——- Total Advertising, In Lines and Livestock. in -——Total Advertising, In Pages——. —-——Total Advertising, In Lines———— and Livestock, in 
Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct.  Jan.-Oct. Lines’ Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. Jan.-Oct. Lines 
1953 1952 1953 1952 1953 1952 1953 1952 1953. 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 
Farm Magazines Idaho Farmer ......... 49.1 443 4961 4436 37,124 33.455 375,020 335,342 35,782 31.132 
$Canner’s Farmer 671 565 5921 525.1 28.779 38,413 262,991 357.010 27,944 37.62 “Indiana_Farmer's Guide 30.4 31.5 289.4 297.8 23,833 24,698 226.738 233,564 16,085 16.616 
*Country Gentleman . 100.3 101.3 910.7 857.0 43,014 68,887 403,441 582.693 41674 ’ Kansas Farmer ‘ 55.0 51.4 479.3 453.5 41,794 39.065 364.353 344.689 34,316 30.492 
{Farm Journal: ’ 67.579 — Michigan Farmer .... 599 535 555.7 521.9 45,974 41,105 426,771 400.833 40.593 35.565 
# National Less West- Missouri Ruralist ..... 44 a as bot ram ene peng eh poy rope ao. 
m ion . ; , i Montana Farmer-Stockman F ; a ; ’ r ; 84.04 i 9, 

PA nag 1 a: Gat ont mt moe oe oe 307 02s or eG6 46.546 Nebraska Farmer ....... 89.0 93.1 803.9 794.2 67.286 70,373 607.758 600,464 53.237 52,417 

Average 2 Editions 122.6 1105 937.1 925.5 52,599 47,387 402,029 397,025 51.723 aesac New England Homestead 39.0 36.0 404.6 392.2 27,319 25,181 283,313 274,526 20.328 18,221 
eee detain Leituate 09 397085 SLT A684 Ohi ame on 32 Sm Ge te fe se se te 

#Upper South Edition 43.3 32.6 387.0 306.7 18,569 22,14 Oregon Farmer ’ > ; , , ’ 
Stower Sou Eaton 322 343 toso hq days Zasny Yosaig 2ORSEL 17280 BO" Remapana Fam 427 ALE SETS AM6d S2K0S el Deaam desAOs BOM Mos 
#Southwest Edition . 511 48.9 5025 421.1 21,941 33,250 215,592 286,301 20.403 31.644 Prairie Farmer: 

Averaye 3 Editions .. 46.2 38.6 432.9 350.5 19,828 26,236 185,694 238.282 18.475 24:94] | Zillinois Edition — Se = ee ee Oe ee See ee 
Progressive Farmer: ° #Indiana Edition . 81.2 83.9 817.4 779.6 59,084 61,071 595,633 567,504 50,684 52,937 
#Carolina-Va. Edition 115.2 112.2 985.3 925.9 78,320 76,288 669,989 629,587 76,421 75.246 Average 2 Editions 818 84.7 8164 784.0 59,539 61,662 594,838 570,739 51,139 53,528 
#Ga.-Ala.-Fla. Edition 116.2 113.7 1,011.5 942.2 78,993 77,336 687,797 640.721 76558 75.49, | Rural New-Yorker ne ne IO’ 4 4 + HB 
#Ky.-Tenn.- Y Utah Farmer ...... 464 456 5081 478.0 35,12 34,436 384,107 361,547 33,217 31.829 

W. Va.-Edition 107.3 105.8 946.4 95.6 72,984 71,956 643,539 Wallaces’ Farmer 106.1 98.5 927.5 875.6 83,186 77,241 727,163 686,420 68,345 60,526 
#Miss.-La.-Ark. Edition 108.9 105.6 947.0 9146 74,073 71,821 643,963 617,434 72260 70.174 | Washington Farmer fe RR BR By BR BR BR Be Be 
#Texas Edition 129.0 1196 1.0179 S813 G0967 77,252 GO2211 667.990 70,531 75,276 | Sete Fore Ue .... M7 20 S00 Ai.) 8627005 §=6ELSED 273.009 §=272.267 24,989 20,507 
Averaye 5 Editions .. 113.3 110.2 981.6 930.6 77,063 74.931 667.499 632.820 75.012 73332 | SHerdsmen Edition 35.8 52.7 313.0 340.7 28,066 41,325 245,409 267,122 6,759 6,248 
Successful Farming .... 108.3 99.0 895.2 925.3 48,747 44,529 402,856 416,348 48,042 43,881 | Wisconsin Agriculturist . 74.6 68.1 684.2 626.4 58.468 53,369 536,425 491.026 56,168 50.890 
Total Group ........ “557.8 516.1 4,749.6 4,514.0 “270,030 ~300,383 2,324,510 2,624,178 262,870 293,921 | Total Group ........ 1,392.7 1,315.0 13,070.4 12,405.5 1,065,090 1,004,285 9,977,264 9,457,422 907,411 620,227 
{Changed from 680-line page to 429-line page in February 1953. {National Less Western and Western editions were not #Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 
listed separately prior to September 1953. #Not included in totals. §Changed from 680-line page to 429-line page in a 
January 1953. Farm Linage Trend Figures in thousands 
Monthlies 
*Agricultural Leaders’ MAGAZINES : MONTHLIES 
x Nee 23.0 189 1773 1947 4508 3,710 34,813 38,192 4,508 3,710 1953 1953 
merican Fruit Grower . 12.5 12.2 299.6 268.1 5,405 5,280 129,455 115, : . 

American Poultry Journal: — i _ oct.| 270 | OcT. 1486 | 

#Eastern Edition .... 406 349 353.3 339.3 17,406 14,962 151,539 145,542 15,196 13,149 eis” 

#Central Edition ... 35.1 30.9 2919 285.6 15,063 13,240 125.212 122528 13.751 12371 | | $€P¥.]235 | sep. | 518 | 

#Western Edition .... 328 31.0 2695 249.9 14,060 13,297 115,627 107,202 12,370 11,109 1952 

Average 3 Editions .. 36.2 322 3049 2916 15,510 13,833 130,793 125,091 13,772 12,210 
Arkansas Farmer ..... 176 15.3 1941 1648 13,306 11,530 146.749 124524 12,414 10.852 | | OCT. BBlele) 

Better Farming Methods 28.2 31.9 335.0 350.2 12,094 13,698 143,704 150,240 12,094 13.236 

Breeder's Gazette ..... 16.9 144 1900 192.5 7,606 6469 85.526 86.588 6,081 4.588 

Broiler Growing ...... 459 37.9 399.4 400.3 19,699 16.259 171,332 171,750 14.041 10,908 

*California Citrograph . 22.4 24.2 228.1 2368 15,036 16,240 153.230 159,062 14.840 16,100 SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
California Farm 1953 1953 1953 

Bureau Monthly ..... 120 122 1199 1127 9,051 9,254 90,641 85,227 8,589 8,449 
*Carolina Co-operator .. 9.0 9.0 87.2 98.8 3,780 3,780 36,568 41,473 3,637 2.968 ocr.||,065 | ocr.|129 ocr.[401 | 
*Cattleman, The ..... 120.0 157.2 1,185.5 1,255.8 50,411 66,010 497,897 527,377 17,360 19,628 
*County Agent & Vo-Ag. SEPT. 11,054 } SEPT. SEPT. 

SE a ies cane ae 17.3 116 1916 147.3 7,422 4,976 82,194 63,196 7,422 4,976 1952 1952 ‘ 1952 
*Electricity on the Farm 15.1 20.4 108.2 128.7 5,385 7,290 38,628 45,925 5,385 7,290 
‘*Farm Management ... 109 169 1473 95.2 4,688 7,612 66,048 42873 4688 7.612 OCT. sheer! ocr. 723 eam 42 3 
*Farmer-Stockman ..... 53.0 43.9 481.6 385.8 22,754 33,385 206,657 293,142 20,180 29,543 
*Florida Cattleman ... 72.6 78.6 714.2 585.2 30,479 33,030 299,911 245,763 15,687 16,072 
*Florida Grower ....... 28.3 25.3 211.0 205.7 19,258 17,224 143,459 139,858 18,850 16,673 | Bi-Weeklies 
Kentucky Farmer .... 25.2 224 256.5 235.7 19,731 17,542 201,041 184,776 18,047 16,094 
*Michigan Farm News .. 2.2 2.2 26.2 26.3 5.054 5,027 60.819 60,994 4,914 4,957 Arizona Farmer ee ek e 73.6 76.0 801.9 788.8 55,633 57,461 606,218 596.432 53.855 54,948 
‘#Mississippi Farmer .. 10.3 —— 984 —— 7,776 —— 74427 —— 7,671 —— | California Farmer: 

*Missouri Farmer .... 9.4 5.8 98.0 59.5 6,449 4,012 67,389 42,725 5,497 3,380 #Northern Edition .. 73.1 57.1 593.6 550.3 55.273 43,138 448,155 416,040 49,840 39,757 
National Live Stock #Southern Edition 72.0 55.1 5821 550.8 54,428 41,664 439,603 416,408 49,163 38,283 

Producer ....... 12.9 7.7 111.4 86.0 9,398 5,636 81,147 62.667 9,015 5,142 Average 2 Editions ... 72.6 56.1 588.0 550.6 54,851 42,401 443,879 416,224 49,502 39.020 
*Nation’s Agriculture .. 7.0 76 838 776 3144 3405 37.719 34,946 3144 3,405 | *Dairymen’s League News 25.7 189 143.1 141.3 18,704 13,781 104,154 102,814 17,705 12,381 
*New Jersey Farm & Total Group ........ 171.9 “151.0 1,533.0 1,480.7 129,188 ~ 113,643 1,154,251 1,115,470 121,062 106,349 
antic aes 444 48.5 4722 468.3 19,999 21,844 212,568 210,714 15,980 15,524 | #Not included in totals. 

*Ohio Farm Bureau News 10.7 10.1 1043 1068 4,837 4,534 47,053 48,068 4,677 4,244 
Poultry Tribune: All figures in the following groups were compiled by Advertising Age 

#Eastern Edition ... 46.3 35.8 385.2 410.5 19,862 15,357 165,261 176,117 17,109 12,853 

#Central Edition .... 40.3 33.2 © 335.4 367.0 17,307 14,188 143,901 157,405 15,777 12,681 | Wreerlies 

#Western Edition .... 35.4 29.7 2846 309.6 15,189 12,759 122,136 132,848 14,062 11,640 

‘#Pacific Edition ... 41.9 35.6 358.7 390.0 17,972 15,272 153,894 167,275 14,053 11,611 | tWeekly Star Farmer: 

Average 4 Editions .. 41.0 33.6 341.3 373.0 17,583 14,394 146,299 158,412 15,250 12,196 Kansas Edition ...... 32.4 343 229.55 239.0 79,876 84,409 565,367 588,308 68,760 69,110 
*Southern Farm & Home 13.1 8.0 94.7 89.9 13,055 7,959 94,599 89,859 11,539 6,739 Missouri Edition ..... 32.7 35.7 233.0 238.3 80,628 87,983 574,092 587,198 68,919 70,693 
Southern Planter ...... 30.9 285 3218 299.6 21,622 19,947 225,266 209,721 20,829 19,227 Okla.-Ark. Edition ... 30.9 32.7 213.3 219.7 76,106 80,494 525.606 541,270 66,612 66,979 
*Turkey World ....... 58.6 54.1 455.0 513.0 25,124 23,218 195,233 220,088 12,202 14,204 | tFour issues in October 1953; five issues in October 1952. 

*Western Dairy Journal 47.8 41.5 377.6 389.8 20,490 17,444 159,004 163,797 13,475 9,604 

**Western Livestock Dailies 

Journal... 6.06.00 118.7 167.9 1,098.4 1,135.9 50,928 70,511 462,437 477,068 15,410 18,910 | Chicago Daily Drovers 
*Wyoming Stockman- BE ceccsdeaess 49.1 466 3746 359.5 104,562 99,259 797,252 765,043 47,763 35,051 

BE Ses cce cies 24.3 122 2268 152.9 21,744 10,934 203,134 136,972 16,368 8,150 | Kansas City Daily 

Total Group ........ 987.1 995.3 9,442.9 9,128.5 485,550 488,375 4,651,313 4,556,887 351,156 324,178 Drovers Telegram .... 59.1 62.1 4142 445.3 125,706 132,250 881,093 947,629 55,644 56,370 
Not included in totals. ‘September-October issues combined in 1952; pages and linage for 1952 not included in totals. | Omaha Daily Journal 
*Changed from 760-line page to 429-line page in January 1953. *Started publication in January 1953. ‘Formerly Pacific rere eee 45.8 67.5 416.4 442.3 97,417 143,536 886,176 941,050 41,512 64,589 
Poultryman; changed to Pacific Edition in July 1953. Smaller page size (420 lines) in October 1952. St. Louis Daily Live- 

stock Reporter 27.9 308 279.9 270.3 59,368 65,606 595,562 575,229 32,161 31,187 

Newspaper Monthly Farm Sections | Total Group . 181.9 ~207.0 1,485.1 1,517.4 ~387,053 440,651 3,160,083 3,228,951 177,080 187,197 
t*lowa Farm & Home... 26.7 22.9 227.0 258.3 27,511 24,120 238,093 272,344 25,040 22,576 | Canadian 
*Rural Gravure ........ 86 98 76.1 80.4 8578 9,779 76,121 80,267 8,578 9,779 | 
*Texas Ranch & Farm. 14.7 18.1 171.4 206.2 15,442 19,026 179,984 218,106 13,734 17,591 Bulletin des Agricul- 

Total Group ......... 50.0 508 4745 ~ 5449 51,531 ~ 52,925 494,198 570,717 47,352 49,946 __ teurs, Le 56.6 54.9 556.0 496.8 39.630 = 38.425 389,215 347,794 39.480 38.250 
Shaver pees tise (1.008 lines) ie Goteber 3982. Country Guide ........ 45.5 49.4 443.8 425.1 32,761 35.572 319.626 306.132 32.761 35,572 

| Family Herald & Weekly Star: 

Ss Month! | #Eastern Edition .... 111.4 115.6 926.2 895.8 111,390 115,648 901.874 875,136 79,790 82,810 

emi-Monthlies Western Edition .... 95.7 97.5 785.2 748.0 95.697 97,536 785.046 747,925 73,063 74,036 
American Agriculturist .. 44.2 44.5 329.2 320.0 32,166 32,369 239,642 232,930 29,595 28,663 | Average 2 Editions .. 103.6 106.6 855.8 822.0 103,544 106,592 843,461 811,531 76,427 78,423 
*California Grange News 20.0 15.1 136.1 106.5 21,700 16,398 148,035 115,721 21,434 16,230 Farmer's Advocate & 

Colorado Rancher & a Canadian Countryman . 55.8 52.8 524.0 450.9 39,079 36,973 366,736 315,814 28,686 27,043 

ee 40.6 44.3 387.0 369.5 30,727 33,517 292,584 279,349 26,254 26,818 Farmer's Magazine 33.8 36.3 323.9 3162 14,479 15,577 138,973 151,254 14,382 15,354 
Cooperative Digest .... 82 95 861 923 3444 3,990 36101 38,707 3,377 3,919 Free Press Prairie Farmer 101.6 124.6 1,053.6 1,006.2 109,773 134,573 1,138,017 1,100,994 74,789 88,685 
Dakota Farmer ........ 75.4 70.5 672.0 617.7 59,133 55.252 526,876 484,944 57,958 54,692 Western Producer ...... 57.5 51.3 546.1 505.7 61,560 54,918 584,365 541,032 39,271 33,867 
i eee 82.9 77.6 788.6 753.5 65,019 60,858 618,203 590,668 59,140 54,236 Total Group ........ 454.4 ~475.9 4,303.2 4,022.9 ~400,826 422,630 3,780,393 3,574,551 305.796 317.194 
Hoard’s Dairyman ..... 55.3 35.4 443.0 405.9 40,272 25,751 322,479 295,459 33,030 19,050 Not included in totals. 


Maxon Inc. Drops Peter Paul 

Maxon Inc., Detroit, effective 
Jan. 1 will resign the account of 
Peter Paul Inc., Naugatuck, Conn., 
manufacturer of Mounds, Almond 
Joy and other candy bars. Lou R. 
Maxon, president of the agency, 
indicated a difference of opinion in 
policy matters prompted the resig- 
nation. 


Kislingbury Opens on Coast 
Graham Kislingbury, theater 
public relations and motion picture 
veteran, on Dec. 1 will open his 
own p.r. office in The Loew’s War- 


field Bldg., San Francisco. 


Spielman Opens N.Y. Office 

Spielman Co., Philadelphia de- 
signer and producer of labels, has 
opened a New York sales and art 
office at 7 W. 44th St. The purpose 
is to assist manufacturers in the 
creation of new designs for labels, 
decals and point of sale displays. 
Carl Parker will be in charge of 
the eastern division, which in- 
cludes New York, New Jersey and 
all New England states. 


WKY-TV Boosts Power 

WKY-TV, Oklahoma City, 
Channel 4, is now operating on 
‘100,000 watts. 


veniee L3 ie ess Gr ee Se 


‘Life’ Promotes Markward 

Henry W. (Rube) Markward, for 
the past 16 years a member of the 
sales staff of Life, has been namei 
advertising sales manager for the 
magazine in San Francisco. Mr. 
Markward succeeds Lee Heffner 
Jan. 1, who is being transferred to 
New York on a special sales as- 
signment for Life. 


Breidenbach to Hepworth 
George F. Breidenbach Jr., 2 
graduate of Oklahoma A&M Col- 
lege, has been named an account 
executive of Hepworth Advertising 


'Co., Dallas. 


Elliott Heads Gibson Art 


Roy G. Elliott, formerly an ex- 
ecutive of Chatfield Paper Corp. 
and Chatfield Mfg. Co., has been 
elected president of Gibson Art 
Co., Cincinnati. James R. Gibson, 
currently president, has been 
elected chairman of the _ board. 
Both appointments are effective 
Jan. 2. 


Griesedieck Promotes Cans 
Griesedieck Bros. Brewery Co., 
St. Louis, will use full page four- 
color newspaper ads to promote its 
beer cans in six iridescent colors. 


American Can Co. and Acme Fold- 
ing Box Co., both of St. Louis. 
jointly developed a new process 
for coloring the cans. The six-can 
cardboard package will be printed 
lin five bright colors, and distribu- 
ition has begun in Griesedieck’s 
|10-state distributing area. Ruth- 
lrauff & Ryan, St. Louis, is the 
agency. 


New Haven Pulp Alters Name 
New Haven Pulp & Board Co. 

New Haven manufacturer o! 

printed folding cartons, on Dec. 1 


Board & Carton Co. 


will change its name to New Haver 
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Advertising Age, November 23, 1953 


British White Paper on TV Sets Up 
Great Difficulties for Advertising 


(Continued from Page 3) | 

2. “Require the companies to 
make sound and visual records of 
programs for subsequent examina- 
tion.” 

3. “Forbid the broadcasting of 
specified classes of matter.” 

4. “Regulate advertisements.” 

The White Paper explains that 
this halfway house between gov- 
ernment operation and free enter- 
prise is “the best means of en- 
suring adequate standards of taste” 
because the program-producing 
companies will always have) 
hanging over their heads the pos-_ 
sibility of a quick revocation of 
their licenses. Since these program 
companies will not be required to 
invest large sums in fixed assets, 
their licenses can be revoked rath- 
er easily. 


# In fact, the government has gone | 
so far to make its plans palatable 
to commercial tv critics that the 
shoe is now on the other foot: 
Advertisers are wondering if they 
have anything to gain from this 
setup. 

Consider the position of the 
British advertiser in this situation. 
At the most, the commercial sta- 
tions will have only five or six 
minutes of advertising time per 
hour. Commercial spots will be 
completely separated from _ pro- 
grams. Announcers will not be 
permitted to say, “This program 
comes to you through the courtesy 
of Whippo Spark Plugs’”—even 
though that is the case. 

Once a commercial is prepared, 
an agency will have little more to 
do than book a time slot. Not only 
the length, but the content of tv 
commercials will be regulated. 


® It is not surprising then that 
advertisers here are not exactly 
jumping with joy over the White 
Paper. Nevertheless, the White 
Paper reveals that “representative 
advertising bodies” have been con- 
sulted and the government “is 
satisfied that separation of adver- 
tisements from the programs 
would not prejudice the financial 
success of the new television ser- 
vice.” 

It remains to be seen how justi- 
fied this optimism is. A station 
operator will find a formidable 
task before him. A substantial cash 
outlay will be needed to recruit 
talent and other items which go 
into production of programs. And 
it must be remembered that the| 
commercial station will be in 
direct competition with the well- 
heeled BBC, which has just asked 
the government to double the 
yearly tv license fee from £1 
($2.80) to £2. The new corpora- 
tion to be set up will not get any 
revenue from the license fees. The 
commercial stations are designed 
to be self-supporting and they will 
have to lure many viewers away 
from the BBC programs to win the 
support of advertisers. 


® Even granting the success of the 
commercial operation, it is fairly | 
obvious that television will not! 
become a major advertising medi- 


um in Britain for years to come. 
The BBC, with its single program, | 
only telecasts for 37 hours a week 
now, and a commercial station 
cannot be expected to duplicate 
this service for years. 

But the purpose and significance 
of the government’s step should 
not be overlooked. The White 
Paper makes clear the govern- 
ment’s position that the BBC 
should “continue to be the main 
instrument for broadcasting in the 
United Kingdom.” The reasons for 
breaking the BBC monopoly are 
put forward in the following para- 
graph: 

“As television has great and 


increasing power in influencing 
men’s minds, the government be- 
lieves that its control should not 
remain in the hands of a single 
authority, however excellent it 
may be. Moreover, competition 
should be in the best interests of 
viewers, writers, artists and tech- 
nicians. There will also be an in- 
creasing and urgent demand for 
filmed television programs 
throughout the world, and compe- 
tition at home should induce vita- 
lity and help Britain to produce 
programs for overseas markets.” 

As for the specific proposals, 
combining government regulation 
with private operation, the White 
Paper gets in a final dig at the 
critics by advancing this solution 
as “a typically British approach to 
this new problem.” 


Hilton to Push New Lighter 


Hilton Lite Corp., San Francisco, 
will use dealer tie-in promotion 
to stimulate sales of its new cigaret 
lighter. The lighter, made in Japan 
and assembled in San Francisco, 


4 
. 


Li —Im Manpower Sue 


1 CAN HELP YOU IN 


features a fluid supply indicator. | ° 
Newspapers, tv and direct mail @ 
will be used. Selection of an agen- e YOUR OFFICE OR OURS 
cy to handle the national campaign Ww 
will be announced later. ° ITH 
@ @survey work ®@ calculating 
. . 

Smith Joins John Blair Co. 'e@ * typing © payroll 

Heber Smith Jr., formerly man- e? stenography ® general 


ager of NBC-Radio spot sales in| 
San Francisco, has been named @ 
manager of the San Francisco of-! 
fice of John Blair & Co., radio sta- | 
tion representative. Mr. Smith/@ 
succeeds James Richards, who has | 
joined Don Lee Broadcasting Sys-_ 
tem as eastern sales manager. 


office work 


Tine 


NATION'S LARGEST TEMPORARY HELP SERVICE 


a3 
manpower, imc. 


WE ARE NOT AN EMPLOYMENT AGENCY 


Dr. Pepper Promotes Stone 


Rovert L. Stone, sales promotion 
manager of Dr. Pepper Co., Dallas, , 4 tes elites = oo cos ieee s 
ac oti e manpower, inc. an sa ates operate in ston * cago * nna bd eve- 
has been promoted to national | e land » Detroit * Milwaukee + Minneapolis » New York « Philadelphia + Pittsburgh 
sales manager of the fountain di-| * San Francisco * Seattle and other affiliated branches Coast to Coast. 
vision of Dr. Pepper Co., Dalles @ — FOR FURTHER DETAILS, WRITE MANPOWER, INC., 330 W. KILBOURN, MILWAUKEE 3, Wis. 
soft drink maker. ®eeeeeeeeeaeeaeaeeee@eseoeeeese @ 
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The advantages in the area covered by The Salt Lake 
Tribune and the Deseret News & Telegram meet every 
industnal requirement, small or large. For detailed informa 
tion on the opportunities here, write to Gus P. Backmar 
Salt Lake City Chamber of Commerce, 207 South Main 


Salt Lake City, Utah 


Re presente d Nationally B, 


“This is the Place” 
for your business 


MOLONEY, REGAN & 
SCHMITT, INC. 
Metropolitan 
Sunday Neu spapers 


i TE cae 

$30,000,000 

annual payroll in the | 
Great Salt Lake — 
Intermountain | 


There isa “Pittsburgh of the West” right here in the rich 
Great Salt Lake Intermountain Market. Columbia-Geneva 
Steel’s production annually has soared from 1,300,000 

tons to 1,675,000 tons in five short years. This... 

with other industries coming in at the rate of $5 million a 
month provides a sales bonanza bulging with buying power. 
Reach it through two outstanding newspapers at 


one low, money-saving buy. 


GREAT SALT LAKE 
INTERMOUNTAIN MARKET 


Che Salt Lake Tribune 


(MORNING & SUNDAY) ie 


1 MILLION PEOPLE IN 
ADDITION TO SALT LAKE CITY 
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Ui...YOU CAN STILL STAKE A CLAIM 


Goodness knows, the metropolitan markets offer a rich reward 
to advertisers, even though the going is crowded, tough and 
costly. But take a good look at the big country way beyond the 
cities . .. Small-Town America. 

You can hit gold in GRIT-America . 
ease .. . and a modest investment. 

For every week GRIT is edited especially for more than 
700,000 families .. . in 16,000 Small Towns across the nation, 
only a few of which have daily newspapers. Thus, advertising 
in GRIT is far freer from competition. Your ad stands out with 
more prominence. Your product can achieve more dominance. 


. . with comparative 
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IN OUR COUNTRY! 


A message in GRIT gets extra attention because readers 
rely on GRIT as a buying guide . . . as well as for much of their 
news, fiction, service and features for everyone in the family. 


If you are looking for a land of opportunity 
that’s rich in sales . . . a market bigger than \ 
Buffalo, Cincinnati, Kansas City, Minneapolis ~ 
and Seattle combined . . . get into GRIT. 


\/ 
& 


We'll be glad to show you from actual case 
histories how advertising in GRIT pans out. 


YES —YOU CAN STILL STAKE A CLAIM Es 
IN OUR COUNTRY! —~ 


QwUly 


oY (> 


an s 


WILLIAMSPORT, PA. 
Represented by Scolaro, Meeker & Scott 
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